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WITH NEW 


pattern! 


An enchanting modern floral pattern blending contemporary simplicity 
with a touch of traditional ornament. Hollow handle place knife 
with forged blade ...a feature found only in the finest tableware. 





FREE GAIETY DISPLAYS 


WM. ROGERS & SON 


e Exciting chest cards covered with e Colorful pattern 
merchandise-protecting acetate. display card. SO pc Service for 8 


$ 4 9°25 retail 


complete with mahogany or blond 
finish drawer chest. Also available 
without chest—$39.95 retail. 











Take full advantage of this new Gaiety 
pattern promotion. Get in business with 
it fast by calling your Approved Whole 
sale Distributor. 

CUSTOMER-ATTRACTING Traffic-buiiding INTRODUCTORY OFFER 


ee oie cata e 2 serving spoons, gift-boxed 
— | for special retail of $1.95. 
Regular price will be $3.00. 
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Diamond 
is a major 
purchase, treated 
with great respect by 
both ajewelerand his custo- 





ds 


mer. Very often, a major sale hinges 
on the selection that the jeweler offers, or 
the stones he is able to obtain quickly to show his 
customer. William Levine Co. makes available to 
America’s jewelers large and small, a COMPLETE DIAMOND 
SERVICE to fill each and every request. Using this extraordinary 
service, a jeweler has at his command a LOOSE DIAMOND 
INVENTORY worth millions of dollars. He also has 
the special advantage of buying from a regis- 
ak : tered importer and cutter at prices 
. that give him larger profit 
margins. For further 
information, 
write Dept. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 


Executive and Editorial Offices: 


Chestnut and Séth Sts., Phila. 39, Pa., US.A. AUGUST, 1961 


Telephone: SHerwood 8-2000 


Christmas in August? It may be a bit 
NB PE @® early for the consumer-Santa Claus to 
think about the Yuletide gift-buying 
season, but it's certainly not too soon 
for the jeweler to start stocking up on 
ideas and merchandise to tide him 
through the big-volume months ahead. 
You'll find this issue of JC-K just packed 
with information that will help you make 
the most of Christmas. For just one 
sample, see "Prospects for Christmas 
61," on page 126. It gives a compre- 
hensive forecast of what you can ex- 
pect during the coming holiday buying 
season. And on page 1/89, a new fec- 
ture makes its debut — “Consumer 
Credit Queries,” by JC-K Credit Con- 
sultant William Wagner. 
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Who gave the Jewelry Industry the first MutTi-SiZé watch bands 
and saved you, the retail jeweler, the cost of longs and shorts? 





Who introduced the first END-O-Matic END enabling you to Who reduced your watch band inventory by 2/3rds with the 
fit 99% of all women’s loop end watches quicker, easier, and amazing, adjustable MuLti-WidTH ENDS for men’s bands? 
without tools? 
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Who gave you the first women’s Multi-Size telescopes with PusH- Who gave you the first WATERPROOF WATCH BaNDs featuring yel- 
Pin ACTION, the strongest adjustable mechanism, and one you low gold filled stock on pure nickel base and formula 18-8 non- 


could sell with complete confidence? corrosive stainless steel? 


The one watch band line known round the world as the Jeweler’s Best 
because it has proven best for the jeweler. Jacoby-Bender, Inc. Woodside, N.Y. 
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Even though more than half of these sales were 

conducted in so called distress areas the results achieved in one 

month of the sale totalled almost one year’s volume... therefore, if your volume per year 

is $50,000, we would do in one month of sale $50,000... If your volume per year is 

$100,000; we would do in one month of sale $100,000... If your volume per year is 
$500,000, we would do in one month of sale $500,000. 























WIRE — CALL COLLECT 


SILVERMAN SALES ENTERPRISES 


; A 7-4692-4693 
580 — 5th AVENUE, NEW YORK 36, N. Y. ® Tel.: PLAZ 
AR - 


WRITE — 


Setting 

No. 104 
Dozens 

of styles 

in settings. 


Men's wed. ring . 
No. 6117 Style No. L213 No. 47150 


Mtg. No. 114/2420/3 Ladies’ wed. ring Pearl, ladies’ “Hundreds 
Wed. ring No. 45/2421/3 No. 6116 and men's stone of shanks” 


Over a thousand sets. Seamless bands. rings. 


SEE KARLAN & BLEICHER’S 


Chow withina Shou! 


AT THE RJA TRADE SHOW IN THE WALDORF ASTORIA HOTEL 
AUGUST 6TH TO 10TH 


Suite No. 867-869 


While K & B and Falcon Stone Ring Products are distributed nationally through wholesalers 
and manufacturers only, we extend this cordial welcome to the trade to avail themselves 
of the opportunity to view the Nation’s largest variety of die-struck bridal sets and other 
fine items. You will find the experience most interesting, educational and profitable 


Aarlan & Bleicher, inc. 


Creators, Designers and 


Manutacturers of Perfect Ring Findings 


136 WEST 32ND ST., NEW YORK 19, N. Y. 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
STONE RING DIV.: FALCON STONE RING MANUFACTURING CO 


Phone: JUdson 6-6/700 


f eiyt 
rd Ae 
es ic off 

oy vs Li} 

. Mtg. No. 110/47067 __ = Style No. 9341/2052 

led. ring No. 's di 
Style No. P237 : ee 
Large assortment of mountings galore. 
Large assortment Style No. G214 
solid shank sets. of pendants y 
| Emblem rings. 
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4ABRIKANT BROTHERS vc. 
"The House of White Diamonds'’ 


[200 AVENUE OF THE AMERICAS 
MEW YORK: 36, N.Y. 


DIAMONDS ON MEMORANDUM 
TO RATED JEWELERS 


Miter, 
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CURING? 


ww” ON SELLING YOUR STORE OR STOCK? 


a ™ 
Don’t forget these intangibles ... 
A they add up to DOLLARS AND SENSE! 


{ 
SPEED 
Your store is never worth more than the 
day you begin figuring on selling it. Delay 
means depreciation. SPEED means Dollars 
and Sense. 


CAPACITY 


Speed depends on CAPACITY! A firm's 
capacity to buy your store and pay cash 
at the moment you want to sell it, no mat- 
ter when, where, or what its size. 


EXPERIENCE 
Capacity includes EXPERIENCE. Knowing 
the most profitable way of handling your 


particular store after buying it... thus abil- 
ity to pay you maximum in the first place: 


REPUTATION 


REPUTATION is the most intangible of all, 
but you know what value you place on 
yours. Don't compromise it! 


it figures 


OLDEST AND LARGEST CASH BUYERS OF JEWELRY STORES AND STOCKS IN THE UNITED STATES 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET: “DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK” 
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An Important 
Announcement 


out A Famous Old Name 





UNIVE RSAL | 





ith A Brand New Look! 


HOW YOU CAN PROFIT FROM THE INCREASED 








DEMAND FOR UNIVERSAL FROM THE MOST 
POWERFUL ADVERTISING EVER PUT BEHIND 
HOUSEWARES AND ELECTRICAL APPLIANCES! 











The J. B. Williams Company has just purchased the 118 
year old Landers, Frary & Clark Company, makers of the 
famous UNIVERSAL line of electrical appliances and house- 
wares. Behind this simple statement is a story of importance 
to every distributor and retailer in America. 

You know The J. B. Williams Company as manufactur- 
ers Of GERITOL, SOMINEX, SERUTAN, AQUA VELVA, LECTRIC 
SHAVE and other fine drug and toiletry products. 

You know the consistently aggressive advertising that is 


put behind these brands. And now the same type of power- 


ful advertising is being applied to UNIVERSAL’s line of 


household products, Just look at the powerful line-up of 


television shows listed on the page at the right. They will 
be working to sell UNIVERSAL for you starting in the fall. 

This same kind of aggressive advertising has sold millions 
upon millions of dollars worth of consumer goods in the 
past. It will do the same for UNIVERSAL. 

We make no idle boast when we say that it 1s our deter- 
mination to make the entire UNIVERSAL line the best- 
selling brands in their field. You can look to UNIVERSAL 
for new merchandising...new selling techniques...and 
new trade policies that we are sure you will like. 

Together... you and our company working as a team... 


can profit greatly from this new UNIVERSAL venture. 


UNIVERSAL 711 FIFTH AVE., NEW YORK CITY 
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$5,000,000 


ADVERTISING STARTS IN SEPT. 








The LAWRENCE 
WELK Show 


Saturday night ABC Network 


ART 
LINKLETTER’S 


“HOUSE PARTY” 


os ness ; os re es 


He 


Monday through Friday CBS Network 


Over and over again these great 
TV personalities will be selling 


UNTOUCHABLES” 


Thursday night ABC Network 


TED MACK 


and “THE ORIGINAL 
AMATEUR HOUR” 


Sunday afternoon CBS Network 











UNIVERSAL *- 


products for you! 





ELECTRIC COFFEEMATICS cme, 





We’ll Build the Demand 
You Display Them... 


7. 


— > 


— 


STEAM IRONS 


RIERA, 
ap, . 


ELECTRIC 
CAN VACUUM 
os OPENERS BOTTLES 


They'll Sell on Sight! 


~—), 


ELECTRIC HAIR DRYERS 


e 


- 


HAND 
MIXER 
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UNIVERSAL COFFEEMATICS - STEAM IRONS :- 

HAIR DRYERS - ELECTRIC CAN OPENERS AND 

OTHER BIG PROFIT, FAST-SELLING UNIVERSAL 
HOUSEHOLD PRODUCTS 


Now UNIVERSAL 1s going all out 
in a gigantic $5,000,000 advertising 
drive to sell more UNIVERSAL 
products for you! Yes! Now there's a 
new deal for UNIVERSAL .. .a pow- 
erful new advertising drive on top- 
rated television programs that will 
reach millions of people every week. 
That's selling power unequalled by 
any other appliances and housewares. 


Look at the terrific line-up of tele- 
vision shows listed above. Imagine 
what these four great ‘‘salesmen"' 
can do for you in helping to sell 
UNIVERSAL products. You can 
stock UNIVERSAL with confidence 
because from now on watch the sales 
grow ...and Grow... and GROW! 

UNIVERSAL means business and 
profits for YOU! 
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* ADVERTISING 
* TELEVISION 


and COLOR MOVIE FILMS 


*STORE BANNERS! 


* Nationwide Publicity! * New 
Displays! * Stuffers! * Traffic Creating ; j 


Newspaper Ad Mats! AND MORE! 
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DIAMOND RINGS | 
© with controlled expansion 









ELIMINATES ALL KNUCKLE PROBLEMS! 
GUARANTEES A PERFECT FIT! 

















e Always easy to take off and put on! 
ae Os bloebberclec Maveliobercacbelemattaclbelaeye mitotic) wl 
e Comfortable always! 
e Interchangeable FEATURE FLEX shanks with 
controlled-expansion enables you to 
“custom-fit” anyone right in your own store 
—1in less than 2 minutes! 





THIS IS THE PROGRAM 
designed. to accelerate your 
diamond sales and profits! 
Act today! Contact your 
| authorized FEATURE RING 
| WHOLESALER for details 


or write: 


FEATURE RING COMPANY, iNC.,130 West 46th Street « New York 36, N.Y. 


WORLD'S LARGEST MANUFACTURER OF QUALITY CRAFTED MOUNTINGS FOR DIAMONDS . FEATURE FLEX RINGS ARE 






EXQUISITE 
NEW STYLES! 





COVERED BY U.S. PATENT NO. 2.806.362 


NEW YORK: WALDORF-ASTORIA HOTEL 





Visit us at the Shows! August 6th-10th, 1961 e FEATURE RING SUITE: 8E-F-G-H 
DALLAS: Marriott Motel, September 3rd-6th, 1961 e Marric ite 
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*« Waterproof, dustproof, provided original seal is restored if opened for servicing. Aquatel Electric (top), $110; Accumatic A-600, $85. *Patented 


Weatherproof watches that don’t look it! This combination 


of smart styling with waterproof, dustproof features makes this line a valuable sales producer. You 


can be sure of full profit, too, when you...trade them up to Hamilton. 


Head of the Hamilton Family of Profitable Products 
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Who can resist the guile of this fiery new ladies’ watchband series,” Bolero by Kreisler” 


Its smart sweep lures like a Valentino glance. It's as feminine as a Spanish comb. 


It’s Kreisler...the fashion that senoritas (and generous senors) succumb to! Bolero by 
Kreisler in yellow or white, gold-filled. Jacques Kreisler 


> 
Manufacturing Corporation, North Bergen, New Jersey. j @C isl Cl 
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The drawstring pouch becomes an 
elegant carry-all for these luxury 
lighters. For her: black satin with 
pink lining and tassels. For him: 
black with Roman gold. For you: 
both lighter and pouch in a gift dis- 
play box. Kreisler makes many new 
table. pocket and purse lighters - 


in porcelain, myrtlewood and satiny 
metals —for a scintillating Fall 
season. Butane and regular fuel. 
Jacques Kreisler Manufacturing Cor- 
poration, North Bergen, New Jersey. 





ibs’ Kreisler 





NOW 
high quality : 


FIRE SONG 


Modern design. Rhythm of dancing flames 
add new dimension to carefree beauty of 
stainless steel. 


SYMMETRY 

Plain design, lustre finish. Sleek sophistication 
in carefree stainless steel . . . the modern 
metal for casual elegance. 


Two gorgeous style-setting patterns 
50-pc. service for 8 $49.95 Retail e 26-pc. service for 6 $29.95 Retail 
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eee ON a new line of 


stainiess steel... 


the greatest name in tableware 


1347 ROGERS BROS. 


A brilliant new stainless line—heavyweight, finely graded, beautifully 
designed—featuring a brand name with a reputation for quality 
and integrity to build a pre-sold market for you in a large volume field. 


HERE’S THE COMPLETE PRESENTATION UNIT 
—OVER $120 VALUE! YOUR COST—ONLY $59.94 


THIS 1S WHAT YOU GET: 





*% 1 50-pc. service for 8, gift- *% 1 solid ash chest—a $12 *% 1 valuable “‘selling tips” % 1 2-pattern counter dis- 
boxed plus 1 50-pc. service retail value Reversible Chest brochure plus 25 four-color play, complete with sample 
for 8, bulk packaged Card included folders for each pattern pieces—a $10 value 


Ask your Approved Wholesale Distributor for complete details on the new 
1847 Rogers Bros. Stainless line and accompanying promotion program. 


IS47 ROGERS BROS. 
Stainless 
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OMAR KHAYYAM 


$6.00 Keystone. 


Available in Stainless 
Stee!. $4.40 Keystone 


=1113—Retaii $11.95. 
Yellow Gold Filled. Vene- 
tian finish. Adjustable. 


QUEEN 


low or White Gold Filled 


stone. 





=200—Retail $3.95. Yel- 
Venetian finish. $2.10 Key- 








EXECUTIVE 

=601—Retail $10.95 
FTI. Yellow Gold Filled; 
Unusual Italian Floren- 
tine. Fully adjustable. 





TOWN & COUNTRY 
2018C—Retail $9.95 

FTI. Yellow Gold Filled. 

Venetian finish. Straight 


ALASKAN 
=214—Retai!l $3.95 FTI. 
Yellow Gold Filled Vene- 


tian finish. $2.40 Key- 
stone. 














or curved, 7,” and ',” Available in Stainless 
ends. $3.30 Keystone. Steel. $1.70 Keystone. 
+ gana $5.00 Key- Available in Stainless 


THE MOST Lise] - aneat | 
POPULAR 
Tn Sr 


U e 


Four individual links are 






































Feature The New 1961 Line That Strikes A 
High Note For Originality, Quality and Variety. 


Write for catalog and price list 
on Eton’s preferred line of: 


WATCHBANDS — Gold filled and stain- 
less steel. 


IDENTS—Expansion: Gold filled, ster- 
ling silver and stainless steel. Chain: 
Sterling only. 

NECK CHAINS — 14K gold, gold filled, 
and sterling silver. 


SAVE—BUY DIRECT 


Styled to please anyone... priced to please everyone, that’s the beautiful 
harmony of Eton Watchbands. They cover the entire scale. 
line for those who demand excellence. 


..a quality 
..a popular-priced line for the 
budget-conscious buyer. Best of all, every line provides a bigger profit 
margin for you, PLUS the prompt deliveries, the personal services, and 


the full year’s unconditional guarantees that assure consistent, top- 
volume trade. 





“Rarely A Repair—Never A Repair Charge” 


ETON JEWELRY MFG. CORP. 


125 WEST 45th STREET, NEW YORK 36, NEW YORK « Circle 5-7075 


See Our 
COMPLETE LINE 
Booth 3, Main Ballroom 
Waldorf-Astoria 
August 6-10, 1961 
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MIRIAM MICHELE TIARA CAMILLE 








f 
CROTON WATCH CO., 404 PARK AVE. SO., NEW YORK 16, N.Y. 
WEST COAST: 448 S. HILL ST., SUITE 317, LOS ANGELES, CAL, 
Please send the following: suco'D 6 
7 QUANTITY DESCRIPTION KEYSTONE RESALE % 
__ CAMILLE Bracelet Watch: 24/D, 14K 
gold case (wht only), 17J, shock-control. $185.90 $200.00 
cae _TIARA: 6/D, 17J, shock-control, 14K 


Sate gold case. [] ylw CL] wht 77.80 79.50 


brings you a bonanza of diamond watches that can ____ammrtam: 16/0, 175, shock-control, 14K 
gold case,(wht only) 99.90 150.00 


> ’ ; nte 1 ' rol m6 % (TOTAL: FULLCARAT), 14K 
help you put your wife in minks! The 14-karat gold = ————aicnete: 40/p(rorat:ruttcanar) 4K | 


white gold, 17J shock-control. 


Cases are specially designed to heighten the beauty If you are a regular customer, or a new customer rated Ist or 2nd, we 


will ship open account, net 30 days. Otherwise, send check with order. 


of the diamonds. In every detail — from their superla- 
tive movements to the pure inspiration of their lines _ 
—these Croton watches speak quality beyond yous; 
all comparison ... at prices beyond all competition. = crv 


NAME 





Aimericans NEWEST 


AND MOST POPULAR ITEMS 


Style Leaders in High Fashion 
Quality aa Chains 


|DED 


wlati iy | 
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Teen Age Popularity Display 
Shown Approx. 2 Actual Size 


POO eBay 
” “Cte. 
rs 
*« 


Sterling Charms & Brace- 
let assortment to retail 
at $1) each. Display has 
self storing compartment 


in back. Holds 3 doz. ; . | ‘ 
Chorms, & 1 doz. Chains. . — a4 Manufactured in 


Sterling, 12 KT. Gold Filled, 
10 KT. & 14 KT. Gold 
Sold only thru the wholesaler 
Items shown actual size 


JEWELRY CHAIN CO. 
560 ATWELLS AVE. + PROVIDENCE, RHODE ISLAND 


MIDWEST WEST COAST EAST COAST 
HENRY OHLHAUSEN PHILLIP NAFTALY & SONS LYALL S. MARKS 
29 E. Madison 420 Market St. 303 Sth Ave. 

Chicago, Ill. San Francisco, Calif. MM. ¥; C: 36. WA YT, 
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PRESIDENT EXECUTIVE 


brings you watches with the thin, thin styling custom- 
ers want...at low, low Keystones...to sell in big, big 
volume...and deliver the healthiest of profits! Style 
illustrated here: The President—with 12 handsome 
diamonds in the dial... 18K case...razor-thin. Also 
available: The Executive — has the same thin, smart 
styling without diamond dial. Send your order today! 


CROTON WATCH CO., 404 PARK AVE. SO., NEW YORK 16, N.Y. 
WEST COAST: 448 S. HILL ST., SUITE 317, LOS ANGELES, CAL. 


Please send the following: sucG’D 

QUANTITY DESCRIPTION KEYSTONE RESALE 
___  ._£_ PRESIDENT: 12/D dial, 17J, shock- 
control, 18K gold case. 

[] Yellow [(] White___$151.90 $300.00 
—_ EXECUTIVE: 18K gold case, same as 


above without diamond dial. 
[] Yellow ([) White. 103.90 150.00 


If you are a regular customer, or a new customer rated Ist or 2nd, we 
will ship open account, net 30 days. Otherwise, send check with order. 


OS 
STORE NAME 
OO O——————————————eEeEyeEeEeEeEeEeEeEeEeEeEeEeEeEeEEEeE 


Sl itelUc 








WHAT you need in diamonds 
WHEN you need it... 


at less-than-competitive prices 


Yes, American Israeli Diamonds, Inc.., 
increases your diamond profits. 
Here’s why — 


gs carries a tremendous stock of 
full cuts — from two points to 
l4 carat... 


(9 eliminates your costly inventory 

bb y y y 
problem: order precisely what 
you need, when you want it... 


&> offers you credit terms to fit 
your financial setup... 


4 gives you diamonds of uniform 
high quality at less cost than 
competitors’. .. 


AMERICAN ISRAELI DIAMONDS, INC. 609 Fifth Avenue New York 17, N. Y. 


NEW YORK e MONTREAL PLaza 2-4422-3-4-5-6 TEL AVIV. ee ANTWERP 
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MIAMI NASSAU 





CROTON WATCH CO., 404 PARK AVE. SO., NEW YORK 16, N.Y. 

WEST COAST: 448 S. HILL ST., SUITE 317, LOS ANGELES, CAL. 

Please send the following: —s 

. QUANTITY DESCRIPTION KEYSTONE RESALE 
___ MIAMI: 17J, shock-control, 14K gold. 

[}] Yellow [] White—$139.90 $175.00 


brings you 14-karat buys to sell at prices that can nassau 7s, shock-control, 14K gold. 
mean 14-karat profits for your store! Each of these } Yellow [] White 99.20 120.68 


Croton watch styles for women has a complete case _Ii,jou are a regular customer, or a new customer rated tet oF and we 
and bracelet of 14-karat gold. Eachhasafine17-jewel ... 

movement, with exceptionally dependable shock- .... uu. 

control. And the styling is just irresistible. See for cores 


yourself—they are loaded with 14-karat sales appeal! = an 





a Peal ARI... your way...and going all the way for you 


. is this salesman with special skills, special knowledge, special pride. He considers it a personal 
challenge to help you get a generous slice of the tremendous volume and turnover fashion jewelry is 
enjoying day after day, every month of the year. He knows from experience that Trifari’s unequalled 
leadership in quality costume jewelry will help you achieve this goal quickly and profitably. 
@ He's an expert jewelry merchandising man, as well. Leaves nothing to chance when he helps 
you choose, install and control your basic stock. (Trifari makes it a lot easier with pre-ticketing.) 
Also, he knows what will sell; and he doesn’t oversell. @ Advertising 
and promotion are as important to him as his sample-case. He knows how oy fu Gy 
vital Trifari’s dramatic, full-color national advertising is in drawing more 


customers to your store. And he shows you how to benefit from these 
ads in Life, Vogue, Harper’s Bazaar, Glamour, Mademoiselle and The HIFARL 
New York Times Magazine. ™@ You can rely on the man from Trifari. 
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ANTARCTIC (REG.) ANTARCTICA 








brings you watches with so many selling extras: dra- 
matic “Antarctic” sales story—industry’s first and 


best-earned 3-year guarantee —plus all these quality 
features, at no extra cost to you: self-winding... 
waterproof (providing case, crown, crystal intact)... 
all-stainless ...17J...sweep-second hand... shock- 
control... unbreakable balance staff and mainspring. 


ELS 







1 DU. 


CROTON WATCH CO., 404 PARK AVE. SO., NEW YORK 16, N.Y. 
WEST COAST: 448 S. HILL ST., SUITE 317, LOS ANGELES, CAL. 


Please send the following: succ’D 
QUANTITY DESCRIPTION KEYSTONE RESALE 


ANTARCTIC (REG.): water- 
proof*, self-winding, all s/s 
case, 17J, unbreakable balance 
staff and mainspring, shock-re- with strap $55.90 $69.50 
sistant, sweep-second hand_____ with bracelet 59.90 79.50 


ANTARCTICA: waterproof*, 
self-winding, all s/s case, 17J, 
unbreakable balance staff and 
mainspring, shock-resistant, with strap $59.90 $69.50 
sweep-second hand... with bracelet 62.90 79.5@ 








If you are a regular customer, or a new customer rated Ist or 2nd, we 
will ship open account, net 30 days. Otherwise, send check with order. 


NAME__— 
(please print) 
Ee 


ADDRESS 


CO ee IEEE 
* providing case, crown, crystal intact 











HAVE YOU SEEN- 


Che new 








at pee cin a 


SSM! 


: -—_. bs 
4 £ . ; 





THE COMPLETE HIGH QUALITY LINE! Link and snake bands @® Cord ratchets and catches ™® Mesh 
and GEMEX Rhapsody Stronger most fashionable telescopes # Good looking dependable ladies expansion bracelets @ Wide se- 
lection of styles and prices in the men’s line with the famous girder X type construction &@ Highlander watchbands and straps for boys 
and girls @ Charm bracelets and photo charms ® Quality leather straps @ Fused nylon watch straps @ Fashionable Colormates m Stock 
control counter merchandiser @ Special displays for every merchandising purpose @® FIRST with missle mirror finish @ FIRST with Anti- 


Allergy watchbands for women with delicate skin 


Ss E- MI -— + 4 PRECISION METALS, INC. UNION, NEW JERSEY 
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MIDGE ALICE DOE BAMBI APRII 





CROTON WATCH CO., 404 PARK AVE. SO., NEW YORK 16, N.Y. 
WEST COAST: 448 S. HILL ST., SUITE 317, LOS ANGELES, CAL. 
Please send the following: sune’n ‘ 
QUANTITY DESCRIPTION KEYSTONE RESALE ’ 
_ ALICE: 17J. with shock-control, with cord $33.90 $35.00 
10K RGP Clylw LC) wht withbrcit 35.90 45.00 
BAMBI: 17J, with shock-control, with cord 33.90 35.00 
10K RGP Ciylw Cj) wht withbrclt 35.90 45.00 


” in ________ MIDGE: 17J. with shock-control, withcord 33.90 35.00 
brings you the loveliest of “Fashion Miniatures” 11], wi echoes, wiheos SR Ae 
fine watches for women. ..to sell, and sell big. Notion —— DOE! TOK RGP L)ylw Clwht with brelt 35.90 45.00 

__ APRIL: 17J. with shock-control, with cord 33.90 35.00 





the new shapes .. . delicate, feminine styling. . . tiny 10K'RGP Clylw C]whi- with brclt 38.90 45.00 
If you are a regular customer, or a new customer rated ist or 2nd, we 


S1zes. Then notice the tiny costs — $33.90 and $35.90 will ship open account, net 30 days. Otherwise, send check with order, 
Keystone. That includes quality 17-jewel movements = x«%eH _______________ 


STORE NAME 


and dependable shock-control! And figure the solid 
profits, at these suggested retail prices: $35 and $45! a 





JZ. 


ATTENDS OUR NAME IN 
FASHION JEWELRY, TOO! 


Entering the fashion jewelry field just a year 
ago, our Catamore name, long renowned for the 
nation’s finest religious jewelry, now ranks with 
the fashion leaders of the industry for originality 
of styling, quality of craftsmanship, and variety 
of designs. 


This variety offers America’s most extensive 
selection of fine gold filled scarab, onyx, cameo, 
jade and cultured pearl jewelry . . . in fact, 
more than 250 scarab items alone! 


All are sold nationwide through leading whole- 
Salers at consistently competitive prices. 


As an unmatched service for fast, efficient 
delivery through our wholesalers to the retail 
market, we carry over 5,000 completed items 
in stock at all times . . . ready for immediate 
shipment! 


This quality, variety and service is making 


friends and customers for us by the score. 
Join our family circle, and you too will say... 


““NONE CAN COMPARE 
WITH CATAMORE!” 


ROSARIES e MEDALS 


rk Oo VIisGet NC e& -« 


28 


. hee. eck 


SCARAB, ONYX, CAMEO, JADE AND CULTURED PEARL GOLD FILLED JEWELRY 


.. 4 AH eS ® U.S 


7 r 
IEWELE 
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TEMPEST rEMPTRESS 





CROTON WATCH CO., 404 PARK AVE. SO., NEW YORK 16, N.Y. 

WEST COAST: 448 8. HILL ST., SUITE 317, LOS ANGELES, CAL. 

Please send the following: ss 

QUANTITY DESCRIPTION KEYSTONE RESALE 
“TEMPEST” FOR MEN 

' ___All Stainless Steel with Strap__._._____——>———OS—S 39.9 $39.95 

___All Stainless Steel with Bracelet | | $49.95 


__ Yellow Top—S/S Back with Strap__t_._.___$41.90 $49.95 

. . = ~ . ~ P . . __ Yellow Top—S/S Back with Bracelet______. $43.99 $59.95 
brings you self-winding watches that are self-selling maiden ~ 

“TEMPTRESS” FOR WOMEN 


too—all-stainless-steel cases, 17J—at $39.90 and = ———Ai Sisiniess Steet with Braceler————— 490 $48.98 


Yellow Top—S/S Back with Strap_______$43.90 $49.95 


$4 | 90 Keystone! Suggested retail: $39.95, Each _Yellow Top—S/S Back with Bracelet_______ $45.90 $59.95 


If you are a regular customer, or a new customer rated Ist or 2nd, we 


watch iS hand-lapped top and bottom a . waterproof will ship open account, net 30 days. Otherwise, send check with order. 


NAMI 


(providing case, crown, and crystal are intact)... 
with shock-control...easy-to-read dials... and un- 
breakable crystals. Available in trade-up versions too! | cm 


STORE NAMI 





TMPERIAL CULTURED PEARLS 


Complete Package Insures PROFIT DOLLARS 


Thousands of jewelers from coast to coast profits—a good way to start is to ask your 


have found the Imperial Cultured Pearl Imperial representative to see the new 
complete package brings in added profit Imperial Cultured Pearl promotion kit, or 
dollars. Hop on this band wagon to bigger better still, write Imperial for a kit today! 


IMPERIAL PEARL SYNDI CATE, | NC. World's largest House of Cultured Pearls 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
681 Fifth Ave. 5 N. Wabash Ave. 914 Michigan Theater Bidg. 607 S. Hill St. 45, Aka Saka Shinsakamachi, Minato Ku 


See us at the RJA Show, Waldorf-Astoria, New York, Rooms 912, 914, 916 
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CRUISER 


SONATA 





parece 


















aut LAAT JWOV\ 





WHO ELSE BUT 


404 PARK AVE. SO., NEW YORK 16, N.Y. 


CROTON WATCH CO., / 
} ' ; WEST COAST: 448 8S. HILL ST., SUITE 317, LOS ANGELES, CAL. 
() RO () Please send the following: suGG’D 
QUANTITY DESCRIPTION KEYSTONE RESALE 
—___ CRUISER: 17J, waterproof*, 
Incablocshock-control,chrome- withstrap $19.90 $19.95 
; : : plated top, s/s back_— with brcilt 21.90 24.95 
brings you good things In luxurious boxes-~more _ ss SC SONATA: 173, 10K RGP, s/s withstrap $19.90 re 
. . back. [1] ylw () wht___ with brclt 21.90 ' 
quality features than were ever packed into such a , 
low price! “Cruiser” is completely cased in Switzer- 
land, 17J, waterproof (providing case, crown, crystal »»“*:—__________ 
intact), condensation-proof, with Incabloc. “Sonata” store xawz_____ oo 


comes glamorously packaged too! Both priced at — avvress 
$19.90 Keystone. Suggested retail price: $19.95! em» __sone stare _______ 


If you are a regular customer. or a new customer rated Ist or 2nd, we 


will ship open account, net 30 days. Otherwise, send check with order. 





CHARMS BELOW IN 
14 KT. GOLD OR STERLING SILVER 








STERLING SILVER 


14 KT. GOLD 


1/20 12 KT. G.F. 
OR STERLING SILVER 


1/2012 KT. G.F. 
OR STERLING SILVER 


 CARL-ART inc. 


p R O V D F N C 7 Popular styling and fine qual- 


ity keep Carl-Art jewelry in 
New York * Chicago * Los Angeles your profit picture. Carl-Art 
charms and jewelry are made 
in Sterling Silver, 12 kt. Gold 


<e:> Filled and 14 kt. Gold. 


SOLD THROUGH WHOLESALERS ONLY 
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WATCHES 


~BERCONA — 


WATCHES 


| - 


end) Weikelel.¢> 


HAVE MOVED TO LARGER QUARTERS 
. We now have a full block-long floor to givé us more space for increased 

personnel and greater assembly facilities—enabling us to give you even more 

efficient service and 24 hour deliveries for which we are justly. famous. 

We take this opportunity to thank our many customers who, by increasing 

their business, have helped us expand ours. Please come and visit us when 

you re in town, and be sure to see us at the Waldorf-Astoria Jewelry Show— 


Main Ballroom—Booth 63. 


. Sa 


ENICAR WATCH CORPORATION 


10 EAST 39th STREET, NEW YORK 16, N.Y. + ORegon 9-2960 
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CLINCH SALES...INCREASE PROFITS WITH 
THESE EXTRA ADVANTAGES AT NO EXTRA COST! 


¢ GENUINE HAND CARVING « ORIGINAL, ADVANCE DESIGNS 
¢ EXPERT CRAFTSMANSHIP *« UNSURPASSED QUALITY * POPULAR PRICES 









































Six fine diamonds in Fx Ee P=. GP oS Three fine diamonds 
white gold raised set- i i : es J % A . pegectonan ss white exenle 
tings enrich the beauti- sits A — : Bf a ~, raised setting tembellish 


fully hand carved Floren- ree, LA Yak / the magnificent hand 


tine finish concave cen- 
ter. Tapered. Bright 
beveled edges. In 14K 
white or yellow gold. 

Keystone $145 per set. 


Charming elongated 
aar-1aeleit-1- mm ante) ah amer-later=ah 
accented with alternat- 
Talcam ole).emm elalcapiam-lalemm-ii-5 
gantly hand carved Flor 
entine finishes. In 14K 
white or yellow gold. 
Men's 8mm. Ladies 
10mm. 

Keystone $64 per set. 

















carved Florentine finis! 
Tapered. Bright stepped 
edges. In. 14K. white 
yellow gold 

















Keystone $91 per set 










































































Classic styling comple 











mented with luxurious 
Dia-matte finish on 
raised center. Strikins 
edges with sparkling 
concave facets add dra 
matic contrast. In 14K 
white or yellow gold 

Keystone $51 per set. 
























































Skillfully hand carved by our own expert craftsmen and artistically advance-styled to appeal to the man and 
woman with discriminating taste, our new, exciting line Barel Bridals will again be your biggest selling 
profit-packed matched wedding ring sets. 


Available at-amazingly modest prices and in a large selection of exclusive designs from classic simplicity to 


modern adornment. In your choice of ultra-smart hand carved Swedish and Florentine finishes proven by 
far the most enduring and finest obtainable anywhere 


The Barel signature “4 appears in the shank of every ring t 1 genuine hand carved original 


Controlled distribution . . . sold by the manufacturer directly to the retailer @ Free mats upon request 


Traffic-stopping display unit also available e DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. I.,-N. Y. 
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NW . BRIDAL RING CO., INC. crcotoso 


Barel Bridals Matched Wedding Ring Sets 
PRESENTS A RADICALLY DIFFERENT, ORIGINAL LINE 


e POPULARLY PRICED FOR INSTANT SALES 
e ARTISTICALLY DESIGNED FOR INSTANT APPEAL 


e FEATURING MAGNIFICENT.HAND CARVED FINISHES 


As part of their expansion program, Bridal Ring Co., Inc. has created 
i ale mimi enegelelblelialca com anim ae-1elsm- i al=)' eel) el alen eh iomilal-me)melieg-rraalelel-iae 
rings destined to delight the connoisseur. In keeping with the 
renowned Barel tradition, all are completely original in concept and 
reflect the ultimate in elegance. 













































































































































































































































































Wate) ol-ia ome ler-1iha mmalrcaain, 
aeihdeic-ce mm leh -jacelet-mel-r-ia 
eralemaaie-1-m 41010 ial om 1 eal = 
thysts enrich the grace 
ful sheaf of leaves mag 
nificently hand carved 


Majestically crowned 
with seven fine dia 
enlelalel- pum Gal-mmoelanceltiacie 
‘aiejelelamanle)aimi-w-lelelael=ie 
with .alternating beau 
tifully hand carved 


A genuine black star 
sapphire adds dash to 
dal -mumat-falel-veleel-mmm a leld-19 
dial smn dlalt-iamear-lalemer-1a'i:1¢| 
on the bold free form 
atop this man's ring. 


Three fine diamonds in 
a striking marquise set 
ting are flanked by wide 
and handsome panels 
of contrasting Satin 
and bright finishes 


mlola-sananal-mr-halemolarcaan 


with Swedish finish. 
finishes. 


Diamonds, highly cultured pearls, precious gems and ‘Linde’ Stars 
beautifully adorn the ladies’ rings. The men’s are handsomely 
designed with diamonds, genuine black star sapphires and ‘Linde’ 
Stars. Their exquisite Swedish and Florentine finishes, meticulously ‘ 
hand carved by our own expert craftsmen, are. the most enduring : 


eiale me alal-s-) are) 0)e-)lar-leliom-lah ay aal-iae 


And to give you fast sales and repeat business, this outstanding col 
lection is available in a wide range of popular prices and_a large vari 
ety of exclusive styles skillfully crafted in 14K white or yellow gold. 


‘OTolaldaelit-iemelt-sealel0hdlelamm mio) lem eh an dalstnal-lalehe-loidela-1 amella-lena han doh dal: il a:3 e- 11121; 


BRIDAL RING CO., INC. 


88-06 Van Wyck Expressway, Jamaica 18, L. |., N. Y 
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IN 5 SECONDS! 








J O-NAL 


single link 
size 
adjustment 


Wet Jal -t- ad lelal- lnm -» deulel-IBva— 
= © ol Jaleo ti al-1-1a late m-Colall-h'4-1aal-1ah@ 


DUO-KLIK ASSURES A PERFECT FIT THAT FINISHES THE SALE! 


Here’s the most exciting sizing adjustment advance in years—so simple, you’ll enthu- 
siastically appreciate Flex-Let’s designing genius! Add or take out single links—-change 
size to fit the sale! Fumble and fool-proof-——no tools needed-—-you get the exact size 
you want in 5 seconds! Your fingers will tell you how smoothly and accurately the 
precision-made DUO-KLIK works... how securely it locks! 


DUO-KLIK~A FEATURE OF MOST FLEX-LET MEN'S WATCHBANDS! 


You'll get a real thrill when your Flex-Let representative shows you the brilliantly 
conceived new line of watchbands, smart men’s jewelry, fashion-styled ALLURE 
ladies’ jewelry, finely-made religious medals and crosses——all sure sales winners! 
\J 
PULL APART Shown—one of a series of Flex-Let ‘Super-Flex’’ Men's Watchbands, 
“Ranger’’ 3471 straight ends/<472 curved ends 
Satin finish contour center, bright edges, 


10Kt. White & Yellow Gold Filled, Stainless Stee! bottom, 
$9.95 F.T.1. Retail, $7.00 Keystone 





*PATENT PENDING 


Finest Quality is the First Commandment at i) % a = : 
| Cs ie 


| 


J A4 4 


FLEX-LET CORPORATION 
580 Fifth Avenue, New York 36, N. Y. 





WELCOME TO OUR NEW HOME! 


moves to 630 Fifth Avenue 


There’s a new sight to see in old New York—the beautiful 
new Bulova Executive, Sales and Advertising Offices. We've 
just moved to the 36th floor of the International Building 
in Rockefeller Center. Whether you want to look up old 
riends, look at new merchandise, or just browse around... 
friends, look at hand just b d 

you'll find the welcome mat is out for you. Come in soon! 


We'll be proud and happy to show you around. 


BULOVA 





« 


"a 
NEW MARKET OF 


LINDE* SYNTHETIC EMERALDS 
CAN BE YOURS! 


Because Linde* Synthetic Emeralds sell for a fraction of 

the price of nature’s own gems, many consumers can, 

for the first time, afford the joy of wearing “the jewel 

of jewels.” 

The exquisite original creations shown here were designed 
by leading jewelry manufacturers. They are 

available with Linde* Synthetic Emeralds from 


lhanles F Winton 


Prime Distributor of Linde* Synthetic Emeralds and other Linde* gems. 
Let Linde* Synthetic Emeralds help you create additional new fine 
jewelry sales. Write for further details. 








LIN DE* 
is a registered trademark 
of Union Carbide Corp. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1961 


























JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1961 


To obtain merchandise shown here or for additional 
information fill-in coupon below. 








/ 

CHARLES F. WINSON 580 Fifth Ave. N. Y. 36, N. Y. | 

m / ama jewelry manufacturer. Please send me © 
details regarding Linde* Synthetic Emeralds. 


m@ / ama retail jeweler. Please tell me where I can 
purchase the following items: | 
ABCDBEFGHISK LMN OPO R 


Name: 
Address: 


City: Zone State 
( PLEASE PRINT) 








DIVER’S WATCH HEAVY DUTY WATCH 


Dynawind $75.00 Hand wind $39.95 Dynawind $65.00 


BOTH GUARANTEED WATERPROOF'TO G60 FEET 


Two watches that can really take it, thanks to Wyler’s shrinkproof crystal and Incaflex shock protection. 


The diver’s model, selfwinding, stainless steel case, is equipped with an elapsed time indicator. 
The heavy duty companion to the diver’s watch has all the sturdy Wyler features found in the diver’s watch, 
including water protection to 660 feet, heavy duty crystal and crown, but without the elapsed time indicator. Avail- 


able in selfwinding or regular wind, it is the ideal watch for the roughest service — ranchers, construction men, 
boat owners, and anyone who wants a watch that can really take it. 


All Wyler watches have the unique Incaflex balance wheel © guaranteed against breakage from shock for the life of the watch, 


NO PROBLEM OF DEAD STOCK WITH THE LIFE GUARD SERIES. 
Diver’s watch can be easily converted to the Heavy-Duty Model or the Heavy-Duty 
Model to Diver’s version—just a switch of the bezels by any watchmaker. 


*as long as crystal is intact, genuine Wyler parts used 


WYLER WATCH CORPORATION, 131 EAST 23RD STREET, NEW YORK 10, NEW YORK 
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with Felco’s 
Unique Selling 
Concept that 
*Makes the 
Trade-Up kasy~ 


“PEARLS AND PROFITS” — 
a complete merchandising 
program ...3 dimensional 
selling units for your 
showcase and window... 
complete pearl mat service... 
year ‘round Bridal Sales 
Campaign . . . personalized 


direct mail program... 


é 


Pearls are Sleeping.. 





Tie in with Felco’s program 
and you're wide awake to 

the ever increasing demand for 
cultured pearls. Our salesmen 


will see you soon— 


CULTURED 
PEARLS 
665 5TH AVENUE, NEW YORK 


THE NATION'S OLDEST 
CULTURED PEARL 
SPECIALISTS 





First-Time Offer to the Industry: 


A NEW SALES DEVELOPMENT 


e Sell more quality watches ¢ Increase 





For presentation at City-Wide or Jeweler Group Meetings that will be 
specially arranged through your state or local Jeweler’s organization. 


1. Motion Picture: 


This new 16 mm. sound-color film deals with important sales situations in 
your store. Here are a few scenes from this instructive and entertaining 


film. 


Handling the customer with a fixed Selling the customer who doesn’ Answering the question: “Is a $100 
idea of how much she wants to know how a good watch differs from watch really twice as good as a 
spend. a cheap one. $50 one?” 


2.Group Discussion: 


The film incorporates a new, proven Group Discussion Technique that 
will activate sales people’s thinking and help improve their individual 
selling methods. 
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- PROGRAM T0 HELP YOU: 


* the size of your average watch sale 


3. Special In-Store Kit: 


In order to follow up and supplement the Film Meetings, this special 
In-Store Kit, which deals with 8 Key Sales Development Situations, will 
be made available for individual store or group meetings of Sales 
Personnel, following the Group Film Presentation. 


Contact your state or local Jeweler Organization for making arrangements to 
set up an organized meeting in your area. Film showings will be handled by 
the Watchmakers of Switzerland Merchandising staff. Only a limited num- 
ber of programs can be scheduled, so be sure to have an official of your group 
contact us immediately. 


The Watchmakers of Switzerland 
c/o Suite 1105, 730 Fifth Avenue, New York 19, N.Y. 
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FINEST WATCH 


mui 


=F-V toll emo) eal ley wale), m-j.7.\e7 | & ae 





‘“‘Aristo-Flex'’ Men's Watch Bands— New Advance in Construction—Thinner, Stronger 
More Links to the Inch for Greater Flexibility—-You Can Twist or Knot Them! 


“‘Americana”’ 
Self-Sizing 
Ladies’ 
Watch Bracelets 





Famous ‘‘Komfit’’ Watch Bands—Flexible—-Ultra Thin-—-Instantly Adjustable 
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‘‘New Design’’ Tapered Mesh and Buckle Men's Watch Bands 
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Tapered Embossed Ladies’ Watch Bracelets 4 


adedoabeanle” 


The name TovsTaek, is accepted by millions for finest quality 


Grown-ups and teenagers respect Forstner’s traditionally expert craftsmanship . . . are quickly attracted 
by the freshness and style individuality of products bearing the well-known Forstner trademark, making 
the selling of this line so much easier for jewelers who want to please their customers. /t pays to 


feature a representative selection of Forstner jewelry and watchbands for greater good will, increased profit! 


For day after day sales, feature the comprehensive Forstner line! 

Contact your \RISTO-FLEX WATCHBANDS + KOMFIT WATCHBANDS + AMERICANA WATCH BRACELETS 

g DE, authorized ANDI Mar WATCH BRACELET * MEN'S MESH WATCH BANDS 
Forstner IDENTIFICATION BRACELETS + ANKLETS & NECK CHAINS + CHILDREN’S JEWELRY 

FWELRY S NAME FOR ry Distributor HARMS & CHARM BRACELETS + MINIATURE PENDANTS «+ 14KT. GOLD JEWELRY 
GOLD FILLED REPLICAS OF 14KT. GOLD JEWELRY + RELIGIOUS JEWELRY 
LONG & SHORT KEY CHAINS + TIE TACKS & TIE CHAINS + MONEY CLIPS & KNIVES 
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BEAUTIFULLY STYLED, EXPERTLY MADE JEWELRY 
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Néwest Charm Bracelets in Fancy and Heavy Link Styles 
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...adds a note of distinction, pre-sells Tovslaet jewelry for you! 


Beautifully styled, richly packaged, supplied on colorful displays, everything in the Forstner line represents 
your best investment for quicker, surer sales. Forstner offers you the best values in a varied, comprehensive 
watchband and jewelry collection, (partially shown on these pages). Make your store local headquarters for 


Forstner . . . remember—a great Fall and Christmas gift-selling season is coming up... 


Tie-in your store with 
. Forstner Magazine Advertising FORSTNER, Inc., Irvington 11, New Jersey 
Showrooms: 


e Forstner TV programming 
| 29 East Madison Street, Chicago 2, Illinois 
by displaying and advertising this top brand Forstner, (Canada) Ltd., Sherbreoke, Quebec 


in your local promotions! 


for Forstner retailers! 


Tovednet. 


JEWELRY S NAME FOR QUALITY 











THE SPOTLIGHT'S ON.. 


COLUMBIA 


And well it should be. For the realistic jeweler knows that he cannot afford to sit back and For a FULL profit, FULL product, 
hope that business will be better. He’s busy now, adding strength and power to his FULL diamond operation 


Diamond Department. Mole). ae) -mreomeoe) ae) 1:1)-¢ 










When dollars count, Columbia Diamonds give you MORE dollars to count. This Fall, 


Columbia introduces the new COLUMBIA DIAMOND WATCH, the first Diamond Watch 
made by a Diamond Jeweler and the only watch line that can be customized to the buyer's 
style preference. Now you have one source for your Diamond Bridal Sets, your “Bread and 
Butter” Traditional and Fancy Wedding Bands, and your biggest-unit gift item—Diamond 

Watches! of the 


Columbia gives you full mark-up Diamond Jewelry that is second to none in quality and ‘eTe-lalemm at-liiaelelaa em 
value ... product exclusivity . . . constant style supremacy . . . dynamic selling tools... 

advertising and display backing . . . and faithful adherence to the highest standards of the Booths 135 & 136 
industry. R. J. A. Convention 
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WEDDING RINGS 


Everything in Wedding Bands—from the 
simple elegance of traditional styles to 
the infinite variety of fancies with and 


without diamonds — Tu-Tones, Floren- , DIAMOND RP WATCHES 


tines, and the excitingly different look | Only a Diamond Jeweler could 


| : of diamond-lapped designs. All pat- give you diamond quality and 
TRU-FI terned for PROFIT. value like this, combined with 
DIAMOND RINGS — 





elegant styles and an exclusive 
6-li ed a 
With the “Hidden Persuader”... een. Peak tek cas 


the exclusive Tru-Fit feature... ‘Sanne ease 
that makes a Columbia franchise : oe iideating A “teaai™ tay ee 


The sadetacr Pics Foc a S\ more economical purchases, 
. : . . 4 : : 
added tc a Diamond Ring! l more profitable sales 
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COLUMBIA DIAMONDS, AARP Bros., inc. 134-20 Jamaica Ave.fqgmamaica 18, N. Y. REpublic 9-1700. 





may we modestly 
blow the horn 
for the 


\. 
\ \ Parker 45 N Parker “51” 


$5.00 \. $10.00 
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id T i) N one becomes so accustomed to people and things 


in his daily life — the loyal friend, the faithful dog, the valuable customer, the trusted co-worker — that 
he loses appreciation of their full value. And so some of the enrichment they would bring to his life is lost. 
So, too, sometimes, with the Parker Franchise — a never-failing source of volume, profit, traffic and 
prestige to merchants who give it concentrated attention. 

This then is the time, we think, for us to ring the bells and tell the people that the Parker Franchise 
brings a combination of benefits no other maker of writing equipment can offer. And to urge our part- 


ners in the Parker Franchise to take full advantage of the opportunities and tools it brings. 


So let us review what the Parker Franchise brings to you and your customers: 


RETAILERS’ INTERESTS ARE FOREMOST 

Retailers have been offered every advantage by Parker when 
changes in marketing are announced. 

TOP QUALITY, PERFORMANCE AND STYLE 

Parker leadership in appearance, function and workmanship 
is long established. 

WIDE PRICE RANGE WITH TRUE VALUES 

Parker is indeed the ‘‘Right-Price Pen Company.’’ Models to 
fit every writing need, and the best buys in every bracket. 
SERVICE FROM SCHOOLED MERCHANDISERS 


Parker account men are experts in retail selling of writing 
instruments. Their experience helps build your profits. 


DISPLAY AND ADVERTISING HELPS THAT WORK 


Parker store display and advertising plans come not from 
ivory towers, but from men with feet firmly planted on your 
store floor. 


HONEST COMPETITION 


Not every store can have a Parker Franchise. Parker screens 
its outlets to promote fair and open competition. 


That, in essence, is the Parker Franchise story. We can — in 
fact, we will — write ads on each of its phases. But the point 
now is — are you taking full advantage of your Parker Fran- 
chise potentials? Are you concentrating on this area of greatest 
opportunity? Why don’t you talk this over with your friendly 
Parker account man? 


The Parker Pen Company 
MAKER OF THE WORLD’S MOST WANTED PENS 


JANESVILLE, WISCONSIN 


Parker — the Most Widely Advertised 
Pen Name in the World 


In print, in television, in radio, Parker is the most 
advertised Pen name, the line with the greatest 
consumer preference. 

Parker ads picture the pen as a great factor in our 
life and culture, a powerful force in the events of 
the day, an essential tool for the businessman and 
woman. It is shown as a prized personal posses- 
sion, the always acceptable yet considerably inti- 
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mate gift to all people of all ages. 


Then Parker is sold as the pen for the particular 
purpose, gift or purse and your store as the place 
to find it. 
Parker ads sell with imagination, with flair, with 
style. Clean, hard sell that you and we can be 
proud of. 
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Ou 
fine watch straps 
Jewelers. 


43 West 24th J) 
FACTORY: Stoughton, Mass. 





Know your product ...and close more sales! 


TOASTMASTER 
STAINLESS STEEL 
COFFEE MAKER 


BREWS UP TO 12 CUPS OF DE- 
LICIOUS COFFEE Fast... quiet 

. and it makes 4 to 12 cups 
of coffee, mild, medium or 
strong, according to individual 


preference. 


Automatic Coffee /Aaker 


Model 5E1 $9 7 95° 


AMERICA’S NEWEST STAINLESS 
STEEL COFFEE MAKER. FULL 
12-CUP CAPACITY ... FAMOUS 
TOASTMASTER QUALITY. 


@ BEAUTIFULLY FINISHED INSIDE—The qual- 
ity of this coffee maker is immediately ap- 
porent when you look inside, because 
Stainiess Steel is beautifully finished in- 
side, as well as on the outside. 


"*SLOW-FLOW" BASKET DESIGN—Made 
with fewer holes to slow the flow of water 
through the grounds. Coaxes greater flavor 
and aroma from the coffee. 


“FLAVOR-SAVER” BREWING SYSTEM— 
Exclusive Geyser-Action Pump distributes 

heated water through all the 
ground coffee. Precise temperature con- 
trol prevents release of rancid coffee bean 
oils, achieves fuller favor and aroma. 
*Recommended retai! price 





TOASTMASTER ADS 
SIEUU AE §8€6WILL BE SEEN BY 
emai = 317,783,610 

PROSPECTS THIS FALL! 


...in Life, Saturday 
Evening Post, Ladies’ 
Home Journal, Redbook, 
Good Housekeeping, 
True Story, Better Homes 
& Gardens, Living for 
Young Homemakers, 
Sunset, Ebony, 

Bride's Magazine, 

Bride & Home, Look, 
House & Gardens and 
House Beautiful. 


TORSTMASTER 


TORSTMASTER 
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“FLAVOR-SAVER "” 
BREWING 
SYSTEM 


® SNAP-LOCK CAP 
—Holds top se- 
curely in place 
when pouring. 
Won't fall off even 
when pouring last 
cupful from coffee 
maker. 


@ CUP MEASURE MARKS— 
Cup markings on the inside 
show exact amount of wa- 
ter needed for cups desired 
+» from 4 te 12. 


@ INDIVIDUAL “KEEP WARM" 
ELEMENT—Sepearate ele- 
ment keeps a full pot of cof- 
fee at perfect drinking tem- 
perature. 


TOASTMASTER MEANS MORE!... 
sO SELL 


TOASTMASTER 


TOASTERS «+ FRY PANS «¢ COFFEE MAKERS «¢ BLENDERS «+ IRONS 
GRILL ANDO WAFFLE BAKERS ° ELECTRIC CAN OPENERS . MIXERS 
HEATERS «¢ HOME BARBER SETS 


TOASTMASTER DIVISION [UMHMAKEA 
McGRAW-EDISON COMPANY FAHINUE % 


“*TOASTMASTER" is a registered trademark of McGraw-Edison Co.., 
Elgin, Ill. and Oakville, Ont. ©1961 





... everytime | come to the show | find the largest their factory. It's one of the most completely equipped 
selections of fine and unusual diamond rings, Add-a- and | know | can rely on them for original design, for 
link® watch attachments and Chaindear® pendants are quality, for service and for good value. They're nice 


to be found in the Kaspar & Esh suite. I’ve also seen people to do business with and their goods sell. 


SUITE 994-995 WALDORF ASTORIA HOTEL 


RJA CONVENTION & SHOW e NEW YORK CITY ¢ AUGUST 6-10, 1961 
MERCHANDISING AIDS e DISPLAYS AND MATS ARE AVAILABLE WITHOUT CHARGE 


KASPAR & ESH, INC. 


Manufacturing Jewelers * Diamond Importers Since 1916 


126 West 46th Street, New York 36, N.Y. © Antwerp 62 Rue de Pelican 
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re busting out ALL NEW! 


New Box! New Clocks! New Ideas! § New Image! 


Smart, simple, and Nine dramatic Exciting, practical, Stylish, stylized 
it stacks with model Sessions fashions and we'll bet they're 3 O'CLOCK — high 
info on the side in alarms, walls, contagious — time for aggressive 
for easy stockroom decorators — years especially our new dealers to turn 
reading. ahead in electric time. kitchen concept. profits with Sessions. 


Visit our booth at your Summer Trade Show 
... Or write to The Sessions Clock Company, , EH; i 
Forestville, Connecticut. | , 








CLOCKS & STRIKING CLOCKS & CHIMING CLOCKS & DESK CLOCKS 


CLOCKS & MANTEL CLOCKS & CORDLESS CLOCKS & CARRIAGE 
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CLOCKS & CERAMIC CLOCKS & WALNUT CLOCKS & MAHOGANY 
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& BOUDOIR CLOCKS @ KITCHEN CLOCKS & DINETTE CLOCKS & 


CLOCKS & CUCKOO CLOCKS & TRAVEL CLOCKS & GIFT CLOCKS & 


CLOCKS & ENAMELED CLOCKS & EVERY CONCEIVABLE KIND OF 


! 


AT LAST, A COMPLETE CLOCK ELG i A 


Now Elgin, first name in watches since 1864, brings you a completely new, completely price- 
maintained line of clocks! See them all at the Retail Jewelers’ Show, Waldorf-Astoria, August 6-10! 
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INTRODUCING 
A NEW CONCEPT IN DIAMOND RING DESIGN 


Paris inspired, this exciting new concept by Goldstein-Gerson gracefully interprets the 
“ASYMMETRIC FASHION LOOK”. It will be shown for the first time at the R.J.A. Show. 
These exquisite creations...dramatically different... breathtakingly beautiful—will stimulate 


lively new interest in your line...magic in your sales! We cordially invite you to see this 
exclusive, new styling “first”. 


We know you'll agree PAA 70 Goldstein-Gerson co., inc. 


that it’s MAGNIFIQUE! The House of Gishtails 130 WEST 46th STREET, NEW YORK, WN. Y. 
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Denni : 
Another RVVWOOW easy-to-win contest! 


WANTED. 


Distinctive names for two favorites! 


6850X 


From its waffied top to the built- 
in wire easel in its base, this 
Dennison plastic single ring 
case subtly combines severe 
lines and graceful curves. In 
white, blue, black and gray, it 
provides a flattering setting for 
any ring. 





6X 


This Dennison pearl plastic 
miniature of a tufted satin pil- 
low is in a class by itself as a 
wedding ring holder. Its silk 
tassel, satin pad and ribbon 
loop enhance its value far above 
its price. !t’s one of America’s 
most-wanted cases. 





SDZIH each 


WIN AS YOU WORK! Display these Dennison cases 


where your customers can see them. Ask each customer 


what he or she thinks of them. The answers you get will 
provide clues to prize-winning names. What could be 
easier? Your customers give you the ideas . . . and you 


win the money. 


THE PRIZE-WINNING NAMES will be the ones that 


best describe the modern design, romantic appeal and 
sentimental value inherent in these Dennison master- 
pieces. The winners’ names will appear in a future adver- 
tisement. You may be one of them. 

RULES ARE SIMPLE! |. Contestants must be employed 
by a retail store or jewelry department of a retail store 
on the JEWELERS’ CIRCULAR-KEYSTONE circula- 
tion list. 2. Only one set of names per entry. 3. Your entry 


LAR-KEYSTONE 


-— 


| 


/ 


for the two prize-winning names! 


must be postmarked no later than September 30, 1961 
and all entries become the property of Dennison Mfg. Co.; 
and the decision of the judges is final. 


ae oe es 


Dennivon 


Helping you compete more effectively 


Dennison Manufacturing Co., Advertising Dept., Framingham, Mass. 
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MY 


SUGGESTED 
NAMES: 


| NAME 


| STORE 


_ STREET 


| CITY 
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“Big Daddy’ means business. 


Now Ronson introduces the CFL 300—Big Daddy 
to all electric shavers. It has the thinnest shaving 
screen (for the closest shave). It has the biggest 
shaving area (for the fastest shave). It has a 36- 
blade Miracle cutter (for the closest, fastest shave). 
It has Super-Trim (for long hairs and sideburns). 
The CFL 300 “‘talks’’; it crackles when it cuts, hums 
when it’s done. Big Daddy is packed in a handsome 
gift case (doubles as a jewelry case) and comes 
complete with travel-size bottles of Ronson Pre- 
Shave and After-Shave lotion and a coil cord that 
stretches to 69 inches. The Ronson CFL 300 stays 
sharp for life with Ronson’s Quick-Change kit (snap- _, 


in replacement blades and shaving screen). If you — 


THIS IS WHERE BIG DADDY LIVES. RONSON CFL THIS IS THE RONSON ‘‘BIG DADDY"’ QUICK-CHANGE 
want more informati n m lenew shaver, 

300 SHAVER, COIL CORD, COMPACT TRAVEL KIT, xe a ation on this remarkable news KIT (NEW SNAP-IN REPLACEMENT BLADES AND 

PRE- AND AFTER-SHAVE LOTION IN GIFT CASE.com- Write: Appliance Product Manager, Ronson Corp., wuyiti-siave CUTTER). BOXED TOGETHER. ONLY 


PLETE FOR $29.50, (SUGGESTED RETAIL PRICE). 1 ROnsonRoad, Woodbridge,N.J. $3.75 COMPLETE, (SUGGESTED RETAIL PRICE). 
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Thevw’re New... 


Feet’ ae 


“Mardi Gras” ladies’ watchband has notch 
motif on links. Available with %-inch ends, 
but can be filed down to less than % inch. 
$9.95 FTI in yellow gold filled, $6.95 in stain- 
less steel. From Eton Jewelry Mfg. Corp., 125 
W. 45th St., New York. 














“Chateau,” 7-jewel reproduction of an orig- 
inal French carriage clock, has 8-day lever 
movement, brass case. Part of a new line of 
clocks by Elgin. $29.95 retail. From Elgin 
National Watch Co., Eigin, III. 


“Firelight” jam jar by Gorham is amethyst 
color. Sterling spoon and cover, with ebony- 
like tip, are one unit. Height, 7% inches. 
$12.50 retail. 
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JUD 


Verneuil of France produces synthetic Ruby & Sapphire 


94U 


Linde produces synthetic rubies and sapphires in quantity for defense. 


194] 


Linde creates the famous synthetic Star Ruby & Sapphire 


J0| 


LINDE 


PRESENTo 
the 


LINDE SYNTHENC EMERALD 


a long awaited development. 
SEE IT at the 1961 jewelry show 
at the Linde Exhibit — Waldorf 
Astoria — Aug. 6-10. 


For further information, write: 


MAX | a 
DURAFFOURG @5™ 


WORLD WIDE DISTRIBUTORS 
576 FIFTH AVENUE, NEW YORK 36, N.Y. 
JUDSON 2-2922 ‘* Linde" is a registered trademark of Union Carbide Corp. 





Linmark 

MODEL. T66 

SHIRT POCKET 
SIX-TRANSISTOR. 
THE SET THAT'LL 
“PULL ’EM” IN 
FROM EVERYWHERE... 


<7 Linmark 


T-110 AM-FM 11 TRANSISTOR PORTABLE 


Linmark 3 
T-82 — 8 TRANSISTOR PORTABLE 


You CAN DEPEND ON SHRIRO FOR 
BIGGER and BETTER THAN EVER VALUES 


Every Item Designed to Boost Sales at a Profit crown srr 


2 BAND RADIO 


in an Ever Growing Competitive Market. Wa _STEREO PORTABLE 


SHRIRO As Always Is First Again. . . See the Newest in 
Nationally Advertised Crown and Linmark Al] Transistor 
Shirt Pocket Radios — Combination All Transistor Radio- 
Phonographs and Radio Stereo Phonographs — Pocket 
‘*‘Person-to-Person” Radio Transceiver Sets — Linmark Stain- 
less Steel — Electronic Components — Wooden Ware and 
Other Gift Items 


7 276 Park Ave. So. i fe, 
la in New York 10, N. Y. a a 
Phone GRamercy 7-7500 
Los Angeles Office PERSON-TO-PERSON 
COrp. 215 W. 5th St. Linmark Ravio TRANSCEIVER SET 
Phone MAdison 4-4391 


66 
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THE 1961 EDITION 


—576 pages 
—over 40,000 listings 


—up-dated information 


—thoroughly indexed 





Yes, as a JC-K subscriber, you get a big 
package of ALL-NEW MATERIAL 
in the 1961 Jewelers’ Directory Issue 


Its nearly 600 pages are jam-packed with refer- departments operate more profitably throughout 
ence information—unobtainable from any other the year. The 1961 Jewelers’ Directory Issue 
single source—to help you, your sales and service contains all these practical working tools: 


12-page Compact Index 


that gives the page number of every one of the 
1005 products and services listed in the Directory 
Issue. It does so in every conceivable fashion. 
For instance, suppose you need a source for Spring- 
wound Musical Alarm Clocks. The Index lists 
them that way, and also as Musical Alarm Spring- 
wound Clocks and as Alarm Musical Clocks. Thus, 
by whatever name you think of an item, you can 
find its page number instantly. The Compact In- 
dex (containing 2266 listings) can be your key to 
each and every kind of merchandise or service you 
may need in the operation of your business. 


Pictures of active 
flatware patterns 


each identified by its name and manufacturer. 
This section was a standout in the 1960 Directory 
Issue. “‘It circulates among the sales staff daily to 
check a flatware pattern or design in coordinating 
a china, crystal and silver setting” was a typical 
comment. This year’s Flatware Guide is bigger. 

It pictures a total of 462 patterns—284 in Ster- 
ling Silver from American suppliers—37 in Silver- 
plate’ of jewelry. store quality from American 
manufacturers—141 in Stainless Steel of jewelry 
store quality. 





Manufacturers’ Suppliers Section 


lists where-to-buy information for manufacturing “Wax Modeling” and “Welding Supplies.” Each 
jewelers; sources for everything from “Alloys,” supplier listing verified this year, of course, by the 
“Anodes” and “Abrasives” to “Watch Jewels,” signature of one of its officials. 





Retailer’s 
Suppliers Section 


—a monumental guide to sources of supply for 
products sold in the jewelry store, and services 
and supplies needed to operate a jewelry store and 
serve its customers. Based on information gathered 
in 1961, verified by the signature of a responsible 
official, from more than 6000 sources. These are 
listed under the various categories of merchandise 
or service they offer. 

“Have been using it every day,” retail jewelers 
said of this section in last year’s Directory Issue. 
Other typical experience: ‘Worth its weight in 
gold!” “A boon in locating sources of supply, re- 
pair and manufacture.” “Helped us find a source 
for jewelry boxes.” ““Suggested four companies we 








desperately needed to fill special orders.” “Lo- 
cated a mounting that made a $250 sale.” 

Thoroughly and recently revised—considerably 
expanded—the Retail Jewelers’ Suppliers Section 
in the 1961 Directory Issue has more than 30,000 
LISTINGS. 


Yellow Section with addresses, phone 
numbers of over 6000 suppliers 


lists, alphabetically, the street addresses and tele- 
phone numbers for each company and its branch 
offices. Each firm is identified as a manufacturer, 
importer or wholesaler; its method of distribution 
is indicated, as selling to wholesaler—to retailer— 
or to manufacturer. 

“Addresses and phone numbers, systematically 
arranged, are a convenience,” said jewelers of this 
section last year. One jeweler wrote: “With the 
Yellow Section, aspirin will have a drop in sales.” 

Containing hundreds of new names, new ad- 
dresses, new phone numbers (all verified), this 
year’s Yellow Section, like the rest of the 1961 
Directory Issue, had to be completely re-set in 
fresh type. 
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Valuable reference information 


of day-to-day use throughout the trade. These 
features include: Names, addresses and photos of 
top officers of jeweler and watchmaker organiza- 
tions, national, state, local. Names and addresses 
of trade schools; length of courses, tuition fees. 
Jewelry sales data, showing each state’s share of 


the market. Brief reviews of 105 currently-avail- 
able books of educational worth to jewelers, watch- 
makers, engravers and silversmiths. “Plain Facts 
About Fancy Cuts’—sales-building information 
about all the fancy shapes in which diamonds are 
made, including the new “Trilliant.” 





Jewelers greeted HOW DO 
last year's 


Directory Issue 
with adjectives 
like these: 


"DETAILED" 

ire NEW 1961 

> mes 

fe EDITION 

OUK BIBLE 

ae OF THE 
DIRECTORY? 


We would like your comments on its usefulness to you in 

LFT US HAVE locating sources for needed merchandise and services. We 
would like to know how useful last year’s issue has been 

YOUR COMMENTS to you in buying — as a reference volume —as a year 
‘round time saver and profit maker. You were furnished 

this three-pound volume at no additional cost above your 

regular JC-K subscription. We should appreciate your 

prompt response on how valuable you think this 576 page 

book will be to you. Your comments will be welcome. 


TO: Donald S. McNeil, Editor 
Jewelers’ Circular-Keystone 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


The JC-K Jewelers’ Directory Issue is 
































Your Name 





Store Name 


Address 











For 11 Western States 
LEFTON-PACIFIC INC. 


527 W. 7TH STREET 
LOS ANGELES, CALIF. 


All imports ore shipped 
FOB. Geo. Zoltan Lefton Co 
Chicago Warehouse or 
F.O.B. Lefton-Pacific Inc., 


Los Angeles Warehouse 





ma eeeere 





GEO. ZOLTAN LEFTON CO., imports SEND FOR OUR 


page copyrighted GENERAL OFFICE & WAREHOUSE 
3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS COMPLETE CATALOG 
CHICAGO SHOWROOM: 1555 MERCHANDISE MART 


All items on this 
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No. 55 Wire 
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"Also available in larger (7O series) size 


TH E FOUNDATION OF GOOD JEWELRY 


SOLD TO MANUFACTURERS B. A. BALLOU & CO., INC. 


61 PECK STREET ° PROVIDENCE 2, R. }. 


e CHICAGO e¢ L 
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Bearded and worn, face weatherbeaten after months of probing the frozen earth of 
the Klondike, a prospector weighs in his diqgings—a fortune in gold! 


GOLD AND MAN G 


Throughout history gold has symbolized the ultimate of treasures—whether in coin 
. y . 

or jewelry. Women particularly have always valued the warmth and beauty 

of this precious metal. Today, modern metallurgy, which produced the patented 

Karatclad Heavy Gold Electroplating process, has given jewelry a valuable 

new mark of quality. The Karatclad process permits manufacture of jewelry with 

non tarnishing, long wearing coatings ol high-karat sold. Every fashion 


accessory can now receive the benefits of lastingly beautiful Karatclad Heavy 
Gold Electroplate—truly, jewelry to be treasured! Find out how you can 
profit with the Karatclad process and the Karatclad emblem on your products. 


“Gold and Man” Great Artists Series: original oil painting by Mac Conner, com 
missioned by the Sel-Rex Corporation Lithographs on pare hment stock suitable 
for framing without advertising message mav be obtained by writing to the Sel Rex 
Corporation, Nutley 10, New Jersey This scene and objets d'art illustrated are 
authentic and historically documented 


SEL-REX CORPORATION 


NUTLEY 10, NEW JERSEY 
World's largest selling precious metal plating processes 


Ce 




































A OT Srey ot 
; iti be gaat 
pee Er eae 
- iy ¥ 
eat ‘3 > 
: ~ ae * 
va - Z| 
: | rg 
i292+4 hed © 
mee’ oe 
/’ ate rite 5 
: “37 


aez 
ay 
iz 

4 4 
*. 
retry 4: 
taehe: 33 grt? sie ectuwyhe tee 

a. HERTS 41S 

P 


Heavy Got 0 


thm 
x 


+} Sia 
i.e Fee | 
hee RE 


The patented Karatclad Gold Electroplating Process is being used on more 
and more nationally advertised products to produce non-tarnishing, long 
wearing coatings of high-Karat gold. Name brand pens and pencils, rings, 
wrist watches, bracelets, necklaces, numerous fashion accessories, are now 
available finished with Karatclad. Insist on the Karatclad quality emblem 
—recognized the world over. It assures your customers of fine gold con- 
tent—qualifying for the quality mark Heavy Gold Electroplate (minimum 
100-millionths thickness) as defined by the Federal Trade Commission. 


Plan to participate in the great profit potential of this exciting scientific 


development—ask your wholesaler and manufacturing suppliers. i 


*Sel-Rex registered trademark for its patented 
Acid Gold Electroplating Process. 


SEL-REX CORPORATION 


NUTLEY 10, NEW JERSEY 
World's largest selling precious metal plating processes 
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NEW STERLING SILVER 
RHODIUM FINISHED RINGS 


In new styles, new designs — 


for customers of all ages 


Samples sent on approval 


Ladies’ synthetic 
birthstone 


4S1384Y J 


to wholesalers only. 





UNCAS SALES OFFICES 


303 Fifth Avenue D. H. Phillips, Ltd. 
New York 16, N. Y. Audrey House, Ely Place 
London, E. C. 1, England 
29 E. Madison St. “ 
Chicago 2, Ill. Frank M. Harkin & Co. 
324 Flinders Lane 
448 So. Hill St. Melbourne, Australia MANUFACTURING co. 
Los Angeles 13, Cal. 


M. Elberg & Fils America’s Largest Ring House 
2609 N. E. 37th St 6, Avenue des Glycines 
Ft. Lauderdale, Fla. Bruxelles, Belgium 


PROVIDENCE, RHODE ISLAND 
623 Atwells Ave. 
Providence 1, R. I. 


OUncas Mfg. Co. 
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| The nicest thing that ever happened to a pear! necklace. Easy, 
_ safe and so simple to work. Every customer will prefer the new 
WONDER-LOK* to old fashioned hard to fasten clasps now on the market. ee 


This revolutionary clasp, WONDER-LOK*% is available in a wide 
; _ variety of styles from $40 to $4000 keystone. In gold, platinum 
and palladium. 


AY 


Exclusive Manufacturing Licensee 
david g. steven inc. 
37 W. 47th Street, New York 36, N. Y. 


Created & Manufactured by 


" WC TAGLL ayne, Inc. 


580 Fifth Avenue, New York 36, N. Y. 











y 
UNA Oe 


wie 


STYLE +413 


STYLE +403 


2. Release...and it locks easily and securely. 


*Patent Pending 


WONDER-LOK © cotscumorcer tree tom curt waynes” me 
...a new concept in necklace clasps - 
designed with all-precious Palladium 


Created by Kurt Wayne, precious white palladium CU | 


clasps set in shimmering diamonds represent an Kurt Wayne, 580 Fifth Avenue, New York 36, N. Y. 


exciting change in jewelry design. They securely Please enter my order for: Keystone 
lock the elegant pearl necklaces, then complement C) Palladium necklace clasp, style #413 $ 44 
and enhance their classic beauty. Palladium, a * erent ee $230 
favorite of top designers, enriches the sparkle of L) SRE Se SAN SE ee $700 


diamonds, faithfully reflects their true color. — 


STORE 


PALLA 1) J Mi A PRECIOUS METAL OF 
ADDRESS 
THE PLATINUM GROUP 7ONE____ STATE 


PLATINUM METALS DIVISION e THE INTERNATIONAL NICKEL COMPANY, INC. (please print) 
67 Wall Street, New York 5, N. Y. 
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MORE BRIGHT NEW IDEAS 


You get more to sell in a General Electric clock...and your customers get more than time! 





New Alarm Clocks in Telephone Colors 
$6.98 New Riser alarm clock in lovely mix-or-match telephone 
colors: pink, white, turquoise and beige. Model 7279-K. 


Here’s proof you get more to sell in a General Electric 
clock...and your customers get more than time! Now, 
General Electric’s new Riser alarm clocks come in four 
lovely telephone colors: pink, white, turquoise or beige. 
it's a great new idea, the first time your customers have 
ever been able to mix-or-match alarm clocks and tele- 
phones in perfect harmony! 

To carry the telephone tie-in further, the Riser alarm 








DAY VIEW 


The clock and telephone dials light up at night. Long-life bulb 
in clock uses less than a penny of current a year. J 


NIGHT VIEW 


clocks have a dial that lights up at night, automatically. 
It’s easy to tell time in the dark, even across a room! 

General Electric is promoting both of these exciting 
ideas for all they’re worth. There'll be national magazine 
ads in full color, and colorful counter cards to trigger 
impulse buying. It’s all part of a great “TIME TO TALK 
ABOUT COLOR” program. Ad mats, layouts, suggested 
displays and local merchandising ideas are all available. 


ALL-OUT ADVERTISING FOR FALL! 


General Electric is going all-out to pre-sell lighted dial 
clocks, alarm clocks in telephone colors, new wall clocks 
plus exciting new clocks for Christmas. There’ll be full- 


color ads in American Home, Life, plus Christmas adver- 





tising in a long list of magazines and newspaper supple- 
ments. Hard-hitting commercials on GENERAL ELECTRIC 
COLLEGE BOWL will reach millions weekly over CBS-TV. 





FROM GENERAL ELECTRIC 


Exciting new clocks with built-in sell! Just look what 
General Electric is giving you for Fall! There are new 
alarm clocks, new kitchen and wall clocks, a new occa- 
Sional clock, even a cordless banjo clock. What’s more 














$6.98 Kitchen wall clock. Chrome color frame; yellow, 
pink or turquoise case. Plain and Fancy, 2120. 


$9.98 Bold dial for instant time-telling. Chrome color 
case. Reality, 2124. Brown or gray case, $8.98. 


$12.95 Lighted dial alarm. Nutmeg finish, antique 
white dial. Nocturne, 7280-K. Plain dial, $10.95. 


$34.95 Cordless. Nutmeg finish. Reproduction of 
Mt. Vernon. Virginian, 2098. Cord-type, 2097, $29.95. 
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$7.98 Alarm. in white and gold color, antique brown 
or nutmeg effect. Nu Grain, 7271. Luminous, $8.98. 


$9.98 Pastel rays on white, yellow or sandalwood 
color background. Brass color bezel. Array, 2122. 


$14.95 Kitchen clock. Ceramic white plate with herb 
designs. Cordiess battery movement. Gourmet, 2126. 


to the point, they all have an extra touch of beauty... 
they all offer the convenience of electric time. And many 
offer lighted dial, repeat alarms and cordless design for 
even greater convenience. Stock them all this Fall! 


$9.98 Alarm. Plain dial, nutmeg finish. Woodmark, 
7277. Luminous, fruitwood or mahogany finish, $10.95. 


$10.95 Lighted dial, View-Alarm (light spot) to tell if 
alarm is set, repeat alarm, miniature size! Decor-ette 
Snooz-Alarm@® clock, sandalwood color, 7270-K. 


$14.95 Lovely occasional clock. Sculptured fruitwood 


finish case, gold color decoration. Gentry, 8101. 


3 OUT OF 4 PREFER GENERAL ELECTRIC CLOCKS OVER 
ALL OTHER ELECTRIC CLOCK BRANDS COMBINED! 


The latest nationwide survey shows that General Electric clocks rate first 
by far among consumers stating a brand preference. Here are the results. 
They’re based on a scientific sample of 14,194 consumers and were com- 
piled in March, 1961, by the Starch Marketing Data Service. 


GENERAL ELECTRIC 


Brand C. 





Ail prices are manufacturer’s suggested retail prices, plus applicable taxes. 
Snooz-Alarm is a registered trademark of General Electric Company to identify its brand of repeat alarm clocks. 
General Electric Co., Clock and Timer Dept., Ashland, Mass. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 





INTRODUCING THE NEW They’re New... 


“RING-DANT 


Ring & Pendant Combination 


RING-DAN T ail convert from a RING 


to a beautiful PENDANT in seconds! 





Clown bank comes in rhodium or gold plate, 
has weight on bottom that allows it to rock 
back and forth without tipping over. $5.50 
retail. From Raimond Silver Mfg. Co., Inc., 
179 Fifth St., Cambridge, Mass. 








Wyler’s “Heavy Duty” men’s watch is from 
the “Lifeguard” series, guaranteed waterproof 
to a depth of 660 feet. Available in self-wind- 
ing style at $65 retail, hand-wind at $39.95. 


“RING-DANT can be made 


in various designs with: 

- Diamonds « Colored Diamonds 

* Star Sapphires * Rubies, Opals + Pearls 
* Odd precious stones of all 

shapes and sizes you may have available. 


“RING-DANT” 
a Exclusive With 


PALAIS JEWELERS, INC. 
Fine Platinum Jewelry 


Special Orders Two-tone Barel Bridal matched wedding 


ring set features recessed white stars on a 

30 WEST 47th ST., NEW YORK 36, N. Y. yellow gold Florentine finish. Available in 14K 

JUdson 2-3732 gold. $60 per set, Keystone. From Bridal 

Patent Controlled © Whe Black Ring Co., Inc., 88-06 Van Wyck Expressway, 
Jamaica, L. I., N. Y. 
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SHOWMANSHIP! 


GOOD SHOW...GOOD BUSINESS! 


This Spring over 2,000 jewelers tried showmanship to sell 
more men’s jewelry. They used “Best of Anson’’—33 fine 
men’s jewelry sets and pietes shown up to their very best! 
The result? We received such a large volume of reorders 
—jewelers must have enjoyed thousands of unexpected 
extra sales. And this on higher priced merchandise... and 
in the Spring! How? Showmanship does it .. . backed up 
with the highest quality and value! Your customers do have 
good taste and money to spend. Expose, display, show-up 
your men’s jewelry. The “Best of Anson” showcase does it! 


SERIES 24-9: Total of 33 Best-Selling Anson Sterling 
Silver and 12 Karat gold filled sets, cuff links, tie slides, 
tie tacks, key protectors, money clips, belt buckle and 
knife. All on individual removable pads, set into replace- 
able velvet trays, framed by a fine walnut show case. 


Complete with gift boxes— 
your cost $98.75; total resale $193.50. 


For good show, better business. 
order “BEST OF ANSON” Unit 


from your ANSON distributor. 
ANSON, INC., Providence 5, R. |}. 


in Canada — Anson, Canada Ltd., Toronto 





CULTURED 


PEARLS 


TO CAPTIVATE 
CULTURED 
GIRLS 


Three new and unusual ring creations 
designed to further enhance the 
beauty of Cultured Pearls. 

Each ring reflects the typical 
Church and Company artistry 
for quality in jewelry. 


gold ring with two 
cultured pearls. 


14 Kt. yellow 
gold ring, set with 
five cultured 
pearls in 
graduated sizes. 


14 Kt. yellow gold 
“Tring with partial 
= Florentine finish, 
set with one 
cultured pear! 

and four 


genuine sapphires. 


CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


ayey 


Trade mark registered 
in US. & Canada 


ROOM #991 


They’re New ... 


“Rose Point” silverplate hors d’oeuvre dish 
from Wallace Silversmiths measures 12 inches 
across, can be used for candy, nuts, canapes 
and small sandwiches. $14.95 FTI. 


Cuff link, tie bar and belt buckle set in 
sterling silver comes with oval motif, is avail- 
able with matching money clip instead of belt 
buckle. $22.50 retail. From Hadley Watch- 
band Corp., 43 W. 24th St., New York. 


iQ 


Tear drop style ladies’ mesh band is from 
the “Golden Era” series of Gemex Precision 
Metals, Inc. Available in yellow or white gold 
filled at $10.95 FTI. From your wholesaler. 


“Filmosound” 16mm motion picture sound 
projector from Bell & Howell weighs only 29 
pounds, is said to be 25 per cent lighter than 
the average projector. Sound portion of unit 
can reach an audience of 500 persons without 
auxiliary speakers, the firm says. Suggested 
list price is less than $600. 
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it’s jewelry...it belongs to 


the jewelry trade...it’s 1 @ Bn 


* RESEARCH MAKES THE DIFFERENCE 





lf your profit picture for Summer 1961 doesn’t look rosy, 
buy yourself some 24-kt. gold prdtection with SONY... 
ounce-for-ounce and model-for-model the finest line of 
transistor radios ever made. SONY outperforms and outsells 
the competition . . . and you never have service headaches 
or dissatisfied customers. All SONY models . . . 14 style- 
setting, quality pace-makers . . . are reliable, sturdy, com- 
pact, lightweight, powerful, with sensational reception and 
instantaneous tune-in. Some play as long as 900 hours 
without battery change. All are NATIONALLY ADVERTISED in | sony tr-620 . . . 6-Transistor, SONY TFM-121 .. . FM/AM 12- SONY TR-624 . . . Fingertip Con. 
major media with a million dollar campaign and you can media tegen gee es ear" re ha bes eee, ae aon 
have all the dealer helps you can use . . . absolutely free! emal new inverted cone hi-fi “aon. 3 “Antennae (2 lays” sutomatically. Operates 


And, wouldn't you know, you can step-up a SONY Sale from | speaker. LIST: $29.95 complete telescopic). LIST: $99.95 com- for months on 4 penlight bat- 
Leather Case & plete with batteries, earphone teries. LIST: $39.95 complete 


ae to hago a as was built on quality yn ta and leather carrying case. with Batteries. 
rangs ... in ragios, it $ ‘ 


CIVIL DEFENSE RECOMMENDS A BATTERY OPERATED RADIO IN EVERY HOME. EVERY SONY RADIO CLEARLY SHOWS THE TWO CONELRAD FREQUENCIES 
SONY TR-621 (above) .. . Watch Radio. Tiny, new, pocketable radio with 


precision 7-jewel watch that wakes you to music automatically. 
LIST: $49.95. Complete with Battery, Earphone and Leather Case. NEW YORK JEWELRY SHOW — SPACE +131 
RO EE ER ES EE GE SN ST Ce SS 


TELL ME MORE ABOUT SONY .. . THE LINE FOR THE JEWELRY TRADE. 


SONY CORP. OF AMERICA we sToRE 


ADDRESS 
514 BROADWAY, NEW YORK 12, WN. Y. . TEL.: WO 6-0800 CITY ZONE ——STATE 


SONY CORP. OF AMERICA, DEPT. JK 7, 514 BROADWAY, NEW YORK 12, N. Y 





























the |BIG| watch in your store 
this Fall will be a 


seli-winding 


full page ads in LIFE and POST 
pre-sell Mido watches—region by region—all Fal 


Mido Watch Company of America, Inc., 580 Fifth Ave., New York 36 
In Canada: 699 St. Maurice Street, Montreal. 


*As long as case, crown and crystal remain intact. Prices are retail, including Federal Tax 








Slim sithouette . . . one-piece seamless ta 
recessed crown. Fully waterproof*. Stainless 
steel; 18K gold markers $110. Midoluxe $125. 
14K gold $210. Ocean Star calendar models from $120. 


No smaller self-winding diamond watch 
in all the world... dustproof... 
18 diamonds of finest gem quality... 
14K white gold case $400, . 
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CP657Z 


NEW ZOOM CAMERA — ZOOM PROJECTOR OUTFIT with randsome Travel/Tote Case 


The most advanced movie outfit ever created! ZOOM CAMERA — K-7 electric eye with £1.8 Zoom Lens, 9 to 27mm range. Zoom 
viewfinder. Built-in ‘‘A’’ Filter. ZOOM PROJECTOR — New compact K-65Z Auto-thread with £1.5 Zoom Lens. Threads film in 
6 seconds. Brilliant Tru-flector Lamp. 300-ft. reel. Smart contour-molded body and case. SYLVANIA SUN GUN — The newest 
and best in indoor lighting equipment. Powerful, compact, long-lived. EXCLUSIVE PROJECTA-VIEWER ATTACHMENT* — 
channels image onto big, bright editing screen, swings aside for full-screen projection. SMART, COMPACT TRAVEL/TOTE CASE 
— rich gray luggage-type finish, aluminum frame and lock clasps. Doubles as camera tote bag and handsome overnighter. 
TOP GRAIN LEATHER CAMERA CARRYING CASE « MOVIE SCENE RECORD BOOK « TABLE TOP SCREEN* 


CP987: Same as above but with K-98 Projector. Net: $164.80. Suggested list: $299.50 CP657Z Net: $152.90 Suggested list: $269.50** 
CP167: Same as above but with K-106 Projector. Net: $197.80. Suggested list: $349.50 








Z0GM ELECTRIC EYE OUTFIT» terrific value 


... up-to-the-minute styling and features at a down-to-earth price. 
ZOOM CAMERA — K-7 electric eye with 1.8 Zoom Lens. 9 to 27mm 
range. Zoom viewfinder. Built-in ‘‘A’’ Filter. NEW MAGNASCOPE 
PROJECTOR, K-62 — Brilliant Tru-flector Lamp. f1.6 Magnascope 
Wide-Angle Lens. 300-ft. reel. Single switch control. Compact, con- 
tour-molded body and case, « 2-SOCKET LIGHT BAR AND 
2 FLOODLAMPS «+ EXCLUSIVE PROJECTA-VIEWER ATTACH- 
MENT « GENUINE LEATHER CAMERA CASE + MYLAR TAPE 
SPLICE KIT « TABLE TOP SCREEN* 


Cieza ELECTRIC EYE TURRET CAMERA OUTFIT 


A great automatic home movie value! ELECTRIC EYE TURRET 
CAMERA — K-4C fully automatic electric eye with ihree f2.0 
lenses: wide-angle, normal, telephoto. Built-in ‘‘A'’ and Haze 
Filters. NEW MAGNASCOPE PROJECTOR, K-62 — Brilliant Tru- 
flector Lamp brighter, cooler than 500-watt lamps. f1.6 Magna. 
scope Lens. 300-ft. reel. Single switch control. Compact, hand- 
some contour-molded body and case. EXCLUSIVE PROJECTA- 
VIEWER ATTACHMENT?® « 2-SOCKET LIGHT BAR AND 2 FLOOD- 
LAMPS « TOP GRAIN LEATHER CAMERA CARRYING CASE 
¢ TABLE TOP SCREEN* «© MYLAR TAPE SPLICE KIT 


KEYS TONE 








Designed 
Hspecially for 
the Jewelry Trade!!! 


SEVEN NEW KEYSTONE 
HOME MOVIE OUTFITS 


to sell your entire market, top to bottom 





2. 4 


| CP621 | BUDGET OUTFIT Complete outfit with ultra-modern pro- BOTrs Ae < > SEIS TD . 7 ‘ e.G4 : 
jector that’s destined for high-volume sales. f1.8 LENS CAMERA — with WO DODD OOOO DD ODO 
die-cast aluminum body. Ground glass viewfinder. Automatic footage in- : a SAY, - NF NEAT s OCT NI OIE I? AY traf 
dicator. 3-way trigger. NEW MAGNASCOPE PROJECTOR, K-62 — Brilliant > Roach 
Tru-flector Lamp. f1.6 Magnascope wide-angle Lens. 300-ft. reel. Single _—. 

switch control. Compact, contour-molded body and case. EXCLUSIVE ¢ Se) FULL-YEAR GUARANTEE 


PROJECTA-VIEWER ATTACHMENT® «+ 2-SOCKET LIGHT BAR AND ee 
2 FLOODLAMPS + TOP GRAIN LEATHER CAMERA CASE + MYLAR TAPE <3 onall Keystone Cameras and 


SPLICE KIT + TABLE TOP SCREEN* tea 
Projectors . . . registered i 


CA LOWEST-PRICE TURRET OUTFIT a tabutous turret sy your customer's name. 


value, priced to sell in volume. TURRET CAMERA — K-26X with three f1.8 ROP res 
lenses: wide-angle, normal, telephoto. Built-in ‘‘A’’ Filter. X-11 LOCK-ON Sane: -— . | eal 
EXPOSURE METER — with exposure ‘‘memory” that adjusts for all film SSRN PS PS YN PS eS OPN BS OP PN ENON OP RR 
speeds. NEW MAGNASCOPE PROJECTOR, K-62 — Brilliant Tru-flector TRUER TOLER EN FATALE FER UEE FERN 
Lamp. f1.6 Magnascope wide-angle Lens. 300-ft. reel. Single switch con- aSue Sus le wheet ser oen ce .@ 
trol. Compact, contour-molded body and case. EXCLUSIVE PROJECTA- 
VIEWER ATTACHMENT? + 2-SOCKET LIGHT BAR AND 2 FLOODLAMPS é in Extra al | 

** List price set realistically based on customary retail prices. 
* TOP GRAIN LEATHER CAMERA CASE + MYLAR TAPE SPLICE KIT Dealer may refer to manufacturer’s list if this is customary 


« TABLE TOP SCREEN®* price in his area. 


~ ~y Sah ~ x 2 
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CP623 NET: $79.90 Suggested list: $139.95** CP621 NET: $64.90 Suggested list: $99.95** 


aN 


Setting new standards of excellence and value through creative engineering 
Keystone Camera Co., Inc., Boston « New York « Chicago + Dallas « Denver + LosAngeles « Seattle 





eweles from coast to-coast call them: 
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COMPARE... AND SEE FOR YOURSELF! 


LONG LIFE Bridal Sets are the finest ever 
produced by Lieber & Lerner, Inc. — in a total 
weight series from '/4 carat to 11/2 carat 
interlocking bridal sets! 


1/4 CARAT 


TOTAL WEIGHT 
Style #B-38 


6 DIAMONDS 


TOTAL WEIGHT 
Style #B-32 


=> 
$130.00 xevsrone 3 


Available with 11,8,7 
or 6 full-cut diamonds 


FREE NEWSPAPER MATS 
AND SELLING AIDS! 


ONE CARAT 


F) TOTAL WEIGHT 
- \' Style #B- 52 


|) $239.00 kevstone 


Available with 11,8,7 
or 6 full-cut demand 


Send for FREE 
Catalog Today! 


Lieber & Lerner, Inc. 


“Known for outstanding diamond ring promotions” 


305 E. 46th Street, New York 17, N. Y. 


DIAMONDS ENLARGED TO SHOW DETAIL 
See us in Room 904 R.J.A. Show, Aug. 6th-10th, Waldorf-Astoria, WN. Y. 











Theyre New... 


The “Georgette,” new 22-jewel ladies’ watch 
from Hamilton, features sculptured end orna- 
ments, comes in 14K gold case in yellow or 
white. With mesh bracelet, watch is $95 FTI; 
with cord band, $89.50. 





“Vision,” four-color ball point pen, is made 
by Fend Co. of Pforzheim, W. Germany. To 
operate, user holds one of the colored dots on 
barrel toward him and pushes the top. The 
pen automatically extends the selected color. 
In chrome, pen is $8.50 retail; in sterling, $15; 
in rolled gold plate, $20. From Consumer 
Product Co., 60 E. 42nd St., New York. 


Eight-transistor Toshiba radio from Tran- 
sistor World Corp. is designed for indoor or 
outdoor use, comes with batteries, earphone 
and leather case. A special converter is avail- 
able for use on regular house current. Sug- 
gested list price, $44.95. Converter is $7.95. 
From you wholesaler. 
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Imported 18K Gold Watchbands 
crafted by the world’s finest artisans. The epitome 
of elegance, they are but a few of the complete Tessco 
collection . . . creatéd for a few select jewelers 
who cater to a Very Distinguished Clientele. 





Exclusively ours 
patent-protected 
this original 
creation with its 
stream-lined silhouette is 
executed 
Tammaarhcotaliay -4 designs 
for men and women. ; - 


TESSCO JEWELRY CREATIONS 


666 Fifth Avenue New York 19, New York 


We would be happy to show you the complete Tessco collection at our Booth +25, Main Ballroom. 
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THE MOST COMPLETE LINE 
OF CASTINGS GapamapmanaiEs 


$ 1.35 dwt. 


& FINDINGS  jilbaahaaieneees 


14K Gold Spiral Bracelets 


IN GOLD, 14K Gold Neck shales “7 


$ 10. per doz. 


PLATINUM, ee NOS 2. per der 


14K Cuff Link Wing Backs 


PALLADIUM, feng 
GOLD FILLED & SILVER 

















 halevarclm miele ti aycscm he) aor 


125 West 45th St. - New York 36, N. Y. - JU 6-4842 


low cost, high quality 


ie ae om Gam oo > an - a 
for RINGS 


Attractive, quality ring packaging to fit your 
budget. Wrapped with durable embossed 
paper, each box has a snow white velveteen pad. 
Boxes supplied in white cartons of 
12 each. These and all other 
MASON STOCK BOXES ARE AVAILABLE 
FOR IMMEDIATE DELIVERY — 


F-103 F-102 
Small Ring Large Ring 


4, emise) melt) Mat) it, ae ve ieee 


BOX 
COMPANY 


MT. HOPE STREET, ATTLEBORO FALLS, MASS. 


They re New... 


Double cultured pearl ring is available in 
10K or 14K yellow or white gold, is from the 
new fall line of the Acme Ring division of 
Barrasso & Blasi Industries. Suggested re- 
tail, $22.50. From your wholesaler. 





“Zipmaster” enables a woman to zip up the 
back of her dress without help. Special safety 
feature prevents jamming and tearing. In 
sterling silver, “Zipmaster” is $2.75 retail: in 
14K gold, $27.50. From L. M. B. Manufactur- 
ing Co., 201 N. Broad St., Philadelphia. 


Circle pin is made of cameos hand-carved 
in Italy, is modification of scarab pin. In gold 
filled, pin is $14 Keystone; in 14K gold, $30 
Keystone. Admark, 714 Sansom St., Philadel- 
phia. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1961 





EVERY DUCHESS AUTOMATION 
IS COMPLETELY MANUFACTURED 


IN TH EEE ey: Orarere 


yet they cost no more than most imports! 


® 
This is American ingenuity at work! This Duchess AUTOMATION 
that makes possible the manufacture of a truly superior quality 
ADJUSTABLE band .. . superior in finish, styling and performance. 


COMPARE AND JUDGE FOR YOURSELF! 


Pe ee ee a” , . ; ; 
: — "9am eee 1 | CTIVNGiaae AUTOMATION means superior American 
BE ee 28 a 
> % 


a7; ey F a4 . quality (eliminates possibility for costly human 
| j a | {z error)! 


) Lj 5s Sight Gad TS “ge OU aly CEE Lea Every AUTOMATION is manufactured 


| ee 
with Duchess’ proven Custom-Size adjustability! 


adsl lem Beautiful and creative American styling 
for American tastes! 


AUTOMATION watchbands reflect the most 


brilliant mirror finish in the market! 


TN aekA «=Duchess AUTOMATION expansion 


links are manufactured completely of stainless 
steel including the rivets and springs, making 
them completely waterproof (ideal for skin- 
divers)! 


sae All AUTOMATION watchbands are made, 
stocked, distributed and serviced in the United 


States. No waiting for new shipments — no run- 
ning out of styles! 


dee Duchess backs up these fabulous 


bands with their exciting line of ladies’ and men’s 


} a Custom-Size . . . covering every style and price 
yay j] MATION range. Duchess — your one dependable source 
uUchess 0 I i " for every watchband need. 


WATCHBANDS 


SOLD THROUGH YOUR WHOLESALER. 
66 99 Be sure to see the Duchess AUTOMATION’ Write today for the name 
of your nearest Duchess wholesaler. 
uchess JEWELRY MFG. CORP. 


300 Observer Highway Hoboken, New Jersey 
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Sheffield 


newest designs for $-day alarm 





elocks— 








NA ~~ 


but 


Sheffield’s magnificent clock fashions are most wanted for home and office. Shown here, Top: Rectangular clock with etched floral design. To retail at $15.95. 
Wall or desk circle cloek set with modern Roman numerals. To retail at $18.95. 
from $5.95* to $39.95 


ay 8 i$ 
Bottom: Antique desk clock, to retail at $21.95.* Other Shefheld clocks to retail 
including a complete line of battery electric clocks. Write for our catalog. Sheffield Watch,-Inc., 417 Fifth Avenue, New York 16. 
THE COMPLETE LINE OF NATIONALLY 
PREFAM JEWELERS ASSOCIATION SHOW, AUGUST 6-10, AT THI 





ADVERTISED SHEFFIELD FASHION CLOCKS AND WATCHES WILL BE ON EXHIBIT AT THE 


WALDORF ASTORIA HOTEL (BOOTH 126), NEW YORK CITY 





There’s a Sheffield watch for both of you! 


wah PRICES PLUS FEDERAL TAK 


Sheffield fashion watches from a sparkling new collection. Left: Royale. Bracelet watch with flexible links in Florentine-finished gold-colored metal. 
Retail $24.95.* Right: Bouclier. Round face set in colored oval to match watch band. Black, red, blue, white and brown. Retail $12.95.* Other 
Sheffield watches retail from $10.95* to $100.* Write for our catalog. Sheffield Watch, Inc., 417 Fifth Avenue, New York 16. Branch Offices: Los 
Angeles, San Francisco, Chicago. Foreign Offices: Bienne, Switzerland; Montreal, Canada; Santurce, Puerto Rico. Factory: Sissach, Switzerland. 


SHEFFIELD NATIONAL ADVERTISING WILL APPEAR IN VOGUE, HARPER'S BAZAAR, 
MADEMOISELLE, GLAMOUR, SEVENTEEN, LIFE AND THE NEW YORK TIMES MAGAZINE. 





ond —_ 


| — 2 
HIS and HE 1 S 


by SEA-LINER iN 


Two for the money 

‘Two for show 

Priced right, smartly styled 
These will make your 
profit grow. 

‘Just two from a wide 
assortment of self winding, 
waterproof sport and 
\diamond watches. 

‘Do yourself two good turns 
today and write for further 
|information and price list. 

| VATCHE 

ROM 

| $6.50 

| UP 

| 

| 


SE EA ‘LINER WATCH co. 


31 WEST 47th ST. © NEW YORK 36, N.Y. © COlumbus 5-6920 








THIMBLES 
* 10K and 14K GOLD * STERLING SILVER * 


Sterling Silver with Gold Band 


Trade Mark 


SIMONS BROS... CO. 





1024 Filbert St. Phila. 7, Pa. WA 3-0830 








Antique Re luctions, 14K Gold witl 
TIE TACKS caeuil Sen” alan eine ne aadiioe: 


diamond 


$15.00 $19.00 $23.00 


STANLEY LEVIEN, Manufacturing Jewelers 
740 Sansom St. Philadelphia 6, Pa. WA 5-1055 


They're New 


“Paula” ladies’ dress watch has 14K gold 
case, stem positioned at top rather than on 
the side. $90 retail. From Eterna Watch Co. 
of America, Inc., 404 Park Ave. So., New York. 


Ladies’ ring in 14K gold has Linde Star in 
Florentine swirl motif setting. $65 Keystone. 
David Sarkin Inc., 37 W. 47th St., New York. 


“Mobile” earrings feature marquise, ba- 
guette and round diamonds set in platinum. 
Approximately $12,500 retail. From Raymond 
Abrahams, 551 Fifth Ave., New York. 


“Briarcliff”? mahogany electric desk or man- 
tel clock has embossed brass Roman numerals 
on a white, elliptical dial framed in brass bezel. 
From Sessions Clock Co., Forestville, Conn. 
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Distinctive 
Exquisitely styled jewelry for the 


discriminating, attractively priced. 


AVAILABLE ON CONSIGNMENT 


S. Korff & Son 


914 Walnut St., Phila. 7, Pa. 
W Alnut 2-1255 


&> 


A} 
gu, By 
— 











a eS ES A 
ye”  OUeeweg> 9 
§JAxd djduiis s 4 


éé ‘ rm , . . 
... Oyster Perpetual? That’s a funny name for a watch.?? 


ce ; 
It’s nota watéh. Its a Rolex wrist chronometer. ?? 


% P. 
2 4 


‘6 
Oh. Looks like a watch...a good watch.?? 


er 48 | 
Uh-uh...a better watch. Had to be to get certified ' | | od 
by the Swiss Government as a chronometer.?? | f : | 
PION 


66, e« es. 
Oyster’??? wan... 


That means it’s waterproof...really waterproof. Pet ~ iNM 
To make sure, each watch is tank-tested a Tee meth my jp 
at an equivalent depth of 150 feet under water,?? sf Vip, SO | coy 


éé é ‘« °°. UJ 
Mmmm. And ‘Perpetual’??? St 


‘6 igs Bo ee . 
Means it’s self-winding...makes it more accurate. . , Va ROLEX 
Rolex invented the world’s first practical automatic watch .. ‘ 
and the first truly waterproof watch.?? Francis 


66. 
See one at any jeweler, I suppose??? 


** Never. Only the best jewelers are Rolex agents.?? we", AND PRICE 
} as ¥ sg 
we 


66 
How about one of those discount houses??? 


$6 “y ) > » ae —— 3 2 99 co . ” . "3% ERE C8ee SPM TVE VEE 
Can you buy a Rolls Royce ina discount house: 4 “ 3 sodoy 19<uqr aunin 


ee ee “BoOIe UPQINQNS Salas 

“"No.?? a id pure quero suray 
é é r x .? i . 

Vi ell 29? Z ; Sd JO 8} AISIP {ent 

: a IUO {i] Of ur’ 


Pe) ing oe 


As most fine jewelers know, Rolex main- 
tains rigidly high standards in the selection 
of its agents and in the continuance of a 


strict pricing policy. 


To dramatize this combination and its 
importance to the industry, Rolex domi- 
nated two pages in SPORTS ILLUSTRATED 


with an unusual advertising technique to 
Style 1007 25-jewel Oyster Perpetual chronometer(waterpr f*, self-winding); 
it 1 Geo lolio Mo ahasmul- hactsliale Mole tot-11 ham 1 -1018) with strap, $325. Others from $87.50 to 
$1050. All prices include Federal Tax. (*When case, crown and crystal are intact.) 


ROLEX i7-RO 
=< OYSTER 


American Rolex Watch Corp., 


Official timepiece, Pan American World Airways 


American Rolex Watch Corp., 580 Fifth Avenue, New York, 
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opiy “\ Me, 
»* 8 


pad PYS-§ jo pom, 


 * 


+ 


**| didn’t know Rolex made a lady’s watch.’ 


“4 hundred and twenty-seven.’’ 


. ( 
ae "Rolex makes a hundred and twenty-seven 
- different ladies’ watches and chronometers.’’ 
" “All as beautiful as these?’’ : 


"Mmmm-hmmnm...gold...diamonds. Accurate, 
foo. A Rolew tells time like it invented it.’ 


“TALKING ADS” 2 
eae = They did invent something, didn’t they??? 
ABOUT QUALITY ee OP hat’s in the ad across the page.”’ 
Be er, 


TTIN : * 1 
CUTTING nal 


Ul aut} = BUCA 


Be. 





tell this story effectively to high-income 


CONSUMETS. 


Rolex agents are giving these ads the 
greatest response Rolex has ever received 
for promotional tie-in material and re- 


lated merchandising aids. Every one of Style 6619 - -26-Jewel, 14 K gold ANY Style 3130- -17-Jewel, 14K g 
; petual (waterproof* case with two ful! cut diamonds 
these jewelers is prouder than ever to be elf:wibding) chronometer. With saan} and matching mesh band, $375 
$580 "ae ‘ Others from $117.50 to $10,500 


+ 
1k 


Q Rolex agent. ». $250. (*When case, All prices include Federal 


rysta!l are intact.) 


LEX ROLEX 


i E i : E i U A L Official timepiece, Pan American World Airways 


580 Fifth Avenue, New York, N.Y. merican Rolex atch Corp., 580 Fifth Avenue, New York, N.Y 








TENNIS ... ANYONE? 


The phrase is now 


TENNIS EVERYONE] TETTERS ... 


and it means 


' a EXTRA SALES, EXTRA PROFITS 
No or rA BS WHEN YOU SHOW, SUGGEST. Gellman Sales 


10%” tall 


ee} SELL To the Editors: 


List Price 
$12.70 Y . , 
I’ve read Bernard N. Burnstine’s 
ey cratt article in the JEWELERS’ CIRCULAR-KEY- 
| STONE of June relative to Gellman case 
Qua ity transactions with great interest. 
However, the article does not men- 
tion one problem that is constantly be- 
All figures are electro-plated and lac- : ° , Ie “a ‘ 
quered for beautiful lasting finish. Cups ations br ought up by our custome! s. That 
are hand spun, plated in sunburst finish 1S: What about the tax situation of the 
. you'll be proud to sell them... _— ‘ a . 
winners will be proud to receive them. purchaser from the jeweler Or the 
Call us for Trophies and Awards for All wholesaler? 
Sports, All Events, All Occasions. > : . 
For example, suppose an industrial 
Also Avateste company makes a purchase of 100 
Custom Designed Miniature Replicas of rat h " f - th les t } A d 
your customers’ trademarks, products, watcnes from a wholesaier to be use 
buildings. | as premiums. These watches are ex- 
WRITE FOR FREE ILLUSTRATED CATALOG empt from tax payment by the whole- 
saler. But the question then raised is 
this: does the industrial company which 
gives them as premiums, with their 
other merchandise, have to pay an ex- 
cise tax? There seems to be some con- 
fusion about this question. 
NAME WITHHELD 











New York, N. Y. 


In reply, Bernard N. Burnstine, 
author of “Preparing Your Store for 
Gellman-Type Sales,” says: It is dif- 
ficult to answer your question without 
having detailed information on a specific 


‘ansaction, genera re i-ty pe 
& LONDON has been rewarded with the high- transaction. In general, Gellman-ty} 
est compliment of British shopkeepers: ‘‘Good sales are sales made at wholesale for 
Show!" businéss purposes. Wholesale sales, as 


Now the merchants of America are invited such, are not subject to the Federal Re- 
to view the wares of this highly esteemed tail Excise Tax. Neither the wholesale 


manufacturer... 1] t] ati } 

seller nor the organization purchasine 
PURSE ACCESSORIES for the lady of ele- | thd sont d 
gance...which will be readily sold at such articles, for a business purpose, 
goodly profits in the 50 United States. pays an excise tax. 


COMPACTS ®* PILL BOXES © CIGARETTE CASES However, if the business organization 
LIGHTERS * ENSEMBLED UNITS re-sells Wane articles, either alone or in 


combination with other merchandise, 
SEE THE ENTIRE LINE AT THE such articles are then taxable.—The 
R.J.A. CONVENTION Editors. 
WALDORF ASTORIA HOTEL - BOOTH 33 


AUGUST 6-10, 1961 Dean Wild Gift 


| To the Editors: 
thi On June 30, when Bradley University 
Tra uu OF LONDON, INC. closed its Horological Department, 


39 W. 37 Street, New York 18, N. Y. George J. Wild stepped down from his 
West Coast: 760 Mission St., San Francisco, Cal. 
(Please turn to page 104) 


Exclusive U.S. Distributor 
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setting 
new 
standards 
TAL 


these buy-appealing beauties 
will build clock sales for you 


: 











8 DAY 7 JEWEL BOUDOIR ALARM — SOCIALITE ... for 
steadfast quality. Polished brass case, indicators, lu- 
minous. 4%” x 3¥2”. Specify dial: Diack or a 95 
ed Retail . 
30 HOUR MUSICAL ALARM—MAESTRO.. today’s ‘Big. | 783 i$ | Ay sew SESK TRAVEL ALARM — EXECUTIVE rea 
Hit’’ wherever you go. Leather case, gilt figures, lu- ee ee a eee ee a e elite, Deyond compare. Leather case, colorful 
minous. 3%” x 3%”. Specify color: pig, red, tan- °°» © a <_eeees Sn biack dial. Gilt indicators, luminous. 312” x 3%”. Spec- 
alligator or brown 
Retail $9.95 


ify color: pig, brown, red, blue. 
i Say -.. s+... Retail $17.95 
PRR Se OLR ETN IP 6 RE IG IES WB RE SE ASAE RR MS % ANA is 


B: Kumara BERL FR SOR aes Ps hy . cats SSS os aR 


rn oe 


et 











i ae NaN GB DOI: Pit 


. 0 RE 
a touted rs 
ne coy > ee 


~ 


30 HOUR 7 JEWEL BOUDOIR ALARM—CANDELABRA... 
be new conceost in styling. Solid brass case, scroll base. © 
8 DAY 2 JEWEL TRAVEL ALARM — PACE SETTER... de- © Distinctive luminous dial 54%” x 312”. . 
servedily popular. Compact leather case, easy-to-read ie 145... ue + _, Retail $16.95 is ek a ytd ney sat matey dhe , ony 
luminous numerals. 3¥e” x 234”. Specify color: pig, Se TE 2%”. Specify color: pig, brown-alligator, red, biue. 
brown or tan-alligator, red, blue. 2 es , ;, ' 
82 | 


. Retail $11.95 : For the Newest in clock styles... SEE THE SEMCA and LE : Soeeeeeeee ess Retail $9.95 
+ PHINNEY-WALKER LINES at the RJA Convention, August 6-10, | 








REO Era hs 


Waldorf-Astoria, Empire Room. 


oe 


Consult your wholesaler. Catalog on request. 
semca clock CO., IMC. 30 Irving Place, New York 3 + Also manufacturers of famous Phinney-Walker Clocks since 1915 
CANADIAN OFFICE: Semca Clock & Watch Company of Canada, Ltd., 100 Lombard Street, Toronto 


West Coast Prices slightly higher. Prices subject to 10% Federai Excise Tax. 
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THE SWITCH IS TO 


ANA 


\)\\N 


by MATSUSHITA he cw You Can cue With Happily | 


PANASONIC AM/Marine Band radios ideal for use on boats or 
beach; AM/Short Wave radios for clear worldwide reception. 


PANASONIC sets that provide performance measurably supe- 
rior to sets of similar size, regardless of number of transistors. 








——— — 





T-13—Tiny Pocket Portable With 
Big Set Sound 


6 transistors plus 1 diode The 8% oz. (com- 
plete with 9-volt battery) beauty that 
out-performs all other miniatures. 
Power-packed. Gives strong, clear recep- 
tion. 








T-50—Absolutely the Finest “6” in 
the World 


6 transistors plus 2 diodes Pocket portable 
with 24%” PM dynamic speaker that pro- 
vides big set tone. Selectivity outstand- 
ing. Large dial for quick, easy tuning. 


T-7 — Tiny Miniature of Highest 
Performance 


7 transistors plus 2 diodes Only 6-4/5 oz. 
with battery, this mighty mite gives mar- 
velous tone and performance. Sliding 
dial for fast sharp tuning. $29.95 


cxaes Meese 
HUNTLEY 


| "tc Hi : 
iL? Minit ies 
PTT 


Mui aL 
Bruun i 
sebdlddihibidbcibheticsi LLL 


i 








T-59 — Pocket Portable Provides 
Remarkable Clarity and Fidelity 


9 transistors plus 1 diode Fantastically 
powerful pocket miniature. Features 
unique tone-control that balances highs 
and lows. Slide dial for fast tuning. 


$39.95 


























Slim-Line Set Provides Dynamic 
Performance 


T-41M Standard-Broadcast and Marine Band 
T-41U Standard-Broadcast and Short Wave 


8 transistors plus 2 diodes Tone and clarity 
astonishing for set so slim and tiny. 
Gives power-packed performance on 
penlite batteries. Provides magnificent 
coverage. Exquisite, luxurious jewel-like 


—e- $49.95 











Cordless Table Totable Provides 
Console-Like Performance 


T-70M Standard-Broadcast and Marine Band 
T-7OU Standard-Broadcast and Short Wave 


8 transistors plus 2 diodes World's finest 
performing all-transistor portable table 
model provides outstanding reception. 
Elegant styling. Extra powerful. Oper- 
ates for months on low-cost batteries. 


$59.95 





DT-495 — Cordless Table Totable 
With Amazing Tonal Quality 


6 transistors plus 3 diodes Powerful 4” PM 
dynamic speaker gives clear highs, deep 
and solid bass. All purpose set plays for 
months on 4 ordinary flashlight bat- 


teries. $34.95 





See the NeW 


Outstanding Power and Excep- 
tional Sensitivity 


T-22M Standard-Broadcast and Marine Band 
T-22U Standard-Broadcast and Short Wave 


8 transistors pilus 2 diodes Features magic 
““meter’’ tuning dial for easy tuning and 
sharp selectivity. Picks up even weak 
signals and brings them in clear and 
sharp. 342” PM dynamic speaker. 


$54.95 


Most Extraordinary 3-Band 
Transistor Set Ever Offered. 


T-66 standard-Broadcast / Short Wave / Marine Band 


8 transistors plus 2 diodes Provides big, 
gloriously clear sound. One of the most 
beautiful portables in the world. Finest 
wood cabinet, laminated for all weather 


protection. $74.95 


a eae Ws! 
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line at RJA Convention 
Waldorf Astoria Hotel, New York—August 6-10 
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PANASONIC models that are the ultimate in styling combined 
with advanced engineering for superior level of performance. 


greatly respected name for Matsushita's high fidelity 
loud speakers, endorsed by America’s li-fi enthustasts 
since 1955, has been given now to Matsushita radhos. 


¢ Realistic prices that move merchandise, protected 
to guarantee your margin. 

¢ Limited number of selected quality dealers in each 
market —sold directly. 

e The finest transistor sets you or your customers 
ever heard. Absolutely unmatched component-for- 


or dollar-for-dollar. 
Yes, the switch is to PANASONIC by Matsushita 


because it’s the line that smart, keen buyers recog- 
nize as the one on which they can build a healthy 


component, circuitry-for-circuitry, sound-for-sound, 


business—with a real future. 


PANASONIC AM/FM Table Models that provide remarkable 
clarity of sound, true fidelity of tone over entire audio range. 








T-30—Amazing, Ultra-Powerful 
FM/AM Set 


9 transistors plus 6 diodes Unique® set that 
provides fantastic reception. 


*Unique because the T-30 (and T-35) 
are the only FM/AM radios in the worid 
with ultra-powerful panasonic transis- 
tors, an exclusive development designed 
and engineered for advanced FM cir- 


cuitry. $79.95 





“Portalarm’’ T-92 — Tiny New 7- 
Jewel Watch Alarm Radio 


6 transistors plus 1 diode Exquisite as a 
jewel, Portalarm combines a powerful 
high performance transistor radio with 
a 7-jewel watch, which automatically 
turns radio on or off. $49.95 


748 — AM/FM Table Radio That 
Gives Big, Gloriously Clear Sound 
Ciean, simple design. Precisely engi- 
neered for advanced FM circuitry. Gives 
strong distortion-free signal. $39.95 





730 — AM/FM Table Model Pro- 
vides Amazing High Fidelity Per- 
formance 


Magnificent tone fidelity and purity of 
this set must be heard to be believed. 
Unquestionably, one of the most sensa- 
tionally performing AM/FM table 
models. 


T-35 — The Ultimate in FM/AM 
Portables. 2 Hi-Fi Speakers 


10 transistors plus 7 diodes Provides mar- 
velous fidelity and purity of tone. Mag- 
nificent design. Unique features include 
panasonic transistors, dial light, auto- 
matic aerial, magic ‘meter’ tuning. 
A.F.C., separate tone control. $99.95 








SPT-641 — Extension Speaker for 
Extra Listening Pleasure 


Attaches to any PANASONIC radio. 
Gives big, beautiful tone. You get loud, 
clear, and truly satisfying music from 
the 6” x 4” speaker. Modern design. 
Black plastic with gold trim. $7.95 


- * 





782—High Fidelity AM/FM Set In 
Lovely Wood Cabinet 
Beautifully styled. Sensationally per- 


forming. A.F.C. Separate tone control. 
Magnificent cabinet of hand-rubbed fine 


hard wood. $69.95 





720 — AM/FM Clock-Radio That 
Gives Marvelous Reception 

Magnificently styled clock-radio that 
also provides superb AM and FM per- 
forrnance. Full feature, fully automatic 
Telechron movement. Luminous clock 


hands. $49.95 











TAMA 


NOD, he fie ou Can ie With Happily 


Prices slightly higher in Canada. 
Complete stock on West Coast. 


MATSUSHITA 


Electric Corporation of America 


41 East 42nd Street, New York17,N. Y. 
Telephone. MUrray Hill 2-6244 





“Tl 3 first 
major change 
in rings 
in 5000 
years” 


introducing MULT I-DEE 


THE WORLD'S FIRST COMPLETELY CONVERTIBLE DIAMOND RING 


NOW...YOU CAN CUT YOUR DIAMOND 
INVENTORY BY UP TO ONE HALF,...AND STILL 
SHOW THE SAME ATTRACTIVE 

ASSORTMENT OF RINGS. 


What is Multi-Dee*?—Multi-Dee* is a completely new 
and different concept in rings. Multi-Dee* is 

a ring with a unique feature that enables it to be 
converted from an attractive solitaire, to a smart 
cocktail, evening or all occasion ring by means of 
a beautiful assortment of interchangeable 

aprons, and only one center diamond. 


Multi-Dee* can cut your diamond inventory by 
up to one half! Because the Multi-Dee* ring 

is convertible, one diamond can now 

do the work of many. 


You can now show many different fancy diamond 
rings by using only one center diamond and 

a variety of Multi-Dee* aprons. This means you 
no longer need as large an inventory in 
diamonds as you have at present. 


*Patent Pending 
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ONE MULTI-DEE SOLITAIRE 
MAKES ALL THESE RINGS... 
AND MORE | 


See the new Multi-Dee* Convertible 
Ring at Booth 246 at the Retail 
Jewelers of America Trade Show, 
Waldorf-Astoria Hotel. 





LETTERS (continued from page 98) 


a a position as Dean of Horology after some 
From the desk of the President:— - a 40 years of tireless, dedicated service. 

. The thought occurred to me, several 
weeks ago, that Bradley alumni might 
want to “do something” to show their 
appreciation to a man from whom they 
had received much and who had con- 
tributed greatly to our profession. That 
‘“‘something” would be to collect a purse 
to be presented to Dean Wild. 

Unbeknownst to him, I obtained a list 
of 4000 former students of Bradley and 
sent out letters to them, inviting each 
to contribute $1 in cash or a check for 
any amount as their share in a fare- 
well gift to Dean Wild. 

Unfortunately, the school’s address 
list had not been kept up (this is under- 
standable, since students seldom wrote 


TEP AT Wi Ty 
| ¢ ° importers of cultured peari neckiaces 
i ' 2 @ ioose pearis @ 

d | y fine diamond and pear! jewelry 


NEPTUNE CULTURED | PEARL SYNDICATE LIMITED 
604 Fifth Avenue, New York 20, N.Y. B® PL 7-O768 








Paul E. Morrison and his undelivered letters 
to Bradley alumni. 


back to say where they presently were) ; 
so, about half of my letters were re- 
turned unclaimed. 


The letters that were delivered pro- 
duced replies that were marvelous to 
| This unusual assortment read. Some were sad, where a mother 
sbrvenestoityeyidak bee ged in a shaky hand would say her son was 
boating and racing season. Available in killed in Korea but would send a dollar 
either Sterling or 14 Kt. Gold, these pop- because she wanted to share in the fund. 


ular and attractive nautical motifs will ee era 
score a hit with the sporting crowd. Order Most had high praise for Dean Wild, 
now through your wholesaler. saying they felt he was instrumental in 
their making good in the jewelry indus- 
J. M. FISHER COMPANY, Attleboro, Mass. try. 





But I am eager to hear from all Brad- 
ley alumni who would be interested in 
contributing towards a purse for Dean 
Wild, to show praise and gratitude of 
heart towards that fine man. I have 


(Piease turn to page 110) 
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Seth Thomas &: into clock 
Says: ‘We put restige Mxtra vofits merchandising!” 


e Most profitable line! ¢ Finest name in time! ¢ Most complete line . . . 8 product lines! 
e CONTROLLED DISTRIBUTION! ¢ Aggressive merchandising and display program! 





our booth and 
see yourself 











BOOTHS 28 and 29 — Retail Jewelers of America Meeting, August 
6-10, Main Ballroom, Waldorf-Astoria Hotel, New York, New York. 


¥ 


LEGACY. Quarter-hour FACET. 40-hour alarm. 
Westminster Chime. Crystal clear case ex- 
Radiates 18th Century poses precision move- 


dignity and charm. ment to sight. Retails 
Models from $125 to for $10.95. 
$140 retail. 


CLASSMATE-11. 30-hour 
alarm. Pert little clock 
with bright silver face. 
For home or travel. 
$8.95 retail. 


All clocks subject to tax. 


Seth fhomes — 


DIVISION OF GENERAL TIME CORPORATION e THOMASTON, CONNECTICUT HE 
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OCTOBER THROUGH CHRISTMAS! ABC-TV! 


NOVEMBER 15 NOVEMBER 22 NOVEMBER 29 
STEVE ALLEN SHOW STEVE ALLEN SHOW STEVE ALLEN SHOW 


NOVEMBER 30 DECEMBER 6 DECEMBER 11 ALL YEAR—BIG ADS IN 
ACCENT ON BROADWAY STEVE ALLEN SHOW BING CROSBY SPECIAL LIFE, HARPER'S BAZAAR, GLAMOUR 


Timex steps up the pace during your big watch selling season. Brings you more shows, more hard- 
hitting commercials, more magazine ads than ever before! Take advantage of this spectacular 
Fall promotion. Feature Timex—the watch more people buy than any other watch in the world! 


375 PARK AVENUE TIME X new YORK CITY 
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Beautiful, aren’t they. And you will find so 
many more Linde Stars... atthe New York 
Jewelry Show, waiting to be sold...by you! 
Deepest blues. Spirited reds. In designs to 
make every woman, every man natural 
targets for their wearing. Linde Stars 
will be on display at the Traditional 
Linde Booth—to the left of the 
main lobby of the Waldorf- 
Astoria. Drop in. You'll like 
what you are going to see. 

Linde | Famed for Linde Stars and The 

Linde Synthetic Emeralds vind isarcgisterediraiemarkof G3 


Stars 








General Plate 
Gold Filled Product 











Metals & Controls supports the Gold 
Filled Manufacturers Association and 
its promotional programs. 


METALS & CONTROLS INC. 
ATTLEBORO, MASSACHUSETTS, U.S.A 


Texas Je INSTRUMENTS 


U; i ome mel. i Onan an: 


® 
GENERAL PLATE PRODUCTS 





REPORT 


Le 





2) Re hy tans eo Tikes See 
eae eee ; 


PROBLEM: “How can we make a Gold Filled product 


with spring temper — when the severe forming of the product requires 


the use of a dead soft material?” 


SOLUTION: @a// M&C/ 


Immediately a call went out to M & C with a description of the problem 
and of the exacting specifications which had to be met. After a thorough 
study of the facts, plus a series of tests, M & C recommended the use of 
Gold Filled on an age-hardenable base. Material was supplied soft for 
forming. After forming, spring temper was obtained by following age- 
hardening procedures outlined in detail by M & C metallurgists. As a 
result, the end product met all of the manufacturer’s requirements. 


M & C’s technical background not only provides solutions for difficult 
problems such as this, but helps fill routine orders more efficiently 
with better quality stock. 
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Kegency Creations, Dne * 


30 
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most important goal 





45 WEST 46TH STREET « NEW YORK 36. N_. Y. 
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LETTERS (continued from page 104) 


dale EVERY SECOND COUNTS... kept accurate records of every contri- 
noes on | bution and have set up a “George Wild 

cL EBA R | Fund” account here. Bradley alumni 
TECHNICAL WATCHES... who want to participate in this well-de- 

a watch for every precision timing need served testimonial should send their 

each with a full ao Soe contribution to me for deposit in the 

———~ Fund account. If the Fund gains mo- 

CLEBAR \ NY mentum, as the result of this open let- 

CALENDAR . of | ter, I think we Bradley alumni can 

CHRONOGRAPH | make George Wild’s heart glow with 

ga 74597 warmth of feeling. 


on 


PAUL E. MORRISON 
356 S. Burdick St. 
Kalamazoo 5, Mich. 


Store Personality 
To the Editors: 


Hope you won’t mind some rambling 
comments on your editorial, “What 


Price Reputation?” in the Jewelers’ 
CLEBAR WATCH COMPANY 15 W. 44th St., New York 36, N. Y. Directorv Issue of JC-K 


Find out how you can cash in on this profitable stopwatch 
and chronograph market. Fill out and mail this coupon to: 





FREE 1» We have, for several years, in most 
ame . . . 
Rush full information, of our stores, practiced the idea of open 
catalogend = iadress display, to which the customer can ap- 
wholesale price list. ‘ ; 
No obligation, of course. proach and feel the merchandise. Break- 
ity . 
age has been nominal and, I suppose, 
theft might also be called the same 
although it has increased, particularly 


nw * Whtecl ee Theat’ in the field of transistor radios and 











cameras, which must be tied down some- 


a Bet TVhot Tt how. 


AUTOMATION WATCH BANDS +& ALL AMERICAN We have also introduced gift depart- 
NEW LABOR %& SELLING AT AMAZINGLY LOW PRICES! ments but cannot say they have been 


successful in our traditional stores. 
These departments have been more suc- 
cessful in shopping center locations, al- 
though we have found the cost of op- 
erating such departments out of line 
by reason of the small individual trans- 
actions and the boxing and wrapping 
problems incurred. 






































In two stores, we have had large 


| greeting card departments and have 
come to the conclusion that, rather than 
, 





























producing traffic, success in these de- 
partments is achieved as a result of 
already having traffic, and this has been 
confirmed by the frank admission of 
greeting card salesmen... . 
COMPLETE LINE OF MEN’S & LADIES’ WATCH BANDS Summed up, I feel that the transi- 
GOLD FILLED * STAINLESS STEEL * tion to a department-store-like presenta- 
tion of a wide variety of gift and 


FRENCH JEWELRY CO. INC. jewelry merchandise is a necessary 


| transition—but one which is extremely 
2032-42 S. JUNIPER ST. PHILA. 48, PA. HO 8-7600 Siiivelh tev the aideiaé dine to uae 
SEND FOR SAMPLE! SEND FOR PRICES! | 


(please turn to page 114) 
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l. Beautiful bracelet with diamonds and pear-shaped 
sapphires set in all-precious palladium...a most attractive 
design. Also comes with diamonds and rubies, cabochon 
emeralds, opals or amethysts. 


2. Classic bracelet paved with diamonds and rubies in a 
simple, but fashionable palladium setting. This bracelet also 
comes with diamonds and sapphires, cabochon emeralds, 
opals or amethysts. 


JACK GUTSCHNEIDER CREATIONS... 
Beautiful bangle bracelets designed in precious Palladium 


Created by well-known jewelry designer Jack 
Gutschneider, these bangle bracelets owe their extra 
elegance to palladium, the newest of white precious 
metals. Palladium finds high favor among fashion-con- 
scious people and top designers. It enhances the sparkle 
of diamonds...gives jewelry beauty and buy-appeal. 


These classic designs can add high-fashion eye-appeal to 
your displays. Stock and sell them. They can be pur- 
chased through your wholesaler or direct from Jack 
Gutschneider. Simply return the coupon. 

A PRECIOUS METAL OF 


PALLADIUM sic rcssinss crovs 


PLATINUM METALS DIVISION «+ THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 


VE AUGUS 


JACK GUTSCHNEIDER JEWELRY CO., INC. 
655 Fifth Avenue, New York 22, N. Y. 
Keystone 


..$550 
$440 


Please enter my order for: 
|} 1. Beautiful diamond and sapphire bracelet 


-} 2. Classic diamond and ruby bracelet 
NAME 

STORE 

ADDRESS 


ZONE 
(please print) 


Deen eee Ge GS GE ee <= GED GEES Gums G==e Gee ee Gee ee ee eee ee a 








if 
one 
picture 


the 1474 patterns shown 


in the JC-K STERLING 
FLATWARE PATTERN 
INDEX are worth 1,474,000 
words of practical 
sales-making value! 


No other book tells as much (all you need to know) as this 
illustrated encylopedia of all sterling flatware patterns. The 
current Sterling Flatware Pattern Index contains 1474 ac- 
tual-size illustrations of active, inactive and obsolete pat- 
terns made by manufacturers in this country. 


Easy-to-use, this exclusive reference book has a complete | Sreriine FLarwart 
index which lists: | Parrern Inner 


@ the manufacturer’s name 

@ the pattern name 

@ the current status of every pattern 
@ the company trademarks 


The current Sterling Flatware Pattern Index is handsomely 


printed on durable, heavy coated stock. It is conveniently THE JEWELERS’ CIRCULAR-KEYSTONE 


furnished in loose-leaf form. Revision sheets are made avail- 
Chestnut and 56th Sts., Philadelphia 39, Penna. 


able every few years so you can keep the book up-to-date. 
: rr rr site Enter our order for a copy of THE STERLING FLAT- 
This book is a “‘must’’ for every—Jewelry store, Antique WARE PATTERN INDEX. 


shop, Department store, Collec- 
tor, Mail order house, Flatware [] With Binder $27.50 (] Without Binder $17.50 


manufacturer [] Revision sheets only $7.95 


Order your copy today! It’s wonderful to see so many Check or Money Order for $ 


people congregate around you when they know you have 
so much information at your fingertips. 


FOR THOSE WHO ARE ALREADY USING THE INDEX THE me ks : 
1961 REVISION SHEETS WILL BE SUPPLIED AT $7.95 
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THAT WILL 


BOOST YOUR GIFT SEASON SALES 


WEATHER 


Barometers, Thermometers, 
Humidity Indicators 


pena 


THEIR QUALITY APPEARANCE 


Everybody everywhere is interested in 
the weather — so Airguide Weather 


Instruments enjoy universal appeal. 


Gift shoppers are attracted by distinc- 


tive Airguide beauty as well as the 
utility each model projects. Weather 
trends, temperature and humidity, all 
contribute to contemporary personal 


comfort. 


Prices range from $2.50 to $115 at re- 
tail. A wide choice of wall, desk, single 
and combination instruments is avail- 
able. (Representative group is shown 
here). 


Gift shoppers are prime prospects for 
Airguide instruments. 


AIRGUIDE INSTRUMENT COMPANY 


Aine 


GIFTS 
ARE ALWAYS 
IN SEASON 


© 1961 


A. 1. Co. 
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INSTRUMENTS 





eaders 
Dige St 


joammnges 


ITS INFLUENCE 


is pre-selling the GIFT IDEA of 
Airguide Weather Instruments to its 


35 MILLION READERS 


in the November issue’s full color 
Guide for Holiday Gift Giving, out 
Oct. 21st. For 64 days before Christ- 
mas (and long after) the Airguide Gift 
Idea will be working on thousands of 
your gift business prospects. 


Here is a powerfully potent promo- 
tion that is sure to bring clear “selling 
weather” to dealers who are pre- 
pared to deliver Airguide. 


We invite your immediate request for 
full color catalog and further informa- 
tion. Complete this coupon and mail 
it today! 


2215 WABANSIA AVE., CHICAGO 47, ILL. 


Airguide Instrument Company, 2210 Wabansia Avenue, Chicago 47, Illinois 


Gentlemen: Sounds interesting. Kindly send further information immediately. 





—bireet lmporters of — 


WATCHES - MOVEMENTS 
Hr 


ae 
~ 
. 


AADIOS - TAPE 
A . > 


LARGE STOCK ON HAND! IMMEDIATE SERVICE! 


No need to look further! We are the prime source 
you are looking for! We supply many of the coun- 
try’s largest and most promotional discount stores 
with quality merchandise for profitable sales volume! 


LOWEST PRICES FOR PROFITABLE PROMOTION! 
We Invite Your Inquiry! 


SHAT UAEYI® WITIPORrS 
af 
} 1200 AVENUE OF THE AMERICAS e NEW YORK 36, N. Y. 


Cable Address: ‘VALIANTLIM’ Telephone: Plaza 7-9840 





See us in Room 999, R.J.A. Show, Aug. 6th-10th, Waldorf-Astoria, N. Y. 








How do you like the 


JC-K DIRECTORY? 


We would like to have your comments 


A HANDY COUPON FOR 
YOUR RESPONSE IS ON 


PAGE 70 


Will you let us know—right now? 











REGAL CULTURED PEARLS 
SKALET MFG. CO., INC. 


MANUFACTURERS OF: 
FASHION JEWELRY 
PINS PENDANTS CHARMS RINGS 
e 14 KARAT GOLD © (CULTURED PEARLS © GENUINE STONES 
SEE US AT THE WALDORF — SUITE +947 
62 W. 47th, N.Y.C., N.Y. PL 7-0420 








LETTERS (continued from page 110) 


because of store size and extra amount 
of service expected in the “friendly, 
helpful” jewelry store. 

The small jeweler, in my mind, will 
be most successful who possesses an 
outstanding individual personality of 
his own, which he projects into the op- 
eration of his store and into his par- 
ticipation in community life about him. 

MELVIN FOER 
Melart Jewelers, Inc. 
Washington, D. C. 


Directory Issue Comment 


To the Editors: 

I have been a subscriber to JC-K for 
30 years or more. JC-K is indispensible 
in the jewelry store and the Directory 
Issue is another of your outstanding 
services to the jewelry trade. You must 
wonder how all your work and effort 
is being received by your readers; I, 
for one, express a sincere “Thank you” 
for a wonderful service. 

CHARLES J. MAY 
Orange, Mass. 


@® @ Your directory last year was su- 
perb, but you have outdone yourself 
with this one. The information given, 
the cross-indexing which makes it eas- 
ily found, and the completeness, both 
for manufacturers and retailers, is all 
that one could ask for. 

GREEN'S JEWELERS 
Roxboro, N. C. 


@ @ It’s wonderful. Thank you. 
RALPH W. GRANT 
The Gem Box 
Philadelphia, Pa. 


@ @ In the short time it has been in 
the place, it has given us information 
quickly. In my estimation, it is the nic- 
est book of its sort ever put in circula- 
tion. 
BEN W. WEINBERG 
Richard’s 
New York, N. Y. 


@ @ The flatware pattern section is 
so concise and complete that it is not 
difficult to close a sale. 
EDGAR H. SYKES 
Parker Jewelers 
Salem, N. J. 
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Here’s an extra boost for 


THE BIGB 





SINESS 


~B00M 


Noreko....nmerices NO. 1 SHAVER 


Here is how Nor elo 


A ROARING START in September with the 
spectacular ‘“‘Roaring Twenties” over the 
ABC Network. Then in October, a “blitz” of 
weekend T'V spots, building in intensity up 
to Christmas. 


BIG-TIME SALVOS, from September on, with 
full pages in LIFE, LOOK, SATURDAY EVENING 
post and others . . . with full-color spreads to 
explode just before Christmas. More than 
64/2 million sales-producing messages for the 
Big Holiday buying season! 


STEADY BLASTS, week after week, in 175 met- 
ropolitan newspapers... plus 800 home-town 
dailies and weeklies. 


backs the boom for you! 


4 
- 


6 


A BIG BARRAGE of hard-hitting dealer ad mats 
in many sizes...to keep the Norelco B-O-O-M 
going in your store! 


AND SALES-AID REINFORCEMENTS ... for your 
windows and counters . . . to catch the eye— 
stop the shopper — build sales and profits! 


The New Norelco SPORTSMAN—From Sep- 
tember to Christmas, an extra 12-publication 
campaign in magazines like OUTDOOR LIFE, 
HOLIDAY and ARMY-NAVY-AIR FORCE TIMES. 


The LADY NORELCO and COQUETTE— During 
the holiday buying season, another special 
campaign, using 6 leading women’s books: 
MCCALL’S, VOGUE, SEVENTEEN, etc. 


New ‘floating-head’ Norelco 
Speedshaver — Twin heads 
swivel to hug the face. 
110/220 volts. New Model 
SC7870 (AC/DC) .$29.95* 
with case. 


*Suggested Mfrs. Retail Price. 


And here’s the famous line of Noreko Rotary Blade Shavers 


New Norelco Speedshaver“ 
with ‘flip-top’ cleaning — 
World’slargestseller. New 
Model SC7914 (AC/DC) 
110 v. only. $24.95* with 
smart case. 


New Norelco Sportsman — 
Battery-powered. SC7930 
$19.95* (less batteries). 
Special Sportsman with 
adaptor for boat or car 
use. SC7779 $24.95.* 


Lady Norelco — ‘Iwin-head 
rotary action. Gentle to 
tender skin. In misty pink, 
with gray and gold. SC 
7788 (AC/DC) $24.95* 
with smart case. 


NORTH AMERICAN PHILIPS COMPANY, INC. 
100 East 42nd Street, New York 17, N. Y. Norelco is known as PhiliShave in Canada and throughout the rest of the world. 


Coquette—Pretty, pink, 
perfumed. Shaped like a 
lipstick. Rotary blades. 
Easy to clean. SC7787 
(AC/DC) $17.50.* Chic 


Parisian travel case. 





1-19 
dated. 


NCOs 8 SOMS GOW: 


Gololen  pubiler pacing the 
CS ROW I VET 


of the Jewelry Industry 





See our special 
celebration offers at... 


RJA Annual Convention & Trade Show Wwe sere 


JANSEN SUITE —- BLUE ROOM 
WALDORF ASTORIA HOTEL NEW YORK, N.Y. 


AUGUST 6-10 ve 
EVERBRITE 


San Francisco Gift Show : —_ Seattle Gift Show 

Booths 608-09-10 : AISLE E CROSBY 

Brooks Exhibit Hall * Aisle 600: ‘New Armory « Seattle, Wash. A onoih 
AUGUST 6-9 AUGUST 20-23 


Pacific Jewelry Show : Denver Gift & Jiry Show 
SUITES 2333-4 : MEZZANINE M , 

Biltmore Hotel « Los Angeles, Cal. ; Albany Hotel « Denver, Colo. 
AUGUST 27-29 AUGUST 27-30 


Ohio Retail Jewelry Show | Fall Gift Show 


PARLOR O > OLD BOSTON ROOM 
Netherland Hilton Hotel “ 
Cincinnati, Ohio 


SEPTEMBER 3-5 


Parker House ¢ Boston, Mass. 
SEPTEMBER 3-9 





Allied Gift and Jewelry Show...Dallas, Texas 


PARLOR D Adolphus Hote!) SEPTEMBER 3-7 


A. COHEN & SONS CORP. 


eA Pee ET SA ee CAR PRAM cc Anceics, california 
134 W. 30th Street, Los Angeles, Calif. + 85 Fifth Street, N.W., Atlanta, Ga. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1961 





Meet Your Gibson Customers: 





THEY KEEP COMING 
BACK FOR MORE! 


How often it happens! A retailer sells a Gibson product 
... perhaps a Wedding Record or Graduation Book or 
Baby Record Book... and gains a “repeat customer” for 
life. Why? Because Gibson makes the world’s most com- 
plete line of memory books .. . for every occasion and every 
member of the family. This wide variety and year-round 
demand make Gibson quality products a steady profit- 
maker for retailers. 


Why not let Gibson help your business? Send for complete 
product information today. 





P328/31 


P328/3/7 


SELLING HINT: When a customer buys 
one Gibson book, also suggest others of a 
different type. For instance, if a mother 
chooses “Baby’s Milestones”, suggest a 
gift for Grandma, an “S.0.G. With P.I.P.” 
(Silly Old Grandmother With Pictures In 
Purse). Let her leaf through your Gibson 
catalog. Chances are, she'll be back to buy 


again and again! 


Gibson Memory Books...don’t forget! 


I 
THE 
y, x 7. 
OR Gbeon 
COMPANY 
NORWALK, CONNECTICUT 


Showrooms at 225 Fifth Avenue, New York City 
and The Dalias Trade Mart, Dalias. Texas 


THE MOST COMPLETE LINE OF MEMORY BOOKS IN THE WORLD! 
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Removal Notice 


MAX FINE & SONS, ixc 


Cutters and Importers of Diamonds 
our 71st Year 


Announce the removal of their Offices 


tO 


TIME & LIFE BUILDING 


1271 AVENUE OF THE AMERICAS 
NEW YORK 20, N. Y. 


A cordial invitation is extended to all our 
friends and customers to visit us at our new 
quarters during the R.J.A. Convention at the 
Waldorf-Astoria Hotel, the week of Aug. 6-10. 
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Come see our new and 
exciting...handsome... 


complete line of easy- 


selling portables in the 
fullest price range ever! 
Come see us at booth... 


M€erniruytorns. Portable Typewriter Division Sperry Rand Corporation 
JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1961 119 
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ELERS 


Why are some jewelers 
prouder of their rings than others? 


Artcarved 





the most coveted ring franchise in America 


WOULDN'T YOU BE PROUD to have your 
customers pre-sold by national advertising 
on the quality and beauty of the rings you 
sell—and on your reputation as a fine 
jeweler? Artcarved jewelers are backed by 
compelling full-page national magazine ads, 
plus full-scale store promotional tie-in ads. 


WOULDN'T YOU BE PROUD to be part of a 
century-old business reputation? Artcarved 
has been building good will and customer 
confidence for more than 100 years. 


WOULDN'T YOU BE PROUD to eliminate 
the hidden inventory costs which drain off 
your profits? As an Artcarved dealer you 
always have a balanced stock on hand, plus 
a reserve stock instantly available from 
Artcarved. You order as needed — by cat- 
alog if you prefer. 


WOULDN'T YOU BE PROUD to have service 
you can depend on absolutely; quality 


guaranteed in writing; the diamonds you 
want, always available at standard quality 
and price? All of these services are part of 
an Artcarved franchise. 


WOULDN'T YOU BE PROUD to have your 
salespeople learn faster, sell more effec- 
tively because they have confidence in what 
they are saying? Artcarved’s simple, unique 
sales story means easier selling, greater 
customer satisfaction. 


WOULDN'T YOU BE PROUD to be able to 
assure the nationally-recognized value of 
your customer’s ring with an Artcarved 
Permanent Value guarantee, plus a world- 
famous trademark, individual registry 
number, and a personal registration to 
protect the customer? 


WOULDN'T YOU BE PROUD to have your 
own Artcarved franchise? A simple letter 
to us can start the ball rolling. 


Artcarved 





J. R. Wood & Sons, Inc. « 216 East 45th Street, New York 
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LONGINES-WITTNAUER 


YOU TOLD US: 





“STORE TRAFFIC...INTEREST IN FINE QUALITY WATCHES 
AT AN ALL-TIME HIGH” 


Jewelers report on results of our Reader’s Digest campaign 


Ballinger, Texas has a total population 
of 5,300 including children and babies; 
its Reader’s Digest circulation is 515. 


When the Digest’s May issue hit Bal- 
linger—featuring Longines-Wittnauer’s 
3-page color ad and bound-in lucky 
number cards—Jeweler Charles M. 
Hambrick kept count of the people who 
came into his store to check their cards. 
His tally as of June: 471, almost 10% 
of the whole town! 


Mr. Hambrick, who as a direct result 
of the promotion had just sold a $99.50 
Longines watch when he wrote to us, 
concluded: “We’re highly pleased.” 


So—we’re happy to say—are jewelers 
in every part of the country. 


“The Reader’s Digest May issue arrived 
in our town yesterday and immediately 
we began having calls,” says Muse Jew- 
elry Co., Williamston, N. C. 


“This is the best promotion I have ever 
seen in the watch industry,” reports R. 
O. Crawford of Crawford Jewelers in 
Butler, Pa., who was lucky enough to 
draw a winning customer (and news- 
paper publicity with it). 


Robert B. Paul of the Plumb Jewelry 
Store in Des Moines, Iowa tells us that 
he accepted coupons from 750 people, 
“many of whom expressed interest in 
buying a fine watch in the future.” Says 
he: “I think you have done the whole 
watch industry a great service.” 


The Impact of the Ad 
was Fast and Powerful 


Response to the lucky-number cards 
came as soon as Reader’s Digest hit the 
mails. 


M. Judd Jewelry Co. in Albuquerque, 
N.M. was “snowed under”. ..Crescent 
Jewelers of Monterey, Calif. was 
“swamped”—and Stokes Jewelry Co. 
in Panama City, Fla. said,“We have had 
a million and one calls on your coupon 
in the May issue of Reader’s Digest.” 
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“Our experience with this promotion 
was fantastic,” writes Joe Hurst of 
Hurst Jewelers in Anaheim, Calif., who 
points out that “the inquiries gave me 
a fine mailing list.” 


“We were introduced to many new 
customers as they came in to check our 
list of winners, which gave us a chance 
to talk up quality watches,” report 
Frances and Robert Carroll of Martin’s 
Jewelers in Auburn, California. “We 
felt that the promotion had high pres- 
tige and we were proud to be one of the 
Longines-Wittnauer jewelers.” 


Here are Three of Many Winners 


Sees 


Mrs. Bertha Paradise receiving her watch 
from Miss Kamuda, salesclerk in Henry’s 
Jewelry Store, Indian Orchard, Mass. 


Mrs. Wesley Stanley receiving her prize 
from a Longines-Wittnauer representa- 
tive. The jeweler, Mr. Rene Derwey of 
Milwaukie, Oregon is on the right. 


‘bell 
Mr. Ralph White, owner of White Jew- 
elry in Lacon, Illinois, presents Longines 


to winner, Mrs. Donald Hodge. 


They Got What They Gave 


Many jewelers found that their success 
with our Reader's Digest campaign 
was in direct proportion to their own 
participation. Those who took advan- 
tage of our newspaper advertising mats, 
store displays, publicity and radio and 
TV spots heard their doors open most 
often. 


They also benefited from Longines- 
Wittnauer’s built-in public acceptance 
—our famous “Consumer Franchise.” 
This year the trend is decidedly toward 
fine quality watches. Jewelers who tie- 
in with Longines-Wittnauer programs 

and carry our lines in depth—will 
sell more quality watches. 


- 
el 





New Booklet Helps Train 
Jeweler Salesmen 


We are currently preparing a sales 
training booklet for jewelry store sales- 
men. If you're planning to take on 
additional help for the holidays—or 
if your regular clerks could use a 
refresher—you ll want this little man- 
ual. Just fill out the coupon and we'll 
put your name on the list to receive 
it as soon as it comes off the press. 





Advertising Department 


Longines-Wittnauer Watch Company 
580 Fifth Avenue * New York 36, N.Y. 


Please reserve copy of sales training booklet 
for my store. 


Store Name 
Address 
City Zone State 











Signature 














LONGINES-WITTNAUER WATCH COMPANY 
LONGINES 
WITTNAUER 
LE COULTRE 
VACHERON & CONSTANTIN 
ATMOS 
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 Cnerieen WIspDOoM: A horticul- 

A tural sage suggests that the first 
thing a girl hopes for from the gar- 
den of love is at least one carat. 

If the sage really knew his onions. 
he would go on to say that the same 
canny female hopes the provider ot 
the carat has plenty of lettuce stashed 


away. 


tthe Ee, TOO TRUE: If you learned in 
school that the Stone 


long, long ago, think again. The real 


\ge was 


facts have emerged at last. 
Pacific 
Vagazine, “The stone age is from 16 
to OO 
better she will like it.” 


Telephone 


According to 


and the larger the stone the 


ladies 


 pextsarens GIRLS: The 
A better look to their laurels or 


they will be losing out to the canned 
music industry. 

More diamonds are going into 
phonograph needles than into rings, 
says a New York manufacturer of hi- 
fi equipment. 

Karl Jensen, president of Jensen 
Industries, says that because of the 
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SPEAKING OF THE JEWELRY TRADE 


growing popularity of stereo sets he 
believes nothing but diamonds will 
be used in phonograph needles within 
three years. 
Fortunately, there has been no 
noticeable fall off in the popularity 
of women, so the competition be- 
tween the stereo machine and_ the 


weaker sex will be a fairly even one. 


GQ OME SAVINGS! We read where the 
\“ Army has eliminated the watch 
pocket from uniform trousers. sav- 
ing $666,000 a year. 

Seems likely that if the Pentagon 
had eliminated the watch pocket 
when the pocket watch practically 
passed from the scene—instead of 
waiting so many years—it could have 
put several millions in savings in 
some other pocket. 

Of course, the demise of the watch 
pocket in uniform trousers will work 
a hardship on some G.I.’s. Where 
will they carry their cigarette 
lighters ? 

And it’s curious that, the very year 
the watch pocket disappears from 


G.!. uniforms. the vest returns to 


civilian attire—with its need for 
Waldemar chains. charms and pocket 


“ atches! 


y,AST BUCK: A full-grown deer 
wandered into the business area 

of Manassas, Va., and visited the 

Petersen Jewelry & Gilt Shop. 

As he charged in, like a battering 
ram, the visitor narrowly missed a 
customer in the doorway. Inside, he 
leaped at a mirror and shattered both 
it and a display of glass and crystal. 
Further damage ensued—to the tune 
of $500. 

The county game warden finally 
removed the frightened deer and his 
eight-inch horns to the woods. 

Makes you wonder whether jew- 
elers’ block policies cover breaking 


and entry damage by wildlife vandals. 
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SEPTEMBER /ééxSALE! 


September 1-30 





String 


THE BEST LOVED ROSE DESIGN 
OF ALL TIME 





Onder Yow _-+ Place Settings, 


Individual Pieces and Serving Pieces 











A Tradition Worth Keeping... 


HEIRLOOM STERLING 


@® ONEIDA ® 
SILVERSMITHS 


Makers of Fine Sterling, Silverplate, Stainless 
and Melamine Dinnerware 


“Trademark of Oneida Ltd., Oneida, N.Y. 
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iY ASTER S MISERIES: The modern 
“ watchmaker may have some 
gripes about not being appreciated. 
But hark to the plight of Hanus Ruze. 

Back in 
the toast of Prague. capital of the 
Kingdom of 


came trom afar to admire his master- 


640 Master Hanus was 


Bohemia. Travelers 
piece. an amazingly complex astro- 
nomical clock called the Orloj, placed 
alop the Town Hall. 

Master Hanus was besieged with 
orders to duplicate his feat. but he 
wished only his own beloved city to 
have such a marvel as the Orloj. 

\las, the Prague Councilors feared 
the good master would vield to the 
temptation of gold. They put their 


minds at ease by sending three 
flunkies to put out the craftsman’s 
eves with a red hot dagger. so the 
legend goes. 

Master Hanus gained revenge in 
the end. He asked one of his pupils 
to lead him to the works of the great 
clock he had created. Then he thrust 
his hand into the mechanism. bring- 
ing it to a jangling halt. Master 


Hanus collapsed and died. 


The Orloj is running again today. 
But it stood silent for decades be- 
cause its early beneficiaries failed to 
trust the generous heart of a master 
watchmaker. 


(i LUMP OR TWO? We always 
thought the boys occupying the 
Kremlin since 1917 abhorred capi- 
talistic baubles. 
lt appears, however, that they kept 


a hand-me-down from the Tsars: the 


largest collection of Elizabethan and 
Karly Stuart silver visible in one 
place,” according to a book adver- 
tisement in the Manchester Guardian 
Ht eekly. 

News of the Kremlin 


collection 





ne A 


PUAMONDS 





YS 


“Now then, we'll arrange daily payments’”’ 
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leaked out in 1880. but Charles Oman 
was the first Englishman for 50 years 
to be allowed to handle this “amazing 
treasure. 

Oman describes it in The English 
Silver in the Kremlin, published last 
month in London and priced at 42 


shillings. 


; eng ADVERTISING: Would you 
take your car to a_ mechanic 
whose own car needed fixing? 

A few jewelers in Newark, N. J., 
received unwelcome publicity of this 
sort when a reporter checked 24 of 
the citys public clocks for accuracy. 

Nine were fast by one minute or 
more. Four were slow—by as much 
as 20 minutes. Four others weren't 
working. Two were handless. One 
clock had gone berserk, gaining an 
hour every three minutes. 

\ church custodian had a curious 
explanation for his steeple clock’s 
tardiness: “The weight of the minute 
hand keeps it slow.” 

Only four timepieces were exactly 


on time. 


ae THOUGHT: A miniature 
£3 recording device, developed in 
Germany. can be installed in clocks 
or watches instead of buzzer. bell or 
chime. 
Now. to 


morning. 


wake them up in the 
nostalgic city-livers with 
rural memories may choose to have 
a rooster crow at 6:45 a.m. Isolated 
farm folk might prefer the cozy honk- 
ing of taxi horns from atop the bed- 
side table. 

Possibilities are endless: from rock 


*n roll to Beethoven’s Fifth. 


For those who find it really tough 
to turn out of the pad, a recorded 
message from a raucous mother-in- 
law might do the trick! 





HRISTMAS 
FORECAST 


Manufacturer estimates: How much better retail jewelers will do this year 





Jewelry, gold, gold filled—10 percent gain generally seen. 


® HOW WILL YOUR BUSINESS be this Christmas? 

To any retail jeweler, this is The Big Question; 
the answer will go far toward determining his 
profits for an entire year. 

JC-K fired the question point blank at repre- 
sentative jewelers from Coast to Coast, and, to 
give jewelers’ replies added perspective, asked 
manufacturers of jewelry store merchandise how 
they felt jewelers would do this Christmas. Re- 
plies received indicate fairly general optimism 
among jewelers themselves and even greater 
confidence on the part of the manufacturers. 

Of the jewelers polled, 84 per cent said they 
felt that retail jewelers’ volume in Christmas, 
1961, would be as good or better than a year 
ago. The great majority—63 per cent—thought 
it would be better, with most estimates ranging 


126 





Glassware—most manufacturers see a 10-12 per cent rise. 


from a5 to a 10 per cent increase. 

Only 16 per cent felt business would not be 
up to that of last season, and this group was 
from states where unemployment was still high 
or agriculture had been hard hit by adverse 
weather conditions. In other words, these jewelers 
answered the question in terms of their im- 
mediate area rather than that of the country 
as a whole. 

Manufacturers were asked: “How do you be- 
lieve the volume done by retail jewelers this 
Christmas in merchandise such as your company 
makes will compare with Christmas, 1960?” 

Replies were overwhelmingly positive—88 per 
cent of manufacturers polled replied “up,” 6 per 
cent said “‘about the same,” and 6 per cent said 
“down.” 
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The shape of the fall and Christmas 


selling season, as seen by 
representative manufacturers 
and retail jewelers. Consensus: 
A gain of 5 to 10 per cent 


over same period of last year 


Silverware—forecasts suggest a 6 to 12 per cent increase. 


The majority of both jewelers and manufac- 
turers who anticipated better jeweler business 
this Christmas gave as their chief reason the 
generally improved economic climate. 

Some sample jeweler replies: 

“Factories in this area [Connecticut] should 
be working full force. A definite upswing has 
been already in evidence.” 

“People feel that things are getting better. 
They feel that the recession is over. Business so 
far this year is better than last year” (a Wash- 
ington, D. C., jeweler). 

A Colorado jeweler suggested that: “Last 
vear’s business was greatly affected by the results 
of the election. This year there is no election, 
and the consumer is again reassured of some 
stability.” 


JEWELER 





Chinaware—one producer expects sales to rise 30 per cent. 


Watches— increases of 4-20 per cent expected; average 10. 


Diamonds, diamond jewalry—nearly every forecast favorable. 
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(continued ) 


The Retail Viewpoint 


A cross-section of retail jewelers’ replies 
when JC-K spot-checked the nation, asking jewelers 
‘“‘how will Christmas business this year 
compare with last, in your part 
of the country?”’ 


Christmas forecast: 10% decrease. 
‘‘We are about to suffer our third year 
of poor crops.’’ Kenneth J. Roush, 
Cut Bank, president of Montana RJA. 


A Texan observed that, ““The lack of business 
for the past six months has left unfilled much 
of the demand for fine jewelry. With reasonably 
good general business conditions, this accumu- 
lated demand could result in a very good 
Christmas.” 
Other jewelers based their optimism on a com- Christmas forecast: Better than ‘60. 
parison between their volume for the first six “With reasonably good general busi- 
months of this year and that of 1960. ness condRions, saccumnated Comend 


could result in a very good Xmas '6l. 
14 K jewelry and better watches should 


in? do well.’’ — Richard Reiner, San An- 
How Large a Gain: tonio, president of Texas RJA. 


Some manufacturers and distributors were 
more hopeful than others in regard to jewelers 
doing more business with their lines this Christ- 
mas. The following table reflects the sentiments 

(Please turn to page 210) 
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“UPGRADE” 


Christnias forecast: 6 per cent better than last year. ‘‘Watches, gold jewelry, dia- 
monds, silverware look especialy promising. . . . Intelligent jewelers will not try 
to join the discount business. The best way for them to improve their competi- 
tive position is by upgrading their merchandise and themselves.’’—Ben Rosner, 
Phoenix, president of the Arizona Retail Jewelers Association. 








“TRAIN SALESPEOPLE” 


Christmas forecast: Up 5%, led by diamonds, mountings, gold jewelry. ‘Jewelers 
should create a personal image, with a complete absence of pressure tactics and 
thereby, in a sense, take themselves out of competition with other outlets. Sales 
training along these lines creates word of mouth advertising.’’—William Preston, 
Jr., Burlington, immediate past president, Vermont RJA. 





“SELL QUALITY” 


Christmas forecast: 10% improvement. ‘‘Jewelers’ business is much better this 
year on higher priced items, particularly diamond pieces and better watches. Best 
way for jewelers to improve their position in the marketplace this Christmas sea- 
son is to stress better quality merchandise.’-—W. Karl Mintel, Syracuse, presi- 
dent of the New York State Retail Jewelers Association. 





“GLAMORIZE” 


Christmas forecast: 5% gain. ‘‘Christmas savings are higher. Silverplated hollow- 
ware and crystal will do well. Jewelers must glamorize and bring out the romance 
of the products they sell. No jeweler should ever assume that the buying public 
has an automatic desire to own what he has to offer.’-—Charles J. Cumicek, 
Seymour, president of the Wisconsin RJA. 


“CATALOG COMPETITION’ 


Christmas forecast: Up. “Employment has increased, but even so business is 
still slow in this state. Our customers have had too short an experience with 
catalogs and discount houses to be ready to decide for themselves; they are still 
thrilled with the novelty of these new ways to buy.’’—Herbert Pazol, Muncie, 
president of the Indiana Jewelers Association. 








| “EDUCATE PUBLIC” 


Christmas forecast: 8% ahead of last season. ‘‘Traffic and sales have improved 
since March. Diamond and fine gold jewelry look particularly promising. Mis- 
leading trade practices are hurting legitimate retail jewelers; the only solution | 
have is more public education by both word of mouth and advertising.’’—Nat 
Robertson, Gainesville, president of the Florida Retail Jewelers Association. 


“PRIDE IN HOME™ 


Christmas forecast: 10% improvement. ‘‘Employment is considerably above !ast 
season in this area. We expect a normal increase in all departments, especially 
silverware. Watches are still lagging. Wedding business is fine. We note a little 
more pride in a new home properly furnished, even if the new car must wait a 
year."’—Dwight Raff, Talladega, president of Alabama RJA. 








A NIGHT IN 


An hour-by-hour preview of RJA’s 
National Jewelry Show, Aug. 6-10. 
“A Night in Spain” 

is theme for convention dinner 

on Starlight Roof 


@ SHOW TIME IS AT HAND. The ink on this issue 
of JC-K will be barely dry when the Retail Jew- 
elers of America raise the curtain on the 1961] 
RJA Convention and National Jewelry Trade 
Show in New York’s Waldorf-Astoria Hotel. 

For those jewelers fortunate enough to attend, 
this blow by blow run down on what’s happening, 
when, and where will serve as a detailed supple- 
ment to the RJA’s printed schedules. 

And it will, we hope, bring those jewelers un- 
able to make this year’s show a bit closer to ring- 
side, in spirit if not in fact. 

On Saturday, Aug. 5, the first arrivals will be 
milling around the display areas, watching ex- 
hibitors put the finishing touches on their booths. 
Jewelers who wish to can register from noon to 
6 p.m. on the second floor of the Waldorf on the 
Lexington Avenue side. 


Sunday, August 6 


Grand opening is scheduled for noon Sunday. 
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Fernanda, shown twice in this montage, 


A well known public figure will observe the for- 
malities of ribbon cutting, to the accompaniment 
of popping press cameras. RJA officials will then 
accompany President Maurice Adelsheim, Jr., on 
a tour of the exhibits. The latter will be open from 
noon until 9 p.m. Registration will be from 9 a.m. 
to 8:30 p.m. 


Monday, August 7 

The RJA has gone to considerable trouble to 
insure that this year’s panel discussions are of 
the utmost value to all jewelers. First of the three 
on the books for the 1961 show starts at 10 a.m. 
Monday in the Waldorf’s Starlight Room. 

Topic will be: “How the bridal gift business 
can be brought back where it belongs—into the 
jewelry store.’ Both retailers and manufactur- 
ers will dig into this one from all angles, and, as 
in all the panels, questions from the floor will be 
welcomed. 

President Adelsheim will moderate. Panelists 
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will be among entertainers at RJA’s Spanish-theme dinner. Grand prize will be an expense-paid jet trip for two to Madrid. 


will be: Carroll Seghers, of Carroll’s Jewelers, 
Coral Gables, Fla.; Howard Michaels, _ of 
Michaels, Inc., New Haven, Conn.; John J. Kane, 
of Gorham Manufacturing Co.; J. Russell Price, 
of Royal Doulton Co.; and C. Read McLean, of 
Towle Manufacturing Co. 

At noon, the Advisory Council will hold its an- 
nual meeting. 

Monday exhibits will be open from 9 a.m, to 
7 p.m., and quests may register from 9 a.m. to 
62350 p.m. 

Social high point of the convention will be the 
annual banquet Monday night at 7 p.m. on the 
Starlight Roof. Motif of this year’s dinner is 
Spanish; jewelers and their wives will be invited 
to spend “Una Noche en Espana” (A Night in 
Spain). 

The Spanish theme will be carried out through 
the wines, cuisine, entertainers, music and 
favors. Featured performers will be Cuban-born 
baritone Jose Duval and Fernanda, the gypsv 
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dancer recently featured in the movie, The Death 
of Manolete. Flamenco singer José Moreno and 
guitarist Pedro Cortes will accompany her. 

Spanish guitarists will play soft, seductive 
background music during dinner, and after din- 
ner Howard Lanin’s Orchestra will play for 
dancing. Before the evening draws to a close, 
numbers will be drawn from a hat; one lucky 
senor will draw a number which will send him 
and his senora winging their way to Madrid by 
Strato-Jet for a week’s stay at the Castellana 
Hilton Hotel, all expenses footed by RJA. 


Tuesday, August 8 
In the Christmas forecast story carried else- 
where in this issue, many jewelers predicted that 
quality watches will present good opportunities 
for profit if they are well merchandised. Jew- 
elers who want to know ‘‘What the retail jeweler 
can do to recapture the watch market” should be 
(please turn to page 208) 
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A 

A & B Fine Jewelry Mfg. Co M 121 

Admark-Albert Adler 3-124 

Accre Watch Co., Inc. ......... “E 13 

Adams, William, Inc. . .30-36 

Advisors, baci t00m 923 
S 28-% 


ne ering Co., Inc. 
Altheimer & Baer, Inc. 
American Charm Corp. 
Amira Jewelry Co. .. 
Arbor Jewelry Co. 
Argentum Silver Co. 
Arm of Retail Merchants Inc. 
Rooms 9 L, M 
Arnstein Bros. & Co., Inc. .. Room 8 B 
Avedon Mfg. Corp. ... ea, SZ 
Axel Brothers, Inc. ......... 135-136 


B 
memem & Foes Co. ......ccccccccen 4 
ee ee eee 208 
Bayer, Pretzfelder & Mills, Inc. 
Room 884 
Bell & Howell Co. : 
Bell Trading Post 
Benrus Watch Co. 
Rooms 951, 953, 955, 957 
Pentley Lighter Corp. .......... 233 
Berwin Jewelry Co. 
Betesh, Charles I., & Co. 
Bettina Jewels, Inc. 
Blackinton, W. & S. Co.., 
Park Lane Hotel-Petite Salon 
Blum, L. Jewelry Co. M 118 
Boardman, J.C, th Co. ......329-330 
Boner, M. Co. .... ca 129-130 
Borgzinner, Inc. Room 944 
Botell Ring Co., Inc. ........... 137 
a ~“apatel Ornamental Products, 
ne 
Brown & Gravenson, Inc. 
Bufkor, Inc. ...... 77-78, 81-82, 88- 90 
Bulova Watch Co. ..4J, K, L, 4 M 1-3 


C 
Caribe Time Products, Inc. ....... 39 
Central Business Machines Corp. 
M 122 

Charmking Jewelry Corp. ....... 143 
Chesterfield Jewelers, Inc. .. .326-328 
pS ee Room 991 
Coehler, Henry Co., Inc. ... Room 866 
Cohen, A., & Sons Corp. 

Jansen Salon & Blue Room 
Color Bail, Ime. ..ccccccccs Room 959 
Columbia Silver Co., Inc. 317 
Columbus Show Case Co. 


. DATE- 


‘WALDORI 


Continental Merchandise Co. .230-231 
Coro Fashion Watches, Ltd. ..T 13-17 
Crow SiiV@Pr, BMG. «ccccccccs 84 & 92 
Crown Wristband Co., Inc. 
Cuckoo Clock Mfg. Co., Inc. 
Cultured Gem Stones, Inc. oom 
Cultured Pearl Association 
Customized Diamond Rings 

Rooms 853, 855 


D 
Dagan Jewelry Co. ........... M 107 
Davidson & Sons Jewelry Co. 38 
Decor Jewelry Co. 
Deltah, Pearls By 
Dennison Mfg. Co. 
Diamond Manufacturers & 

Importers Assn. 
Dolan & Bullock Co. 
Doskow, Lenore, Inc. 
Doskow, Leonore, Portraits, Inc. 

332, 333 

Doulton & Co., Inc. ........ Room 848 


E 
Eastern Jewelry Mfg. Co. ....... 105 
|S LL See Room 849 
Elgin National Watch Co. 
Carte Blanche Rm. and 
Carpenter Salon 
Elpa Marketing Industries, 
Re Pee ee ree Room 805 
Empire Hollowware Co., Inc. ....313 
Engelhard Industries, Inc. ....... 18 
English Silver Manufacturing 
SG, cia wea ke Ain ad a ako eae 323-325 
Salent ‘Watch Serr 63 
Eton Jewelry Mfg. Co. ............3 
eee Ge Go, BI. occa saves 305 


Fr 
Faer-Lessman Corp. ............304 
Fairbanks Ward Industries. . . 216-217 
Feature Ring Co.. Rooms 8 E, F, G, H 
Feinstein, E. S., & Co. 

Felsenfeld, Jack i Inc. 

Ferri Bros., Inc. 

Fiddleman, : & Son . 

Fleischman, Louis 69 
Flex-Let Corp. ....... Rooms 801, 803 
Florn Clock Co., Inc. 12 
Forestville Clock ks wave mee 118- 119 
Forman-Cutler Co., Inc. ........... 5 
Forstner, Inc. ....... Rooms 868, 870 
Freed, Edwin, Inc. 30-3 


G 

Gem Platinum Mfg. Co. 

Gemex Precision Metals, Inc. 
Rooms 9R, 

Gemological Inst. of America 


General Charms, Inc. ...... 85-87, 91 
General Electric Co. ........... 67-68 
Gift Box Corp. of America ‘ 
Goldbar Mie. Corp. .....ccessees B 5 
Goldcraft Jewelers 
Golden Shield Corp. 

Rooms 401, 402, 407, 418-419, 4V2 
Gold Filled Manufacturers Assn., 

Inc. 2 
Goldstein-Gerson Co., Inc. 
Goodman & Co. 
Gorham Co., The 
Rooms 877, 879, 881, 883, 885 

Gorman, Henry, & Son, Inc. 0) 
Gotham Watch Co. Inc. .... Room 961 
Gould Advertising, Inc. .... Room 865 
Grace Jewelry Co. ........... M 126 
Gruen Watch Co., The. T 3-12, E 27-30 
Gutschneider, Jack, Jewelry Co., 


H 
Hamilton Watch Co. 
tooms 403-404, 408-409, 414- = 
Hammerman Brothers 
Harlee Creations, Inc. 
Harlie Transistor Products, 
ee Sr a M 115 
ON rr 
Hartsell Miracle Jewelry Cleaner 
Co. 
Heart O’Romance ......... Room ail 
Honda Associates, Inc. 
Honora Jewelry Co. 
Huye Space Saving Box System. 98-99 


! 
Imperial Lamp & Shade Co. .....203 
Imperial Pearl Syndicate, Inc. 

Rooms 912, 914, 
Incabloe Corp. saereee a alates areue 
International Cultured Pear! Co. 

of Chicago 

International Silver Co. ...... 
Epekd@jian Ime. ...ccccceccsss 234-235 


2 


J 
Jaffe, A., & Sons, Inc.. Rooms 967-969 
EO be errr errr ry 141 
Jayposen Charm & Jewelry Mfg. 

Co. 
Jewelers’ Circular-Keystone .....2: 
Jewelers Consultants Inc. ....... 942 
Jewelers Guild, Inc., The 
Jewelry Industry Council 


K 

K.S.K. Jewelry Co. .........311-312 
Kahn-Jacobson Inc. 
Kaplan & Reed, Inc. ......... M 109 


Karlan & Bleicher, Inc. 
Rooms 867-869 
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It’s time to stock up for a holiday season that promises to beat last 


year’s by at least ten per cent. 


These 297 suppliers are presenting 


new merchandise, advertising aids and sales promotion ideas during RJA’s 
big National Jewelry Show at the Waldorf - Astoria Hotel in New York 


Kaspar & Esh, Inc. ... Rooms 994-995 
Katz, Frank M., Inc. 

Keystone Camera Co., Inc. 

SE” i Se 125 
Klang, Wladek 

Koch, F red J. 

Krementz & Co. ...... Rooms 900-902 
Kushner & Pines, Inc. ..... Room 921 


L 


L & R Manufacturing Co. 
Landau, Max, & Co., Inc. 
Lang Manufacturing Co. 
L’Argene Products Co., 
Lauffer, H. E., Co., Inc. 
Laytan Jewelers, Inc. ... 
Lazarus Jewelers, Inc. 
Lederer, Victor Co. ....ccccccccccdl 
Leeds Travelwear Products .140, 144 
Lehman Bros., Silverware Co..309-310 
ee ar 224 
Lieber & Lerner Room 904 
Lifton, Harold, Co., .209- 210 
Lignum-Vitae Products Corp.. 
Linde Co. 
Lohengrin Ring Co. ..Rooms 8L, 
Longines-Wittnauer Watch Co. 

Rooms 8 R, S, T, U 
Lovebright Diamond Co., Inc. 

Rooms 980-982 

Lucien Piccard Watch Corp. ...6, 15 
Lumin Jewelry Co. ..........6.. 145 


M 


M & M Jewelry Creations 306 
Mansfield Holiday a rine eit 106 
Marathon Co. . . Rooms 968- 970 
Marhill Co., Inc. 

Matsushita Electric Corp. 

of America 
Mautner Co., 
Meeker Co., The 
Mele Manufacturing Co., Inc. . 
Merchandise Selectors, Inc. 

Fe me rer | | 
Milada Jewelry Co. .............308 
MGM Jewelry Manufacturers, 

Ps. eka ee etic i eh weal acalh inal 232 

Miracle Diamond Rings 

Rooms 853, 855 
Moba Jewelry Corp. .............-. l 
Modern Onyx Mfg. Co., Inc. 
Modern Sewing Machine Co., 

UO: atk oe be Cen ee ka ee Oe M 105 
Monte Jewelry Mfg. Corp. .......331 
Monterey Jewelers, Inc. .......... 16 
Morel Jewelry Displays, Inc. 

Rooms 941-943 
Moss Photo-Litho, Inc. .......... 101 
Sa EE: -. ncneekSrcuxeeens 246 


N 
N. J. Jewelry Mfg. Co., Inc. 
Napier Co., The 
National Bridal Service, Inc.... 
National Jeweler Magazine ..... 238 
New Hlermies, IMG. 26s cecccccccs 55-56 
New York Transistor Corp. 

Rooms 815, 817 
North America Philips Co. ....47-48 


.111-112 
err Bll 


2. Room 923 
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Swedish Metalcraft, Inc. ........ 241 
Swift Instruments, Inc. .......... 43 
Syndicate Diamonds Inc. 

Rooms 8L, 8M 

Syracuse Ornamental Co. .....E 1, 2 


T 
I, Bs Og gn 6 sek 0 cts 83 
Tanz, Philip, Co., The ...... 201-202 
Taris Imports, Inc. .........243-244 
Tasco Sales, Inc. .........M 111-112 
Teena Creations, Inc. ....... E 22-23 
Tessco Jewelry Creations ......... 25 
Tishman & Lipp 
Carpenter Suite, White Room 
Tobias, Meyers & Nebenzah|! 
Towle Manufacturing Co. 
Rooms 842-844-846 
Town & Country Jewelry & Import 
EE ES Ee rey 
Transistor World Corp. 73 
Tropar Manufacturing Co. ....M 123 


U 
Ultrasonic Industries, Inc. ......242 
United States Time Corp. 

i EE 


V 
Vacheron & Constantin-Le Coultre 
Rooms 8 R, S, T, U 
Valiant Watch Ltd. Room 990 
Van Del Corp. .... Rooms 901-903-905 
Van Wowk, Nicholas ......... M 126 
Vecere, Robert A., & Co. ......M 117 
Victorian Jewelers 
Vista Electronics Corp. .. 


WwW 
Wallace Silversmiths. .Rooms 410-413 
Wapner, Co., The ............M 120 
Warner Jewelry Co. ............ 213 
Watchmakers of Switzerland. 110-112 
Weissman Watch Corp. ....... 4-V-1 
Westclox, Division of General Time 

Corp. 
Winard, Inc. 
Winston, Harry, Loose 

Diamond Division Set ss — 
Wood, J. R., & Sons, Inc. 

Rooms 915-917 


._Room 990 


Y 
Yeffeth, S., Jewelry, Inc. ......M 114 


ES re 128 


CODE: B—Basildon Room. E—Empire Room. S—Sert Room. T—Park Avenue Terraces. 


IFWELERS' CIRCULAR-KEYSTONE, AUGUST 196! 


133 





@ Fashion editors from Seattle to Bangor streamed into 
New York’s Waldorf-Astoria July 12 during the New York 
Dress Institute’s semi-annual show for the fashion press. 
Gowns by designer Burke-Amey here form a backdrop 
for diamonds from leading New York jewelers. A. Cascade 
brooch contains 268 round and pear-shaped diamonds, 
gold bangle bracelet has over 600 round diamonds (Tif- 
fany). B. Model wears two diamond stars in her hair, a 
diamond brooch in her shoe; necklace and bracelets contain 


diamonds of multipie cut to match other jewelry (Black, 


Starr & Gorham). C. Scalloped chain of marquise dia- 


monds with round, 55-carat white and 100-carat golden- 


yellow cushion cut (Van Cleef & Arpels). i 
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A RECIPE FOR BEAUTY: 


TIMELESS DIAMONDS, 


PLUS TIMELY GOWNS, 


ON GORGEOUS 


MODELS; 


THE RESULTANT 


FEAST FOR THE EYE 


IS ON THESE PAGES 





By Marvin Rogers 
Sales Manager 


Meyer Jewelry Co., !nc., Detroit 


With delinquent credit accounts, a telephone call is usually 
five times as effective as a collection letter. Use telephone! 


It is one thing to 


sell merchandise— 
@ IT WOULD BE NICE TO BELIEVE that all customers 
yaid their bills simply because it was the proper 
thine nae : another to get your 

But any credit manager who believes this to be 
even remotely true is running a risk that can lead money when due. An 
to financial disaster. 

We all like to feel our customers pay us out of experienced credit man 
honesty. But this is a dangerous fallacy in many 
cases. Customers pay because they are expected 
to pay; they pay to keep their credit rating good; 
and, finally, they pay because they know they have 
to pay, one way or another. to do the latter 

Collection must be a pre-planned, positive and 
thorough action which produces a steady flow of 
dollars with a minimum of expense. 

Collection effort and customer education are 
the same thing. This educational process starts 
when the terms are explained. 

If the customer gets paid on the 15th, then set 


tells how 
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up the payments for the 17th or 18th. Be realistic 
about dates and terms. Make sure the customer 
understands and agrees before he leaves the store. 
It is a known fact that if the customer does not 
respect your terms and dates of payments, he will 
start careless paying habits almost immediately. 
He will also disregard your duns and will even- 
tually have little respect for your store or your 
merchandise. 


Oversold Equals Delinquent 

Therefore, in setting up terms, remember this: 
A customer’s ability to pay is based upon his in- 
come weighed against his obligations. Foolishness 
can bring a delinquent account into being, denying 
you the add-on business which every credit Jew- 
elry store must have in order to survive. It is an 
inescapable fact that an oversold account almost 
invariably ends up a delinquent account. 

A collection letter is only 20 per cent as effective 
as a telephone call. The first payment is critical. 
So a telephone call should be the initial collection 
effort. 

When the first payment is missed, telephone the 
customer but disguise your purpose. Ask her if 
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Date when next payment is due, written in charge column 
of ledger card, helps collector spot overdue accounts. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1961 


the toaster is functioning properly—is she pleased 
with the radio—is the watch running accurately— 
or does the ring fit? You might even go a bit 
farther and ask if any of her friends have ex- 
pressed interest in the same merchandise, and if 
so whether you have her permission to call them. 
Sales are available through this medium. 

Once the conversation is flowing, tell her it ap- 
pears that the store must have made a mistake 
and put down an incorrect date for the first pay- 
ment. Say that you had the payment set for the 
17th and that since it is now the 22nd you feel 
you may have misunderstood the date on which 
she wanted the payment to fall due. Chances are 
she will either say she is late and is sorry, or that 
this date is not satisfactory. 

At this point you can arrange a new payment 
date if necessary and be fairly sure that the cus- 
tomer will take this payment date a great deal 
more seriously in the future. If prompting is nec- 
essary a second time, then the account is probably 
somewhat shaky. 

The purpose of customer education in credit is 
to do away with the need for continuous collection 


(please turn to page 169) 
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STARTING 
CARD No. 


2174 
2969 
3347 
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FEB. 2, 1961 
FEB. 3, 1961 
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Collection Control Card indicates the daily work load of each 
collector and shows how often ledger cards are checked. 
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Israeli diamond industry pioneer Izzy Fuchs, standing, oversees polishing operations in a government factory. 


® TWO BELGIAN IMMIGRANTS to the British man- 
date of Palestine started a small diamond cutting 
factory in their adopted homeland in 193 

The pair, Izzy Fuchs and Zwi Rosenberg, are 
credited with introducing organized diamond cut- 
ting in what is now Israel. The seeds of crafts- 
manship they planted flourished mightily. 

Today, Israel is the world’s biggest exporter of 
melees, producing 80 per cent of the world output. 

It is the second biggest exporter of diamonds, 
led only by Belgium. 

Israel’s diamond exports increased from $15.,- 
000,000 to $30,000,000 from 1955 to 1958. By 
1960 they had doubled again, passing the $60,000,- 
000 mark. 

Fuchs and Rosenberg are giants in the Israeli 
diamond industry today. In recognition of their 
pioneering efforts with the little factory at Na- 
thanya, the Township of Nathanya presented to 
each 1000 square metres of land upon which they 
built their homes. 

The Israelis worked long and hard to develop 
their diamond industry. The Second World War 
brought an unprecedented demand for diamonds, 
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big profits and an influx of skilled immigrants 
who sought refuge and freedom in Palestine. 
Thirty-six diamond cutting factories employed a 
total of 4800 workers during this period. 


Recession and Reorganization 


Recession followed the end of the war and in 
its train a nearly complete cessation of incoming 
rough material. Israel found it had over-ex- 
panded, necessitating a sharp retrenchment of its 
diamond industry. From bitter experiences the 
Israelis knew that only by uniting could they 
regain and surpass their former strength. So 
they put aside their differences, banded together, 
merged their factories, shared their key people. 
This reorganization effected tremendous savings 
on overhead, eliminated duplication of talent and 
effort, and resulted in their re-establishing the 
diamond industry so successfully that they now 
‘ank second in the world. 

Since the formation of the State of Israel in 
1948, they have increased their number of fac- 
tories to more than 150, each employing from 

(please turn to page 184) 
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A survey of the young state’s diamond 
cutting factories whence come 80 per cent 
of the world’s melee and a high percentage 
of its large cut stones 


ai 
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FIRST IN A TWO-PART SERIES 


by Gertrude Gold 


Original home of Galilee Diamonds, 
Ltd., was one floor of this building. 
Sixty-five immigrants were employed. 


Galilee Diamonds doubled its staff and 
moved into this modern building, 
shown under construction, in January. 
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SERVICE 
SPEEDS 
OPEN 
CHARGE 
PAYMENTS 


by Alan C. Webber 


Two “‘‘cash’’ jewelry stores come 
to grips with problem of 

Slow payers, follow pattern 

set by department stores 


The ledger looks better to jewelers Oscar Kind, right, and 
his son, Stephen, since they introduced a service charge on 
open charge accounts. Store’s sequence of monthly charge 
statements, pictured on facing page, is explained in the text. 


@® FROM THE DAY the first merchant suggested 
to a customer that he could “buy now, pay later,”’ 
the problem of coliecting the money due on mer- 
chandise has confronted credit operations of 
every kind. 

The open charge account has been subject to 
considerable abuse by customers of a variety of 
retail stores. Sometimes the abuse has been 
deliberate—“Old Jones can wait for his money; 
I’ve got to make those installment payments on 
the television set, the dishwasher, the car.”’ Some- 
times it is forgetfulness; and sometimes it stems 
from a customer’s temporary financial plight. 

Whatever the cause of slow payment on open 
charge accounts, delinquent accounts have been 
a chronic problem in the retail field. 

Very recently, department stores and other 
retailers have devised a means of disciplining the 
slow payer which reaches him in a sensitive area 
—his pocketbook. 

The disciplinary device is the application of 
a service charge ranging from one half of 1 per 
cent to one and one half per cent per month on 


(please turn to page 181) 
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This is the first of two articles presenting highlights from “A 
History of the Crown Jewels of Europe,’’ a monumental volume that 
sells for $60 a copy, and took its author, Lord Twining, some 30 
years to complete. Here is substance aplenty for jewelers’ talks 
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Vienna, 1830. Emperor 
Francis wears the famous 
Rudolph Il crown, made by 
goldsmiths of Prague in 
1602. Much Austrian 
regalia may be seen today 
in the Treasure Chamber 
at Vienna. 


Iron Crown of Lombardy, 
still to be seen in a church 
near Milan. Tradition links 
it with Constantine, who 
reigned 306-337. 





by Dorothy Dignam 

















@® EUROPE today has more crowns than kings, 
more royal gems than royalty to wear them. Pre- 
cious metals and precious stones have lasted 
longer than hereditary power. 

Lord Twining, English authority on royal re- 
galia, states that “the amount of crown jewels 
which remain in Europe today, in spite of cen- 
turies of tribulation, is quite remarkable.’ And he 
should know, right down to the last collar button! 
He is the author of a 700-page book on the sub- 
ject that weighs nine pounds, contains some 400,- 
000 words of text and more than 800 illustrations! 

Our country has no crown jewels and no court. 


Crown on crown—1650. The diadem, 
richly jeweled, was fitted over the velvet 
crown of a hat. Ordered by Queen 
Christina of Sweden for her son, 
Charles Gustavus, who succeeded her. 
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The monarchical principle is on the wane in most 
parts of the globe. Why, then, should the modern 
American jeweler, striving to sell the latest in 
fashion, concern himself with the baubles of kings 
and queens long dead? Why should he be inter- 
ested in the Twining book? 

Here are a few reasons: People are fascinated 


by the very phrase, “crown jewels.” The whole 
subject is excellent lecture material. Crown jewels 
are more pictorial and have romantic stories less 
known that those of the famous diamonds. Many 
crown collections still may be seen in Europe— 
and your customers travel. Urge them to look at 


More like a crown—1450. The 

circle of gold is embellished with fleur- 
de-lis, large uncut precious stones 

and small pearis. It comes from Salzburg 
and is still in use today 

for great fetes. 





TAILORED 


Tie in with this advertisement when it 
appears in The New Yorker, September 23— 
in Town and Country, October. 


What makes a diamond wardrobe? 


Diamond jewel pieces are to wear, with joy and pride. Planning a diamond 


wardrobe will help you get more pleasure from your diamond treasures 


As in everything you wear, you want your diamond 
jewel pieces to express your flair for the beautiful, 
to be very personally yours. 


Should your diamond jewelry be modern and 
tailored, feminine and dainty, or classic and elegant? 
Maybe you already know the answer, have taken 
this rewarding first step in the planning of a diamond 


PRingerae 
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FEMININE 

CLASSIC 
wardrobe. But if you haven’t, what a delightful time 
you can have finding the kind of designs that do 
the most for you and fit the life you lead. 


Even if diamond jewelry is only a dream for the 
future, what more exciting way is there of exploring 
the means of expressing your taste, punctuating your 
personality, animating your features than through 
trying on diamond jewelry? 


A fine jewelry store isn’t a museum, you know, 
though it probably has as many treasures. You're 
always welcome to browse, to try on, to ask questions. 
The man behind the counter is usually an expert in 
helping women to express their personalities, as well 
as in gemology. Why not stop in now and then? 
It’s your privilege to make up your mind slowly. 


Once you have settled on the kind of design that’s 
truly yours, you will want to consider the pieces that 
will go into your diamond wardrobe. This is long- 


ADD-A-DIAMOND NECKLACE 


Shown are designer’s sketches, ideas in diamonds. 


De Beers Consolidated Mines, Ltd. 


range planning, for you'll probably acquire them 
one at a time. Gift occasions are special opportuni- 
ties. Such planning pays you dividends in diamond 
jewels that will be constant joys through the years. 


Here’s a little list you can make your own: 


RING ...a flaming right-hand solitaire, or a cocktail 
or dinner ring of intriguing design. 


CLIP, PIN OR BROOCH...fabulous or fascinatingly 
feminine. Designers are dreaming up delectable new 
ones all the time. 


EARCLIPS . .: these can match, or complement your 
clip or brooch. Or, you can choose two lovely little 
clips that double as ear adornments. 


BRACELET OR WRIST WATCH ...or both. A dia- 
mond wrist watch can become a diamond bracelet by 
adding a diamond at a time to a paneled metal band. 


NECKLACE ...this may be a breath-taking, many- 
jeweled masterpiece. Or it may have a modest be- 
ginning, with a single diamond on a slender chain, 
or a crescent of jewels or a clip on a platinum choker. 
Diamonds can then be added from time to time. 


DOME RING EARCLIPS 


However you plan your diamond wardrobe, how- 
ever long it takes you, you'll bask in flames of love- 
liness that never change or dim. And each of your 
treasures will have a lasting value. 


A diamond is forever 


WRIST WATCH 





TH Ez 
“DIAMOND 
WARDROBE” 
LDHA 


an exciting idea for selling diamond 
jewelry now promoted in advertising 


watch for it in The New Yorker, 





every month, starting in September — 
in Town and Country, too 





The diamond wardrobe idea is sim- 
ply this: a way of showing women 
how to plan a diamond wardrobe, 
of spelling out the pleasures of own- 
ing a number of diamond pieces. 

[t’s an idea for you, to use In your 
diamond selling. The new national 
advertising is planned to point the 
way. Every advertisement will pre- 
sent diamond wardrobe suggestions. 


The diamond suggestions will be 


ones you can promote. The pieces 
shown will be designer’s sketches, 
which you can interpret with your 
own diamond jewelry. 


Tie in with the advertising —add 
wardrobe planning suggestions of 
your own. Promote the “‘diamond 
wardrobe”’ idea in your advertising, 
in window and counter displays, in 
talking to customers—for more 
diamond jewelry sales. 


USE THIS NEW BOOKLET 


to promote the ‘‘Diamond Wardrobe” idea 


“Your Diamond Wardrobe’ is a six- 
teen-page booklet written for your 
customers. It outlines and illustrates 
ideas for planning, and acquiring 
a diamond wardrobe. It tells of 
diamond pins that can be bought 
for $100 or less. It presents jewelry 
ideas you can interpret with your 
diamond pieces. And, it invites 
women to come into your store to 
try on diamond jewelry. 


Use it for bill enclosures, counter 
distribution. Cost is $5 per hundred. 
For your imprint, add $3.50 for 
first hundred, $1.25 for each addi- 
tional hundred. If your store is in 
New York City, add 3°% sales tax. 
Order from Diamond Promotion 
Department, The Reuben H. Don- 
nelley Corp., 230 East Sandford 
Blvd., Mount Vernon, N.Y. Please 
enclose check or money order. 


Tie in with the national diamond promotion... keep diamond sales coming your way 


DE BEERS CONSOLIDATED 


MINES, LTD. 





Clergyman’s fee—1804. 
Napoleon | gave this papal 
tiara to Pope Pius VI, 
when latter came to Paris | “eheeadeves® 
to officiate at coronation. | 
The jewels are diamonds, 
pearls, rubies and a large MAO SOA. 
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Double Crown of Aragon 

(early 1400s) uses twisted rope, 
trefoils, pronged box settings. 
This is another crown 

that still exists: 

in Barcelona Cathedral. 


ro 
beautiful jewels; museum objects present no sales oy, 
competition but they can stimulate interest in 
jewels generally. 
Issued by Batsford in London late in 1960, 
Twining’s book is called A History of the Crown 
Jewels of Europe. It covers 27 countries, their 
royal houses and their crown jewels, past and 
present. It took 30 years to compile and the author 
visited most of the collections he describes so 
brilliantly. 
In the realm of jewelry, this is one of the great- 
est publishing achievements of our time; it would 
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THERE’S MORE LIGHT ON THE SUBJECT TODAY! 


: eee 


From lamp to cutting wheel...just about 
everything you can think of has become 
more efficient, more effective since the 
turn of the century. 


Today’s diamond reveals greater brilliance, 
more fire, more beauty than was possible 
sixty years ago. 

And in the forefront in developing new 
techniques, new methods, new machines in 
the science of cutting and polishing dia- 
monds is. Baumgold Brothers. These mag- 
nificent achievements are best expressed in 
Baumgold’s own Circle of Light Diamond. 


PACING THE PROGRESS OF THE DIAMOND IN- 
DUSTRY SINCE THE TURN OF THE CENTURY. 


BAUMGOLD 


BROTHERS, INC. 
580 FIFTH AVENUE, NEW YORK 36, N.Y. 
NEW YORK + LOS ANGELES + TORONTO 
VANCOUVER + LONDON + ANTWERP 





be difficult to find 10 books with as much back- 
ground on this particular phase of the business 
as is compiled in this single volume. 


Meet the Baron 

Who is this Lord Twining and where did he get 
so much inside palace information? 

You may have seen the name “Twining” in 
bibliographies of gem books. He has written vari- 
ous works on jewelry collections and the British 
regalia, especially between 1948 to 1952, when he 


was British Governor and Commander-in-Chief 
of Tanganyika. This African territory has given 
us at least two giants: the late Dr. John T. Willi- 
amson and Edward Francis Twining. 

About the time Williamson was studying geol- 
ogy in a Canadian university, young Twining was 
serving with distinction in the King’s African 
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Rifles. He retired from the British Army in 1930 
and then began a long stewardship in the British 
Empire. He served in important administrative 
posts in Uganda, Windward Islands, North Bor- 
neo, and then in 1949 was appointed Governor of 
Tanganyika. Williamson meanwhile had discov- 
ered his famous diamond pipe in 1940 and was 
busy producing diamonds in the region around 
Mwaduli. 

Twining’s interest in gems, however, was as a 
hobby. For years he had been collecting material 


Diamond cap of Peter the 
Great—1702. The top is en 
crusted with rose diamonds 
and large emeralds and 
rubies are mounted in gold 
wires thrust around the 
inner edge of the fur. 

A catalog of the Tsar's 
Treasury in 1935 

listed eleven crowns! 


on royal orders, emblems of chivalry, medals and 
decorations. Sometime, he thought, he might write 
a book about them. Symbolism in design fasci- 
nated him, too. 

After nearly a decade in Tanganyika, and as he 
approached 60, Twining returned to England. He 
was created a life peer for his services and made 
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Every jeweler knows that many more watches are sold 
for $50 than $500. 

Fashio 
“AFTER-FIVE” fashion watches by Taylor look like 
expensive creations yet retail for $50 or less 


ne. They are the only watches of their kind in 
Tishea'e 
intry! 


e jewelry industry has long needed a 17-jewel 
n watch at a popular price...now you have it! 


For over 20 years Taylor craftsmen have designed 
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Baron of Tanganyika and Godalming, a district 
in Surrey. As though this were not enough ac- 
tivity, he shortly produced—not the contemplated 
book on jeweled orders and ornaments—but A 
History of the Crown Jewels of Europe. “The 
other book will come later,” he says. “I had to get 
the different countries and their crown jewels 
straightened out first.”’ 

This work is full of surprises. Little Portugal, 
for instance: what did Portugal ever own except a 
big diamond that people said was only a topaz! 

Well, read Twining’s chapter on Portugal. He 
reports that some 115 royal jewels were displayed 
at the Ajuda Palace, Lisbon, as recently as 1954. 
There are still priceless objects in secret vaults 
and the book gives blazing pictures of 33 Portu- 
guese badges, collars, necklaces, brooches and 
rings containing thousands of diamonds. 

The jewels of Russia cover 43 pages; those of 
Spain, 44; England, 101 pages; and the combined 
Germanic countries, a whopping 145! 

Best of all, when any jewels are out on public 
exhibition today, as they are in surprisingly many 
countries, Lord Twining tells you where to find 
them and what to see. 


Crowns Top All 

Let’s just take crowns, however. They fascinate 
us plain folk. In our country we don’t even have 
a diamond crown for Miss America! 

Lord Twining deals with over 200 crowns alone, 
“although few exist that have not been remade, 
revised, refreshed or otherwise changed from the 
original.” 

Royal treasuries, he explains, once contained a 
miscellany of coins, insignia, gold and silver, even 
bullion. As separate nations evolved, proud of 
their statehood, they began to collect precious ob- 
jects for the investiture of their sovereigns. Chief 
object was a crown and as this, with the scepter, 
orb, chalice and other ceremonial objects, was 
considered sacred, the whole lot often was de- 
posited in a church or monastery. That meant that 
a second set of regalia was required for the palace, 
for occasions of state, and if the king reigned 
over more than one country, a full set might be 
provided for each royal capital. All this multiplied 
the number of individual pieces required of the 
goldsmiths and was good for business. It also 
helps to account for the large inventories of re- 
galia in many countries even today. 


“How Do I Look?” 

Many kings and queens were fussy about their 
crowns. Lord Twining writes that kings forbore 
to wear “old-fashioned” crowns that were too 
high or fell down around the ears or otherwise 
made them look ridiculous. 

Queen Victoria was irked by all the red tape 
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that surrounded the withdrawal of one small 
crown from the Royal Treasury, so she had her 
own crown made and paid for it and sometimes 
jammed it on over her chignon at the back of her 
neck, as we know from her pictures. 

Then there were nuptial crowns worn by bride- 
queens, and funeral and burial crowns, and votive 
crowns for church altars, and, of course, crowns 
placed on busts and statues of the monarch. When 
the king rode to battle wearing full armor, he had 
a crown fitted over his helmet. He hoped his own 
troops would see this and not fell him by mistake. 

Lord Twining considers that the whole com- 
plicated usage of crowns and crowning ceremonies 
goes back to the Old Testament, eastern and Teu- 
tonic sources. The Roman emperor Aurelian 
(reigned 270-275 A.D.) introduced a broad band 
of ribbon tied at the back and bordered by two 
rows of pearls. Constantine wore this ribbon over 
a stiff golden circlet, and from his time crowns of 
precious metal and gems seem to have emerged. By 
the Sixth Century the chief jewel of state some- 
times was placed at the front of the crown, and 
many of the famous diamonds of the world includ- 
ing the Florentine, Koh-i-noor, Regent and Culli- 
nan No. 2, were so used. 

One of the chief values of this book to the jew- 
eler or gemologist is the story of the evolution of 


crowns. This subject should make a club program 
of wide and repeated demand. 


A First for Francis I 

Lord Twining says that Francis I, King of 
France from 1515-1547, was the first monarch in 
Europe to deliberately form a splendid collection 
of jewels to be the property of the Crown. These 
jewels were to include not only ceremonial objects 
but beautiful pieces for the personal adornment of 
royalty. What was to be sacred to the monarch, 
however, and what might be borrowed by the wom- 
enfolk (or appropriated by the favorites) was 
never clearly defined. 

France, however, had a high regard for its 
crown jewels from the time of Francis I to the 
end of the last monarchy in 1870. And what ad- 
ventures! When the theft of the French crown 
jewels occurred during the Revolution in 1792, 
they were valued at 30 million francs. It had been 
advanced in the French Senate that the jewels be 
sold and the money used to back up the paper 
currency. 

The very next night the whole lot disappeared. 
Every political faction in France accused every 
other faction, and the Public Prosecutor accused 
Marie Antoinette. A rumor went round that the 
jewels had been used to bribe the King of Prussia 
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and another rumor that they were still in Paris, 
buried under a tree in what is now the Avenue 
Montaigne. A fellow with a sort of divining rod 
equipped with a magnet said he could “attract” 
the jewels right up through the sod. And sure 
enough he did, with his eyes bandaged! 

But the famous Regent diamond was not found 
in the excavated horde. It was recovered later in 
the eaves of a house. Lord Twining says that the 
Sancy, the Mirror of Portugal, the Blue Diamond 
and al! but five of the Mazarins never were re- 
covered. All went their separate ways of adven- 
ture and turned up again decades later. Lord 
Twining suggests that the big “Blue” was cut to 
vield the present Hope diamond. Any jeweler who 
uses replicas of the famous diamonds and lectures 
on them might do well to virtually memorize this 
portion of the book. 


Deadly Diamonds—Hands Off! 

In the next century, France was again in trouble. 
By 1870, the Emperor had been captured by the 
Germans and the Empress Eugenie had fled to 
England, an exile. So where were the crown jew- 
els? There was much looking under beds all over 
France. Nobody suspected a huge wooden crate 
marked ‘Special Projectiles.”’ It had been loaded 
on a freight train and sent to the port town of 
srest. Here, at last, people thought, was the new 
secret weapon that was destined to blow up the 
enemy and end the war. The crate was treated 
with the greatest respect. In the harbor it was 
lowered into the hold of a ship around which a 
cordon of smaller craft was stationed. The ruse 
worked, and the crown jewels bobbed around in 
the harbor for two years. 

But alas! On their return to Paris the old bogy 
about selling them came up again. From 1878 to 
1886, the deputies harangued one another for and 
against selling off the crown jewels. Meanwhile, a 
sale actually got under way in May of 1883, at- 
tended by the crown jewelers of eight European 
countries and gem experts from nine others, in- 
cluding America. About seven million frances (or 
around $1,500,000) was realized and put into 
French government stocks at 3 per cent. Certain 
“reserved” articles including the Regent and 
Hortensia diamonds were sent to the Louvre 
where they may be seen today in the Apollo Gal- 
lery. A second sale of the French jewels took 
place in 1887, at which 85 lots changed hands and 
Tiffany got some fine brilliants. 


Checked Your Attic Lately? 

Even now, Lord Twining isn’t sure he’s found 
all the crown jewels still extant. He says there 
may be crowns buried and forgotten, or in tombs 
or bank vaults, even in old trunks in attics. 

He reminds us, too, that valuable Christian 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1961 





crowns occasionally will be found in places far 
afield: in islands where missionaries have pene- 
trated, in the interior of vast continents, or left 
behind in an alien land like the crown of the pa- 
thetic Maximilian of Mexico, said to be preserved 
in the National Museum in Mexico City. 

And sometimes a little lost crown, like a little 
lost sheep, is found again. Victoria’s tiny, arched 
‘“‘doll’s crown” was discovered, bent and dusty, in 
the back of an old toy cupboard at Kensington 
Palace. Queen Mary recognized it, said certainly 
this was no plaything, and ordered it to the 
Tower! You can see it there today, among the 
proudest of the British regalia. Zee 


The second article based on Lord Twining’s 
book, A History of the Crown Jewels of Europe, 
will deal with the “wearing jewels” of royalty 
and reveal where magnificent collections still may 
be studied, especially as to period design and em- 
bellishment. It will be published in next month’s 
issue. 

Illustrations accompanying this article are 
hy special arrangement with B. T. Batsford, Ltd., 
London, England, publishers of A History of the 
Crown Jewels of Europe. The 700-page book, 
with more than 800 illustrations, may be obtained 
from The British Book Center, Inc., 122 E. 55 St., 
New York 22. Price: $60, postpaid.—The Editors 








“ASK BILL WAGNER” 


“Consumer Credit Queries,’” a new 
JC-K feature, starts on page 189 of this 
issue. In this department, Bill Wagner 
will answer reader questions about any 
aspect of consumer credit. 

Most of Mr. Wagner’s adult life has 
been identified with the credit jewelry 
business. For many years, as executive 
secretary of the National Association of 
Credit Jewelers and the National Jew- 
elers Association, he was a _ vigorous 
spokesman for the industry in New York 
and Washington. 

Bill is now consumer credit consultant 
for JC-K, and his forthright articles have 
appeared regularly in JC-K during the 
last several years. 

If you want Bill’s advice on some 
worrysome aspect of installment credit, 
address your question to William Wagner, 
JEWELERS’ CIRCULAR-KEYSTONE, 
Chestnut & 56th Sts., Philadelphia 39, 
Pa. 
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WIRE, 
DIAMONDS 
AND 
GOLD 


By JOSE HESS 


Convention is discarded in these 
partly abstract, free-flowing compo- 
sitions in yellow gold and diamonds. 
V/ire, both twisted and smooth, 
forms an integral part of each de- 
sign, departing from the centered 
concept of jewelry styling. (As a 
special service to our readers, JC-K 
presents each month a group of 
original jewelry styles by a member 
of the JC-K Creative Designers’ 
Panel. For a profile of this month’s 
panelist, Jose Hess, see page 188.) 
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It will pay you to buy from Harry Winston, Inc., because we 
cut and polish our own rough in our own factories. 


Contact us to see how savings can be effected by buying 
at the source, with a merchandizing program that will 
help you sell faster... at better prices. 
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Lechleitner: a bomb shelter his ‘‘lab.”’ 


® A NEW, modestly priced synthetic emerald, is 
now available to American jewelers as the result 
of a contract between the Linde Company and 
Brazilian stone dealer Jean Bach, world-wide dis- 
tributor of the Austrian-manufactured synthetic. 

Linde will distribute them, under the name 
“Linde Synthetic Emeralds,” through Charles F. 
Winson and the Max Duraffourg Gem Co., both of 
New York City, and George C. Houston of Los 
Angeles, the same firms through which it distrib- 
utes its Linde stars. Linde’s selling agreement 
with Bach covers the United States, Canada and 
Mexico. 


Gems and Gemology 


Faceted stone, photographed in an immersion liquid. Syn- 
thetic emerald overgrowth appears as dark rim bordering 
the underlying beryl ‘‘seed.’’ The inclusions are in the 
‘“‘seed’’ crystal. 6x. 
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synthetic 
emeralds 


Gems and Gemology 


Polished faceted stone, showing streaklike internal fracture 
lines in synthetic emerald overgrowth. Enlarged five times. 


The new synthetic will retail for $62 to $75 for 
a one-carat stone and about $100 for a carat and 
a half. By comparison, the products of Chatham 
Research Laboratories which are described by 
their makers as “Chatham Created Emeralds” 
retail for $50 to $280 in one-carat faceted sizes, 
while a carat-and-a-half faceted Chatham stone 
will bring as high as $480. 

The Linde synthetic emeralds are now offered 
in octagons and emerald-cuts, from 7 x 5 milli- 
meters up to 16 x 12 millimeters. In the future, 
it is expected, larger sizes will be made and 
shapes will include faceted ovals, rounds and 
pears. 

Overseas, the new synthetic is known as 
Emerita, which comes from the combination of 
“emerald” and “merit,” with a Latin suffix 
thrown in for good measure. Details of its pro- 
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Lechleitner 


Specific Gravity 2.649 to 2.707 


Hardness 


Typical Refractive 1.575-1.581 


indices 


Color Medium to 
light green 


Distinct blue- 
green to 
yellow-green 


Pleochroism 


Pale to 
distinct red 


Luminescence 
(Uitraviolet) 


Absorption 
Spectra 


X-ray Diffraction 


Inclusions and 
Microstructures straight fracture 


lines 





SUMMARY OF PROPERTIES 
igmerald 
2.645 to 2.655 
7144—no significant difference 
1.560-1.563 


Deep green 


Strong blue- 
green to 
yellow-green 


Deep red 
Agree, with one exception: Two lines in the blue are 
absent in the Lechleitner stones 
Essential agreement (igmerald not available) 


Minute, parallel, Wisps 


Natural emerald 
2.690 to 2.768 


Chatham 
2.645 to 2.655 


1.561-1.564 1.570-1.575 


Green to 
deep green 


Deep, slightly 
bluish green 


Strong blue- Blue-green 
green to to yellow- 
yellow-green green 


None to 
pale red 


Deep red 


Wisps 2- or 3-phase 
2-phase inclusions and 
inclusions crystal inclusions 








duction are secret. This much, however, is known: 
1. It starts life with the faceting of a rather 
large core of natural morganite or colorless or 


nearly colorless beryl. On this core a thin layer of 
beryl and chromium compound is deposited. 

2. The process is hydrothermal. 

3. The beryl! seed forms the bulk of the finished 
stone. 


The Man Behind It 


The story of Linde synthetic emerald is really 
the story of its developer, a 41-year-old Tyrolian 
naturalist, herb collector, rock hound and chemist 
with the inventive flair of a Thomas Edison. 

As a youngster, Johann Lechleitner loved noth- 
ing better than to roam the mountains around 
his birthplace, Innsbruck, Austria, searching for 
crystals, which he admired, studied and tried to 
understand. The Halbrach Valley has yielded 
since Roman times a tiny trickle of emerald crys- 
tals. Distributor Jean Bach recalls that Lechleit- 
ner had an uncanny knack for finding them. ‘“‘Few 
are the men who found more than one tiny em- 
erald crystal,’ Bach says. “Lechleitner found 
scores of them! To one of his friends he gave a 
cut gem of more than five carats as a wedding 
gift.” 

But Lechleitner grew to manhood in troubled 
times. Hitler annexed Austria into the German 
Reich when Lechleitner was in his teens. No 
sooner had he finished his studies with the equiva- 
lent of an A.B. degree, then he was drafted by 
the German army and, because of his aptitude 
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Chart, courtesy of Gems & Gemology 


for anything scientific, was trained as an aircraft 
radio operator. His superiors soon sensed his very 
evident lack of enthusiasm for the Fuhrer’s New 
Order and transferred him to the Medical Corps. 
He served with the Africa Corps until Rommel’s 
luck ran out, and surrendered on May 9, 1943, 
to the Americans in Tunisia. 

Routed through a series of prisoner-of-war 
camps, Lechleitner came finally to Fort Devens, 
Mass. He was assigned as a medic and, because of 
his obvious anti-Nazi sentiment, won a consider- 
able measure of trust by the camp cadre. 


P.O.W. in Massachusetts 


Permitted to leave camp twice a week, Lechleit- 
ner made friends with a pharmacist in nearby 
Ayer. The latter offered the young POW the use 
of his laboratory. There, drawing on his knowl- 
edge of herbs, Lechleitner developed a lotion for 
the treatment of ivy poisoning. He gave it to his 
friend, the pharmacist, and the formula is still 
being sold by a New England firm. 

In 1946 Lechleitner was released (with glowing 
references from the POW camp commander) and 
sent home to the Austrian Tyrol. He studied medi- 
cine for a couple of years. But the expense was a 
heavy strain on family finances, and Lechleitner 
found his interest returning to the minerals he 
had collected as a boy. Jean Bach picks up the 
story at this point: 

“With such an intense love for beautiful crys- 
tals, it was quite natural that Lechleitner would 
turn toward the synthesis of them. He told his 
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friends that instead of going rock-hunting with 
them he would make gems himself. His friends 
thought he had gone out of his mind. First they 
tried to dissuade him. Finally they gave up.” 

At 25, Lechleitner dropped out of medical 
school. He took various jobs, saved all he could 
for chemicals and laboratory equipment. In his 
community Lechleitner now had the reputation 
for being “‘a capable fellow, but mad, alas,’’ Bach 
says. 

Crazy he might be. But crazy like a fox! His 
experiments began to produce. He synthesized 
quartz; made a hydrothermal white sapphire. In 
the early 1950s he tried his hand at synthesizing 
emerald, using the melt diffusion method em- 
ployed by I. G. Farben to make “Igmerald.” 


Lab Inside a Bomb Shelter 


“He succeeded,” Bach relates, “in producing 
crystals of good color, but he did not like the in- 
controllability of the process.” Lechleitner then 
tried hydrothermal synthesis. The result was 
the forerunner of Emerita. 

Lechleitner’s stones are grown in what was 
once a bomb shelter for Nazi higher-ups—a tun- 
nel carved deep into the side of a mountain near 
Innsbruck. This subterranean “factory” affords 
both secrecy and safety; the latter is a factor 
because the crystals are grown in pressurized 
containers which could wreak considerable havoc 
if they burst. 


Characteristics 

The Lechleitner stones have been under close 
scrutiny by the experts. E. Gubelin, writing in 
The Journal of Gemmology, April, 1961, remarks 
on their close approximation of nature. Both the 
beryl core and emerald coating are, he says, 
“wholly crystalline and completely homogeneous, 
because the beryl] core continues to grow synthet- 
ically as emerald. Consequently, both parts form 
one homogeneous monocrystal, absolutely analo- 
gous to those natural crystals, such as tourmaline, 
which consist of variously colored growth states, 
and they exhibit all the properties characteristic 
of beryl and emerald respectively.” 

G. Robert Crowningshield of the Gemological 
Institute of America and Ralph J. Holmes, associ- 
ate professor of geology at Columbia University, 
also examined Lechleitner material at length and 
reported their findings in the GIA publication, 
Gems and Gemology. They remark on the ‘“‘very 
attractive color” and suggest that it “bids well to 
fill a long felt need for a satisfactory, yet reason- 
ably priced, substitute for this gem. It should 
complement, rather than compete with, Chatham’s 
synthetic.” 

They note further that the color of the Lechleit- 
ner stones, though “‘not as intense as that of fine 
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natural stones ... is better than that of a large 
percentage of natural emeralds on the market to- 
day. The color is a pleasing green, comparable to 
that of lighter Colombian stones, but not as bluish 
as the Chatham synthetics.”’ 

According to Crowningshield and Holmes, the 
elements in the new synthetic by which it is most 
easily distinguished from natural stones and 
Chatham material are its high refractive index 
(comparable to natural stones, higher than Chat- 
ham); transparency “greater than most natural 
emeralds since the large beryl core usually con- 
tains fewer imperfections and inclusions;’’ and 
its internal structure which reveals “‘numerous 
parallel and subparallel short, straight lines.” 

They note that “in some instances, groups of 
these lines nearly encircle the stone. They are ap- 
parently minute, parallel internal fractures in 
the synthetic emerald overgrowth and may be 
attributed to relief of a strain. Such strain de- 
veloping at or near the boundary would be a likely 
consequence of slight differences in lattice dimen- 
sions of the underlying colorless seed and the 
chromium-bearing synthetic mantle, or of lattice 
strain in the chrome-rich overgrowth itself... .”’ 

Both its refractive index and internal structure 
distinguish Lechleitner stones from Chatham 
products and “the second separates it from natu- 


ral emerald.” The Crowningshield-Holmes team 
of gem sleuths suggest that ‘‘one of the easiest 
ways to distinguish this material from both natu- 
ral emerald and other synthetics is to observe 
the stone in an immersion liquid of approxi- 
mately 1.55 to 1.60 R.I. The synthetic emerald 
overgrowth shows up strikingly as a narrow, 
dark green band rimming the stone.” 

Not only is the new synthetic satisfactory in 
color and relatively inexpensive, it should be 
stronger and less brittle than natural emerald, 
Crowningshield and Holmes say, because the bulk 
of the stone is colorless beryl. 


Both the Chatham and Lechleitner stones are 
grown from seeds, the difference being that the 
nucleus is not observable in the Chatham whereas 
it constitutes the bulk of the finished Lechleitner 
stone. Though the emerald coating on the latter 
is thin (roughly half a millimeter on stones 
Crowningshield and Holmes examined), “the 
thickness of the coating and the relative propor- 
tion of seed to synthetic do not change the basic 
classification of the product.” 


Natural emeralds often contain colorless 
areas, and “the proportion of colored to non- 
colored material has never been considered a 
criterion for nomenclature in the designation 
of natural stones.” Zee 


FASHION LEADERS IN DIAMOND RINGS 
FOR OVER 50 YEARS 
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H. Hamburger Co. Inc. 


22 West 48th St. 
New York 36, N.Y. 
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Our Salesman in your area 
will be glad to call on you if 
desired—no obligation of course. 














This Man Brings You... 


Your Keepsake man comes to you as a friend. His job is to help you build more 
sales of diamond engagement and wedding rings...the merchandise that accounts 
for one-third of your annual dollar volume. He is attuned to the latest merchandising 
trends all over the country, and so can help you get maximum sales from minimum 
investment. His personal success is in direct ratio to the prosperity of each and 
every independent Keepsake Jeweler, which makes him a partner of each of his 
customers. The next time he calls, have a chat and listen to his suggestions. It could 
be very worth your while. Meanwhile, if you have any questions, we invite your 
inquiry. Write today to A. H. POND CO., INC., Syracuse 2, N. Y. 
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The World’s Best Customers 


All young couples are prospects for diamond engagement and wedding rings... 
and, after that, a lifetime of jewelry store purchases. 85% of these prime prospects 
are regularly exposed to Keepsake national advertising. They know about Keepsake’s 
perfect center diamond, protection against loss, trade-in policy, Good Housekeeping 
guarantee, and other outstanding, exclusive advantages. Your Keepsake man can 
help you get your full share of this profitable market with powerful dealer advertising 
and point-of-sale material. In short, he can show you a low inventory, fast turnover 
way to get more new customers who will continue to come back, again and again, 
for years to come. 
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¢ Nae "K gepsake ... Advertised Nationally to Make Sales Locally 
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This simple record-keeping system will 
help your store sell more 
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Words & music Mayfair Music Corp. 


® ADVERTISERS and merchandisers sent a new in on the ground floor of family formation year 
battle cry echoing down the halls of history in in, year out. 
the late 1950s: Sut... how vigorously does he exploit this 
Togetherness. valuable beach head? How often does he simply 
Though the furor it provoked and the slogan accept wedding business as his by right (more 
itself are less strident today, its message has be- than 40 per cent of all retail jewelry volume is 
come a business commandment for virtually in this field), tally his receipts from one wedding 
every retailer: and wait hopefully for Cupid’s arrow to direct 
The family, not the individual, is the sales tar- the next shining-eyed couple to his door? 
get of today. Wedding business should never come under the 
In the concerted scramble for profitable con- heading of ‘‘old business.”’ Wedding sales can be 
tact with America’s families, the retail jeweler the jeweler’s direct line to decades of new busi- 
is in a uniquely favorable position. Through his ness. Two of a family’s purchases have deep 
sale of engagement and wedding rings, gifts for emotional significance: a house and _ nuptial 
bride, groom and attendants, he is quite literally rings; of the two the latter, coming as it does at 
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HERE ARE THE WORLD'S BEST DIAMOND 
SALESMEN...YOU & G-l-A INSTRUMENTS! 


GIA instruments provide dramatic impact to every gem presentation. You sell more diamonds...close larger sales. 
Your jewelry store, whether large or small, acquires new prestige as you furnish customers with vital information 
needed to buy in confidence. Your experience, teamed with GIA instruments make the most powerful sales tools you 
can have. 1 DIAMONDLUX... provides ideal illumination. Brings out fire, sparkle, and brilliance. Install wherever 
you display and sell diamonds. New low price—$98.00 to $166.00. 2 DIAMONDLITE... permits you to color grade 
easily and accurately. Incorporates ultra-violet to dramatize fluorescent stones. 3 GEMOLITE MARK V...with exclusive 
close-up zoom lens permits diamond appraising and merchandising not possible with any previous microscope. Adds 
positive proof to every diamond presentation. Lets the customer see the beauty in whatever quality he is buying. 
Five models from $175.00 to $519.00. 4 JEWELERS CAMERA...specifically developed to glamorize or bring up detail 
of all types of jewelry merchandise. Foolproof lighting and operation to produce professional results in seconds. 
Perfect for sales promotion, appraising, designing, advertising, and cataloging. GIA instruments quickly pay for 
themselves with added sales. Write for free comprehensive GIA Instrument Data File. 


i A Booth Number 76 at 
the New York Trade Show 
GEMOLOGICAL INSTITUTE OF AMERICA « 11940 SAN VICENTE BLVD. « LOS ANGELES 49, CALIF. 
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the very beginning of a new life, makes an even 
deeper impression on the purchasers. 

To thoughtful jewelers it must be obvious that 
they hold the greatest possible sales advantage 
with the American family through their associa- 
tion with the purchases marking its inception. 
And that association can and should be brought 
to the attention of the family again and again, 
for the mutual benefit of both jeweler and family. 


The Day of Days 

No day in the year is quite so important to a 
wife as her wedding anniversary. And, the pres- 
sures of existence being what they are, on no 
other day is she more apt to suffer the pangs of 
bitter disappointment when events, or lack of 
them, prove her husband’s memory not so keen 
as her own. 

Her spouse may make amends in a thousand 
ways, submerge her in abject apologies and reso- 
lutions to “‘remember next time.’”’ But the damage 
is done; the disappointment, if buried, is never 
quite forgotten. Worse still, though awash with 
good intentions, the husband, being a busy man, 
may slip again. 

Psychology is not our bailiwick at JC-K. But 
generalizing from our own experience as hus- 
bands we reasoned that husbands who would 
object to being reminded of their wedding anni- 
versaries would be few and far between; further- 
more, we saw every reason why the natural per- 
son to remind the husband of his anniversary and 
its attendant obligations would be the retail jew- 
eler from whom he had made those supremely 
important purchases of engagament and wedding 
rings. 

Consequently, JC-K designed special Anniver- 
sary File cards to enable jewelers to tactfully jog 
husbands’ elbows when “The Day” approached 
with a suggestion that their wives might be de- 
lighted to have the importance of the occasion 
underscored by a gift of silverware in her pat- 
tern or jewelry. 

Several hundred jewelers bought the anniver- 
sary “‘tickler” cards when they were put on the 
market two years ago. Recently, JC-K queried 
a cross section of that group to find out whether 
the cards had lived up to our expectations that 
(1) husbands would appreciate being reminded 
of their anniversaries and (2) reminders would 
increase business. 

They had. 

Eighty per cent of jewelers contacted who had 
used the file cards for several months or more 
reported sales of anniversary gifts had increased. 
Ninety-three per cent reported that husbands 
contacted were grateful for the reminder. A 
Rochester, N. Y., jeweler replied: “You asked us 
if our customers appreciated the reminders? 
Indeed, yes, in purchases, as well as personal 


166 


feelings. Might mention that we send out an 
average of 15 or more cards a day.” 


Goodwill Investment 

A Mississippi jeweler said he believed the re- 
minders (he uses personal telephone calls) had 
resulted in “some increase in business,” adding, 


“but even when they don’t buy immediately fol- 
lowing a call, we consider it an excellent invest- 
ment in goodwill.” 

Though seven per cent said those reminded of 
anniversaries evinced no particular enthusiasm, 
not a single jeweler reported any instance of ad- 


Jewelers who use the 

JC-K system prepare a card for 

each valued customer. Filed by month and 

day, the cards remind the jeweler to contact the hus- 
band shortly before it’s time for him to consider buy- 
ing an anniversary gift for his wife. 


verse reaction. A South Carolina jeweler ob- 
served that any little attention like that is appre- 
ciated by customers these days.” An Eastern 
jeweler who applies the reminder system to 
birthdays says it has “. . . definitely brought us 
in more business. Little promotions of this sort 
are the reason our business has been picking up 
sharply the past few years.” 

A jeweler who has just started to set up his 
card file of anniversaries has this to say about 
reminders: “We definitely do not feel that our 
clients will be offended by such a reminder, as 
we have had many last minute purchasers liter- 
ally beseech us for counsel on this, and quite 
often crestfallen men come in to buy after the 
anniversary itself.” 

A full 50 per cent of the jewelers who reported 
success in using the cards in connection with 
anniversary reminders also used the system to 
call customers’ attention to birthdays. 

Preferred method of customer contact in the 
case of both anniversaries and birthdays was a 
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ood 4 Necklace shown: Black & White Baroque pearls with Diamond Clasp—$150. 
HIGH FASHION yf Overall length 30”, knotted with indestructible Nylon. 
nts The color of our French treated Black Cultured Pearls is guaranteed for life! 


New Concept in Selling Necklaces! Versatility with New Design! 
Now...this necklace can be fashioned to ANY style desired 
. instantly. Shown above are only a few of the styles we 
have fashioned from the superb necklace illustrated. All prices 
Keystone. Patent Pending. Copyright Hans Sinzheimer. 


“With 3 Dianosnde — 960.00 Es: HANS SINZHEIMER, Inc. 
2 West 45th Street, New York « MUrray Hill 2-5168 


Producers & Distributors of Black Cultured Pearls 














BRACELET 

Midwest Representative: 
Paul H. Samuels, Inc. 

55 East Washington St. 
Chicago, Ill. 


West Coast Representative: 

Hubert A. Wood 

649 South Olive St. 
Economy Model —14Kt. gold — $60.00 Per Doz. Los Angeles, Calif. 





DIAMOND HOLLOW FACET CUTTING MACHINE 


Patent Pending for Machine & Diamond Tools (Original design by ALKA) 


This Diamond cutting Tool can pro- 
duce many designs on Rings and 
Watch Cases. 


Most designs can be cut within 30 
seconds—and simple to operate. 


Produces a Mirror finish, and must 
not be polished after cutting. 


This new ALKA Highly Precision 
Machine is now used by many Ring 
Manufacturers in this country and 
abroad. 


Write or call for further particulars. 


ALKA Precision Tool & Experimental Works, Inc. 


Manufacturers of Precious Machines 


22-44 122nd St. Tel: FLushing 3-6125 College Point 56, N. Y. 
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A sales sparker for sure... four piece set, beautifully boxed, 
magnificently mounted in solid 14K white gold. A ring, a 
pendant, each weighing % ct, a pair of earrings, each weighing 
% ct...to sell together or separately. Total weight 1 ct. 
Keystone $312 per set, completely boxed. Why so much 
value for so few dollars? Because Arnstein Brothers, one of 
America’s first and most famous sources for loose goods, now 
has its own Mounting Division. 

At Arnstein, you don’t pay more, you get more. 


Apmsten Boros. b& Ce., Ine. 8 


TIME and LIFE BUILDING, N. Y. 20, N. Y. ¢ Circle 5-5585 
New York / London / Antwerp / Amsterdam / Tel Aviv / Paris 


A 1 (©_/ THe ONEAND-ONLY, PATENTED, 100% AMERICAN-MADE 
* gx Same, 1 . ' ’ ° . 


— Beattie jee Lighter 


A PIPE’S BEST FRIEND...A PIPE 97 SMOKER’S GREATEST ENJOYMENT. 


Any lighter has this upright flame—(for cigars and Cc 
cigarettes)— but ONLY THE BEATTIE HAS THE JET- 
FLAME for pipes. also. Many other selling-points, too: 


@ Handy for lighting campfires and fireplaces. 
@ Ideal for thawing out frozen car-locks. ie 
@ Practical for blackening gunsights. 


@ Wonderful as a little “torch” for soldering jobs. 


Aim healthy profits right into your cash register with — 


11 BEAUTIFUL MODELS. Retail very profitably from $6.95 (illustrated) to $49.00. 


Constant repeat sales in Beattie Flints and Wicks, too! 
Write for catalog of the complete line: 


Dept. JC-K, BEATTIE JET PRODUCTS, Inc. © 19 EAST 48th STREET, NEW YORK 17, N.Y. 
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letter or card, with 53 per cent of the jewelers 
using the mails. However, 20 per cent expressed 
a preference for telephone calls—usually from 
the manager or owner of the store; and 27 per 
cent used both mail and phone in various com- 
binations. 

One store followed a policy of telephoning the 
husband to remind him of his wedding anniver- 
sary, the wife to remind her of her husband's 
birthday. It expressed preference for the tele- 
phone because “the wrong person might open a 
letter.” 

In general, jewelers leaned toward the infor- 
mal, personal touch in their communications; 
several sent congratulatory anniversary cards to 
both husband and wife bearing no store imprint 
whatsoever, merely the name of the owner or 
manager; in letters to husbands some jewelers 
reminded them of their wives’ silverware regis- 
tration and suggested additions in that line. 

Anniversary file cards may not be the most 
effective entree to the vast anniversary gift mar- 
ket. But they are a beginning, and jewelers who 
have found the card system leads to increased 
business may devise other means in the future. 

Certainly they should give serious thought to 
the matter not only because of the size of the 
market—40 million married couples living to- 
gether at last count—but because it is not the 
seasonal affair popular preoccupation with June 
weddings would lead one to believe. 

Take the marital statistics for a year in the 
middle 1950s and the fairly even distribution of 
weddings (hence anniversaries) is illustrated: 
Percentage of weddings in the first quarter 
(January, February, March) was 19.3 per cent: 
in the second quarter (April, May, June) 28.5 
per cent; third quarter (July, August, Septem- 
ber) 24.6 per cent. Note that though the second 
quarter contains the storied month of weddings, 
June, that quarter boasts only 9.2 per cent more 
weddings than the first quarter when weddings 
were at their lowest ebb. 

For most couples, the wedding is a once-in-a- 
lifetime event, one in which the jeweler plays a 
role of major significance; each time its anniver- 
sary occurs the jeweler is again in a position to 
aid and abet Dan Cupid by transforming intan- 
gible sentiment into enduring, concrete reminders 
of a man’s devotion to his most precious posses- 
sion, his wife. ss 8 


Now that you've seen how other jewelers profit 
from using anniversary reminder cards, why not 
get some of your own? Price for 100 cards is 
$1. Additional 100’s are 75¢, and a set of 12 
monthly tab cards, which youw'll need, is 50¢. 
Order from JC-K, 56th & Chestnut Sts., Phila- 
delphia 39, Pa. 
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COLLECT YOUR ACCOUNTS 
(continued from page 137) 


effort. This, in turn will reduce the risk of an un- 
pleasant relationship which could reduce future 
buying and increase collection expense. 

Note that there is an important difference be- 
tween (1) the customer who buys the functional 
items such as a refrigerator, stove, television set, 
typewriter or stereo set and (2) the “created dia- 
mond customer” who often represents 50 per cent 
of your diamond business. The “created customer” 
is the person who just left your store with a dia- 
mond or watch item, but who, an hour before, 
had no intention of making this purchase. 

Various sales or advertising techniques and 
other inducements were employed to bring about 
this sale, which in reality is a type of “pressure 
sale.”” From a standpoint of collection it is neces- 
sary that this information be known to the collec- 
tor, as the educational process here is of the ut- 
most importance. All too frequently the ownership 
enthusiasm diminishes appreciably after 30 or 60 
days, particularly when there are no neighbors or 
friends remaining to whom the merchandise can 
be shown. 

Careless collection procedure now will often 
result in a return of the purchase, or in increas- 
ingly smaller and fewer payments. Sometimes the 
collector may have to resell the item over the tele- 
phone, or perhaps extend and possibly reduce the 
terms, but this should be anticipated to some de- 
gree. 


Speed Collections 

Keep in mind that time is money and you are 
limited in the amount of collectors that can be 
employed; therefore, their work must be made as 
easy as possible for them. Mechanical aids are a 
help and aging accounts is one of the best ways 
to expedite this effort. 

Under the charge column of your ledger card, 
which is used only when a purchase is made, have 
the cashier or some delegated person enter after 
each payment or purchase the month and day 
when the next payment is due, such as 5/5. A col- 
lector then merely thumbs through the cards and 
fixes his eyes on a certain area, which is the first 
open space under the charge column. If he is 
working the cards on May 10, then he realizes 
that every card marked with a payment date prior 
to May 10 is in arrears, and appropriate collec- 
tion action must be taken. 

Stores frequently fail to age accounts. This 
means the collector must examine the terms and 
compare these against the last payment date and 
from this determine the status of delinquency. 
This takes much longer than the simplified method 
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This month, get the benefits of Arnstein’s tremendous buying 
power and competitive prices. This month, check into Arnstein’s 
closely assorted goods, extensive inventory and super-fast 
shipments. The newest ideas in service to the retailer come 
from a firm whose reputation dates back to 1886 — Arnstein. Why 
so much service and value at such low prices? Because Arnstein 
Brothers, one of America’s first and most famous sources 

for loose diamonds, consistently meets or beats competition. 
At Arnstein, you don’t pay more, you get more! 


Amnstein Bros. & Co., Ine. we 


TIME and LIFE BUILDING, N. Y. 20, N. Y. ¢ Circle 5-5585 
New York / London / Antwerp / Amsterdam / Tel Aviv / Paris 





Nationally acclaimed 
for durability. . . 


PLASTIC inall 


Decorator colors 


PARCHMENT 


plain or printed 


‘PATENTED #2851774 


Forma Scribe. 


WITH LASTING POINT 
for SMOOTHER, CLEARER 


MARKINGS 


713 


706 
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Michel Duraffourg Pierre Zweigart 


these men 
For many years, ; 
Pierre and Michel have have a, 


assisted Max Duraffourg 

in merchandising and 

promoting Linde Star star 
Sapphires and Rubies. . 
Their efforts have helped OV. they 
this Star to ever increasing 

popularity. h d 
Their years of experience Vt S 
and know-how will be of 

assistance to you. 

Let these two men show 

you the new Linde Syn- 


thetic Emerald. 
(see ad on page 65) 


MAX . 
DURAFFOURG &&™ 


WORLD WIDE DISTRIBUTORS 
576 FIFTH AVENUE, NEW YORK 36, N.Y. 
J U DSON 2-2922 Linde’ is a registered trademark of Union Carbide Corp 
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just described, and once again this time loss is re- 
lated to a dollar loss. 

If the customer has made a short payment, the 
aging can show as 4-5 plus 5, meaning that on 
May 5 his regular payment is due, plus $5. 


Say It Simple 

Have short collection forms available to your 
collectors, containing a simple, brief message. 
These short forms should be no larger than a small 
business envelope and printed so that they can be 
hand addressed by the collector. In determining a 
proper work load for collectors, an excellent rule 
of thumb is to avoid assigning more account ledg- 
er cards to a collector than he can properly go 
through once a week—10 days is an absolute max- 
imum if desirable collection results are to be ob- 
tained. 

In order to determine the frequency of “‘collec- 
tion contact” with these account ledger cards, the 
use of a “collection control card” is very helpful. 
It is nothing more than a printed card which in- 
dicates the daily work activities of each collector. 
At the start of each day, the collector jots down 
on this card the name or account number (depend- 
ing upon whether files are arranged numerically 
or alphabetically) of the first account ledger cards 
he started with, and at the end of the day he jots 
down the last one. 

Though this control card is simple in its ap- 
pearance, it is of great value in determining how 
often a collector goes through the account ledger 
cards assigned to him for collection. The collec- 
tion control card also sets up a “norm” or work 
load for the individual collector. 

In order to keep pertinent information accurate, 
home addresses, telephone numbers and employ- 
ers should be constantly verified by the cashier, 
credit clerks and collection personnel. Indicate the 
date the information was verified so that it isn’t 
necessary to continually ask the same customer 
whether she still lives at such-and-such address. 
But you should ask her at least every three 
months—more often if the account is marginal. 


Inexpensive Tracer 

An excellent collection help is available to any 
company having a 4th class postal permit. An ad- 
vertisement is placed in an envelope and addressed 
to a debtor who you believe has moved to another 
area, but whose mail is being forwarded by the 
post office. A 3c stamp is placed on the envelope 
and the flap is tucked in. Use a rubber stamp on 
the envelope stating “3547 form requested.”’ 

If the customer’s address is still the same the 
brochure is recéived by her in the normal way. 
This merely confirms the address as you have it 
listed. If, however, she has changed her address 
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MAKE MONEY WITH HIGH SCHOOL JEWELRY 
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| EVERY STUDENT IS A SALE WHEN YOU 
OFFER A CHOICE OF ITEMS by “COLLEGE SEAL” 


MAKE PROFITABLE TEEN-AGE SALES FROM THE DEMAND FOR HIGH SCHOOL JEWELRY 


@ FREE MERCHANDISING AIDS. With your order you 
receive the following merc han lising helps free of charge. 
@ A window banner ‘‘Headquarters for High School Jewelry”’ 

@ Acounter card ‘‘Order your High School Jewelry 

@ Newspaper mat ad featuring High School Jewelry 

@ Newspaper mat ad featuring High School Rings 

@ Publicity releases on High School Jewelry ready for release to your local 
newspaper or high schoo! paper 
Attractive displays for merchandising presentation 
ntegrated radio copy on High School Jewelry and Rings for local radio 
Complete production scripts for High School Jewelry and Rings TV com 
mercials for your local channel 
Finished layout and copy for High School Jewelry mailing to students 
Full color High School Ring postcards ee your imprint 


@ NET PRICE LIST (YOUR COST) 
e STERLING SIL V ER HIGH S( CHOOL RING $3.75 
+i Ze fovs’ ] »- Girls XR 


MINIMUM ORIGINAL ORDER 
© ACCESSORIES 
Pir : ) 
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MINIMUM ORIGINAL ORDI 
STONES: Simulated buff top only, Ruby, Sapphire, Emerald, Onyx. 
Also available in 10K and 14K Gold prices on request. 

© PRODUCTION TIME 


First order (if new die necessary ) 6-7 


Thereafter 1-5 


e W Ei , ORD IE RING: | Print carefully name of High School, ring 


tones, and vyears for 


TE R MS. LG, | y ne 0 day to accounts well rated by 


& Jewelers Board of Tr: ide; otherwise '~ deposit with order. 


5 COLLEGE SEAL ano crest company, 


e HIGH SCHOOL JEWELRY IS BIG BUSINESS 


e PINS AND CHARMS WILL START A HIGH SCHOOL 
FAD...AND YOU’LL BE THE KEY RETAILER 


PARENTS AND RELATIVES WANT THESE FOR GIFTS 
NO LARGE INVENTORY NECESSARY 
HANDSOME SELECTION OF POPULAR ITEMS 

e NO SIZE PROBLEMS —A VALUE PRICED LINE 


Establish yourself at once as the “COMPLETE HIGH 
SCHOOL JEWELER?” in your town with our HIGH 
SCHOOL JEWELRY PLAN, Quality made in sterling 
silver, all priced attractively low. Every student wants 
a ring. The student who has a ring, will also want a 
companion item. Build up a gift business with the par 
ents, too. And make your own “hot number” out of any 
item. Promote the pin-and-guard set and start a school 
fad that will bring you brisk business. 


PIN AND GUARD, CHARM ON CHAIN, OR THE 
RING (boy’s or girl’s) ONLY 83.75 COST TO YOU. 
Natural traffic builders, and you can step up to our karat 
gold rings and accessories for super profits. Now you 
can compete with anyone in your community includ- 
ing schools. 


SUGGESTED BASIC ORDER: 
1 Plan “B”, 12 sterling silver rings 
1 Plan “D”, 12 pins and guards, 6 charms on 
neckchains, 6 charms on bracelets. 
NO DIE CHARGE on order of 12 pieces. 
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and notified the post office but not you, which is 
often the case, the post office will advise you as 
follows: 

1. If the customer has authorized forwarding of 
4th class mail, your letter will be sent to her and 
you, in turn, will receive post office form 3547, 
which is a small card indicating her new address. 

2. If the customer has not authorized forward- 
ing of 4th class mail, the post office will return 
your letter, and on the face write in the new ad- 
dress of the customer. 

In either case the customer will be unaware of 
your tracing efforts. 

In addition to being a very inexpensive tracer, 
it can reduce your collection costs. Many stores 
which employ outside collectors find that though 
normal mail is not being returned, the customer 
has moved. Slow-payers sometimes show remark- 
able indifference when they receive duns forward- 
ed from a former address. They seem to feel safely 
hidden, and their paying habits usually reflect 
this. However, if they are aware that you know 
their exact address they will take the matter more 
seriously. Any account that has progressed to a 
seriously delinquent status should have this simple 
form sent out as a matter of normal procedure. 
The cost is nominal, and the savings can be great. 
[It is certainly cheaper than using costly certified 
or registered letters, which certain types of cus- 
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A Swedish Modern design in stainless steel with a satin hand 
finish, forged from rods. An unbreakable boil-proof nylon 
handle for dish washers is available in several decorator colors. 
Knife has wavered cutting edge. 


Five piece place setting in gift box $12.50. Keystone. 
Also various combinations in chests. 


Silver Plated Sugar, 
Creamer, & Tray 2539 
$12.50 Key 


As Seen on NBC TV ‘Say 
When" 
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SWEDISH METALCRAFT, INC. 
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tomers frequently refuse, knowing the nature of 
the contents. 


Missed Payment Means Profit Loss 

Since most credit customers live on a budget, 
they are unable to do more than give you a budget- 
type payment. If your collection action is late or 
if a payment is missed, it is unlikely that the cus- 
tomer will be able to draw funds from any source 
other than his salary to make up this lost payment. 

He will, with the necessary prompting or edu- 
cation, pay you the $10 monthly terms, but he 
cannot give you $20 in one month unless the other 
obligation is eliminated. The point is that a pay- 
ment missed is a payment lost; in effect, lengthen- 
ing the contract by one month, producing a loss in 
profit earned. It also decreases what should be an 
accurately planned collection percentage and fore- 
cast of dollars to be obtained every month from 
your accounts receivable. 

An educated customer is usually a happy cus- 
tomer. An intelligent and definite collection pro- 
gram gives the best assurance that your money 
will be returned to you quickly and without undue 
expense and that your customer will be able, per- 
haps even anxious, to make additional purchases. 
This smooth cycle is one more important key to a 
successful and ever expanding credit Jewelry op- 
eration. Zea 
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inside looking out and outside look- 
ing in—two views of one of the open 


front windows developed by Fuhr- 
man’s Jewelers - Silversmiths, Albany, 


N. Y¥. Above, owner J. E. Fuhrman. 
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and 

they are 
easy-sell, 
too 


@® HOW MUCH TIME can you afford to spend on 
window dressing? If your answer is “not as 
much as I’m spending now,’’ you may be able to 
benefit from the experience of a jeweler who feels 
he has found the solution to all show window 
problems. 

Fuhrman’s Jewelers-Silversmiths in Albany, 
N. Y., have developed displays which owner John 
G. Fuhrman feels are the last word in transform- 
ing outside browsers into inside buyers. They 
involve the complete open front—radical in de- 
sign, tremendous in viewing range. They have 
been so profitable for Fuhrman that he insists 
he would never change to standard windows. 

Fuhrman’s variation of the open front features 
the following: 

(1) Full-length plate glass exteriors facing 
Albany’s State Street (main) and Green Street 
(side); (2) three portable display cases directly 
in back of the plate glass; and (3) an open area 
behind the cases approximately 8 by 12 feet cov- 
ered with beige carpet and surrounded by an 
ornamental iron railing. 

3ehind this is the jackpot—a spacious interior 
with large and lavish displays on all sides that 
have never ceased to lure window-shoppers 
within. 

Key factors in Fuhrman’s open front are the 
display cases. Two are of counter level and face 
the main street; one contains expensive jewelry 
and the other less expensive items. The third, 
holding hollowware and glassware, is a higher 
multiple-shelf case which looks out on the side 
street. 

Fuhrman says, “How far to go with the open 
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NEVER be undersold. 

Push “Expandros” for FULL profit and 
good will. 

Kiefer patents protect vou against 
cheap imitations. Stainless steel $3.95 
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variety of chronographs and timers to 
meet all the needs of sports and indus- 
try. When you sell the profitable Racine 


line you can be sure to satisfy specific 

> needs of your customers. Available from 

g your local wholesaler. Write for cata- 
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fi Guinand, Security...famous since 1870. 
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by Ronald G. Birnback 


front is up to each jeweler, but I know for a fact 
that portable showcases will produce one or more 
wonderful results in almost any type of jewelry 
store window. 


No More Contortions 

“First of all, they’re the simplest to dress. I 
can set up a complete display without having to 
crawl, bend, stretch or put myself on display. All 
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Interior and exterior shots of the 
main display window of Fuhrman’s 
point up the open front’s simplicity, 
visibility and ease of access. 


I do is place the jewels on velvet mats, slide open 
the glass doors and insert the display. I can do 
the full three cases in one hour at most. 
“Removing and replacing window items can 
also be done effortlessly. Our jewelry cases are 
flexible enough so that most anything we have 
on hand will fit inte the general pattern. Many 
of our display pieces are one of a kind and they 
sell easily, so we never use intricate setups that 
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would leave a gap in the window if an item is 
removed. 

“Of considerable importance to us is the ease 
with which we can keep the glass and showcases 
clean and free of dust,” Fuhrman points out. 
“We just push back the cases to wash the plate 
glass and simply remove the velvet mats to clean 
the cases.” 

The open front has enabled Fuhrman to set 
up full-size table displays of bridal and giftware 
merchandise—an impossibility in standard win- 
dows. One recent display featured a bride’s table 
layout through which the store was able to sig- 
nificantly increase its sales of wedding items. 
The regular display cases were simply removed 
from the window area and the table substituted. 

“The carpeted area surrounded by the railing 
is perfect for complete layouts,” Fuhrman notes, 
“and because the plate glass affords an unob- 
structed view I’ve been able to push back-of-the- 
store goods before thousands of passers-by.” 


Less Threat of Theft 

Fuhrman claims his windows are twice as 
burglar-proof as standard ones. A burglar would 
have to break through two layers of glass, not 
one—first through the outside plate and then 
through the display case itself. 


DOUBLE 
FEATURE! 


¢ SCARABS 
¢ CAMEOS 


" park 


Introducing a smart new line} ae é 
featuring beautiful Cameos in- Fo — 
ported from Italy. ALSO—Amer- FM, Ae 
ica’s most comprehensive line | e 

of fine Scarab Jewelry. wy. 


SCARAB CIRCLE PIN 


Stones. 12K G. F 
No. 260 


Copyright 1961 + Admark 


THE ORIGINAL SCARAB WATCH ATTACHMENT. Still Finest by Far! 


Popular style in choice of 
Italian Cameos or Scarab 


“The amazing factor about the open front set- 
up is its adaptability,” Fuhrman says. “For ex- 
ample, if you have a side window which does not 
draw well enough to merit excessive decorating 
effort you can actually put in a portable display 
case right against the window and reap the bene- 
fits you could expect from a standard display 
window. 


It Pays for Itself 


‘““My entire open front setup does not cost any 
more than the standard front in terms of actual 
operation. The expense of initial construction is 
made up over a relatively short period of time 
by a definite increase in traffic and sales. 

“The two front display cases, each five feet 
long and made of bleached oak, cost $350 apiece 
but they will last a lifetime. The expense for 
each individual jeweler naturally depends on 
what kind of a window he wants and what he 
has now, and it can range from a few hundred 
to several thousand dollars. 

“My entire cost—including carpeting, wrought 
iron railing, plate glass and glassware case—was 
almost $2,000, but this is a variable figure. The 
point is that I’ve already earned the price over 
and will continue to do through the wonderful 
results I’ve had.” 
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FTC 

THREATENS 
“HARD, FAST" 

ACTION 


Careless use of terms such as “gold plate,’’ ‘“‘brushed gold,’ “fresh water 
pearls,’’ and ‘‘water-proof”’ will get prompt attention, Paul Rand Dixon, new Chair- 


man of the Commission, promises in this article specially written for JC-K 


@ THE CONTINUING INTEREST of the Federal Trade 
Commission in the jewelry industry was em- 
phasized last year by a series of conferences held 
in New York City, Chicago, Los Angeles and San 
Francisco. 

The primary purpose of these meetings was to 
familiarize chain and department stores handling 
jewelry and watches with the Commission’s trade 
practice rules covering the advertising and sale 
of these products. 

The response was excellent, but the question 
remained: How effective are such programs in 
obtaining voluntary compliance with the laws ad- 
ministered by the Commission? 

To find the answer, the FTC’s staff initiated a 
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special survey. The results were only partially en- 
couraging. The survey noted some improvement 
in the advertising of jewelry and watches but also 
indicated that many concerns were not comply- 
ing fully with the rules. 

Among the more prevalent violations disclosed 
by the survey were the following: 

1. Using the term “gold plate” to designate 
gold alloy coatings applied by an electrolytical 
process. (This term may be used only when gold 
alloy is mechanically applied). 

2. Describing jewelry as “brushed gold,” when 
the articles actually are made of brass colored to 
resemble gold. 

3. Using the words “fresh water pearls” to 
describe imitation pearls. 

4. Representing that watches are “shockproof” 
when they are not immune to damage from shock. 

5. Representing that watches are ‘“water- 
proof’? without disclosing that certain care and 
maintenance are necessary if they are to remain 
waterproof. 

You can be sure that these and other violations 
will be given considerable attention by the FTC. 
We are prepared to hit hard and fast at those 
in the jewelry industry, or in any other industry, 
who think the laws prohibiting unfair trade prac- 
tices apply only to the “other fellow.” 


Don’t Let the Public Down 

At the same time, the Commission seeks to en- 
courage the business community in all bona fide 
efforts at self-regulation. We believe business has 
a vital interest in maintaining public confidence 
in its integrity. This is especially true of the 
jewelry industry. 

The average purchaser of jewelry is not com- 
petent to determine whether a necklace is com- 
posed of cultured or natural pearls, whether a 








Federal Trade Commission 





GUIDES AGAINST 
DECEPTIVE ADVERTISING 
OF GUARANTEES 











Adopted April 26, 1960 














diamond is perfect, whether a product is of karat 
gold or merely flashed with gold, or whether a 
stone is a natural ruby or a synthetic. The same 
is true of a young couple shopping for an engage- 
ment ring. They visit their neighborhood jeweler 
not only to make a purchase but also to seek 
advice. 

In situations of this nature, the jeweler occu- 
pies a position of trust of a high order. Should 
he betray this trust, he does a disservice not just 
to himself but to the entire jewelry industry. 

The Commission has learned from experience 
that no one profits in the long run from deceptive 
business practices. The short-sighted merchant 
who regularly employs false advertising and dis- 
honest merchandising schemes soon learns that 
he has alienated his respectable customers and 
attracted a much less desirable clientele. The 
public once bitten is twice shy, and the entire 
industry suffers as a result. 

In recent years many members of the jewelry 
industry have expressed grave concern over the 
fact that jewelers are losing the position of trust 


These Guides will help your business. You 
can obtain a copy of each without charge from: 
Federal Trade Commission, Washington, D. C. 


@ “Guides Against Deceptive Pricing’’§ dis- 
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@ “Guides Against Deceptive Advertising of 


Guarantees” explains what a guarantee that 
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@ “Guides for Advertising Allowances” tells 
what businessmen may do in giving and re- 
ceiving promotional allowances 
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they once enjoyed in their communities. This is 
unfortunate, for the overwhelming majority of 
persons in the industry are honest, responsible 
businessmen and citizens. It is the malpractices 
of the few that reflect discredit on the many. 

There is something that can be done, however, 
to eliminate some of the evils which beset the 
jewelry industry. 


Rules for Good Conduct 

First, it should be pointed out again that the 
Commission has trade practice rules governing 
the advertising and sale of jewelry. These rules 
were established by government and industry 
members working together through many months 
of study, research, tests, conferences and hear- 
ings. They are divided into five categories: (1) 
Those having application to all industry products 
regardless of their composition; (2) those ap- 
plying to industry products composed in whole 
or in part of a precious metal or metals; (3) 
those applying to products containing diamonds 
or imitation diamonds; (4) those dealing with 
products containing pearls, cultured pearls or 
imitations; (5) those dealing with industry prod- 
ucts containing rubies, sapphires, emeralds, other 
precious or semi-precious, and synthetic or imita- 
tion stones. 

(These rules were published in full, in JC-K’s 
1960 Jewelers’ Directory Issue. The article, en- 
titled ““Rules to Live By for Sellers of Jewelry,” 
starts on page 43. | 

In addition, the FTC has trade practice rules 
for the watch case industry, which set out in 
detail the manner of disclosing the metal composi- 
tion of watch cases. It also has promulgated 
rules respecting the use of the terms ‘“water- 
proof,” “‘shockproof,”’ ‘‘non-magnetic” and relat- 
ed designations as applied to watches, watchcases 
and watch movements. 

The Commission’s most recent contribution to 
the fight against false advertising and other forms 
of business deception is its ‘““Guide”’ series. These 
guides cut across industry lines and spell out to 
businessmen in plain language certain practices 
considered by the FTC to be illegal. They include 
the Guides Against Deceptive Pricing, Guides 
Against Bait Advertising, and Guides Against 
Deceptive Advertising of Guarantees. 

To preserve free and fair competition in the 
jewelry industry, members should familiarize 
themselves with, and adhere to, the provisions 
of the guides and the trade practice rules perti- 
nent to their industry. Furthermore, we suggest 
they bring to the attention of the Commission any 
suspected violations by others. 

In reporting matters to the FTC, it would be 
helpful if jewelers would submit copies of chal- 
lenged advertising and present a full statement 
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of the facts. They also should give the Commis- 
sion the benefit of their views on the matter. 
Remember it is not our policy to divulge the 
sources of such information. 

There also is much that can be done at the 
local level where the FTC lacks jurisdiction. Not 
only do most states have local truth-in-advertis- 
ing laws, but an increasing number of media 
newspapers, magazines, and broadcast stations 
are adopting and enforcing their own ethical 
standards. This will help mightily. In addition, 
Better Business Bureaus and local advertising 
clubs can exert a strong influence for truthful 
advertising. 

All of the policing efforts, whether local or 
national, can not, however, achieve honest adver- 
tising by themselves. They can only serve to 
buttress the resolution of the jewelry industry to 
keep faith with the public. Without that resolu- 
tion, no policing effort could succeed. Bae 
SERVICE FEE ON OPEN CHARGE 


(continued row page l 10) 


the balance of tardy open charge accounts. 

The vast majority of so-called “cash” jewelers 
are either unaware of this development, fearful 
of trying it, or waiting for other jewelers to do 
the pioneering in their field. 


However, at least two “cash” jewelry stores 
have spurned the sidelines and taken the plunge: 
The Broer-Freeman Co. of Toledo, Ohio, and S. 
Kind & Sons, of Philadelphia. 

The former first applied the service charge to 
open charge accounts in October, 1958; the latter 
in the summer of 1960. 

Neither took the step lightly. Broer-Freeman 
had observed the experience of J. B. Hudson, 
the well-known department store in Detroit, 
which had applied a service charge to its 30-day 
accounts in 1957. S. Kind & Son in turn based 
its decision to some extent on Broer-Freeman’s 
experience. 

For the Kinds, the spring of ’60 was a turning 
point. “We had a serious delinquency problem 
at the time,’ Stephen Kind says, and the store’s 
accountants advised a service charge of 1 per 
cent per month on the unpaid balance of delin- 
quent open charge accounts. 

Stephen Kind concedes that it is “extremely 
hard” to measure the effectiveness of the service 
charge, explaining that “‘the time and effort de- 
voted to dunning may have been cut, but this 
has been equalized to some extent by the time 
and effort involved in entering the service charge 
on the monthly statements.” 

The system has, however, produced a significant 
reduction in the percentage of delinquent ac- 
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counts (“roughly 60 days overdue’’) to total open 
charge accounts. Last July, before the service 
charge went into effect, 33 per cent of the store’s 
open charge accounts were delinquent. At the 
end of January, 1961, only 24.5 per cent were 
rated delinquent. 

A hypothetical instance of the Kind service 
charge would be as follows: 

Mrs. John Smith buys a $30 bracelet on Feb. 
15. On March 1 a statement is mailed to her, 
indicating the article purchased and the price. 
At the bottom of all Kind statements are the 
sentences: “Bills are rendered on the first of 
the month following purchases, at which time 
payment is due. A service charge of 1 per cent 
will be added to the unpaid balance of past due 
accounts, if not paid before next billing.” 

Mrs. Smith knows where she stands. Neverthe- 
less, April 1 rolls around, and she has not paid 
a cent on the bracelet bought six weeks before. 
On April 1 a second statement is mailed to her, 
inscribed: “‘March 1, bill rendered, $30.” 


Enter the Service Charge 

On May 1, assuming that she has still failed 
to pay, a third statement is mailed. On it is typed: 
“April 1, bill rendered, $30” and, one line below, 
“service charge 30¢.” She now owes $30.30. Af- 
fixed to the statement is a brilliant yellow gummed 
sticker: “Notice. As we have not received pay- 
ment your account is now overdue; therefore, 
as previously notified with your last statement, 
a service charge has been added to your account. 
5S. Kind and Sons Credit Office.”’ 

The yellow sticker is likewise attached to the 





S. Kind & Sons will be a completely sub- 
urban operation by this mid-Summer, after 
89 years in its central Philadelphia site on 
Chestnut Street. 

For the past five years the firm has oper- 
ated a successful shopping center branch 
in the Philadelphia suburb of Bala-Cynwyd. 
This summer it is opening a second shop- 
ping center store in the fashionable Chelten- 
ham suburb. 

The move was dictated by the combina- 
tion of high operating costs in the down- 
town store, pius the marked success of the 
Bala-Cynwyd branch. 

The Kinds anticipate greater profit per 
dollar volume once the move to the suburbs 
is completed. 
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June 1 and July 1 statements (by July 1 Mrs. 
Smith will owe $30.91). A mild collection letter 
accompanies the June 1 statement; a strong one 
goes out with the July statement. If Mrs. Smith 
continues to turn a blind eye to these appeals, the 
case goes into the hands of collectors after 
August 1. 


Most Pay Up 

This is an extreme case. Seventy-five per cent 
of Kind’s delinquent open-charge accounts pay 
up in time, service charge and all. In the re- 
maining cases, either the bad accounts are turned 
over to a collector, or the customer remits without 
paving the service charge. 

In the case of a service charge on a relatively 
small purchase such as Mrs. Smith’s bracelet, is 
the threat of paying a few more cents or even a 
dollar or two in service charges a real inducement 
to prompter payment? 

Stephen Kind believes the “bark” is. better 
than the “bite.” “‘We feel the threat of the service 
charge is more effective (in speeding up pay- 
ments) than the service charge itself,” he says. 
“When you get to the point of having to put on 
a service charge, the account is bad.” 

What of the extra revenue brought in by the 
service charge? Is it of any consequence when 
reckoning total net income? 

Stephen Kind’s answer is an emphatic “No.” 
The whole point of the service charge is to get 
charge accounts to pay on time. It “doesn’t begin 
to cover the time and cost” of putting delinquent 
accounts into the hands of a collector. 

How do customers react to the service charge? 


Customer Complaints Few 

“The impersonal nature of the service charge 
generally causes one of two different reactions,” 
Stephen Kind says. “A few customers feel they 
are not getting personal attention for personal 
problems. But most feel they are getting equality 
of treatment.” 

The store does not apply the service charge in 
every case of slow payment. “In actuality it de- 
pends on the customer; his past record of pay- 
ments and his potential as a future customer.” 
If a customer requests to pay for his balance 
monthly because of financial difficulties, the ser- 
vice charge may be left off. Again, this depends 
on the customer and his previous dealings with 
the store. 

“We always urge customers to contact us if 
they have any payments problems,” Stephen Kind 
points out. When they do so, usually some ar- 
rangement satisfactory to both store and customer 
can be worked out. “If we know the reason for 
non-payment we feel 100 per cent better,’ Kind 
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says. “It’s the ignoring of the obligation that 
is the distressing factor.” 

Kind states frankly that he regards the service 
charge as “the lesser of two evils” rather than a 
cure-all. “The greater evil would have been to 
let more and more money become tied up in bad 
accounts.”’ 

He believes the store “has undoubtedly lost 
some customers” as a result of the service charge. 
Though “we run into customers who point out 
that X store doesn’t have a service charge,” this 
does not bother Kind. “Let ‘X’ store do their 
business on a six-month basis (of collections) if 
they wish,” he smiles. 

Sooner or later, Kind believes, most jewelers 
faced with the problem of slow payments on open 
charge accounts will join ranks with S. Kind & 
Sons and the Broer-Freeman Company in adopt- 
ing the service charge. 

“If they don’t,” Stephen Kind says, “they are 
Kidding themselves.”’ ee 


ISRAEL’S BOOMING DIAMOND INDUSTRY 


(continued from page 139) 


10 to 150 workers. Diamond exports have 
doubled, tripled, quadrupled. In 1959 there were 
4135 sawyers, cutters and polishers, with 620 
in the new development areas, including 200 ap- 
prentices. In 1960, this number increased to 5000, 
with 770 in the new development areas, including 
240 apprentices. Owners and office workers would 
raise these figures about 10 per cent. 


Government versus Private Enterprise 


Israel’s diamond cutting industry is currently 
both in private and Government hands. The 
privately owned plants are mainly located in 
big cities like Tel Aviv and Nathanya. In the 
new development areas are concentrated the Gov- 
ernment factories, a project of the Pituach Dia- 
mond Research and Development Co., Ltd., headed 
by Yehuda Devon, its director-general. 

Experienced workers are paid on a per diamond 
basis. The rate of pay, determined by the Dia- 
mond Trade Union, varies with the size of dia- 
monds, location of factories and the particular 
function performed, such as sawing, girdling, 
polishing the top or bottom of stones. 

In private industry, learners pay for their dia- 
mond cutting courses. However, to induce people 
to work in the outlying Pituach factories, the 
Ministry of Labor assures apprentices of a mini- 
mum salary for the first 100 days of their training 
period. This is similar to the distress payment or 
benefit available in larger cities to wounded war 
veterans and the handicapped. 

While at present, wages in Pituach plants in 
the new development areas are 71% per cent lower 
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than those in larger cities, the union plans to 
eliminate this wage differential shortly. There are 
several reasons for this lower rate of pay. Pituach 
workers are either completely new at this work 
or have little experience. Spoilage is high, so 
they cut only the small stones. The cost of living 
is much lower in the suburban communities. How- 
ever, employees in both Government and private 
factories enjoy the same social services established 
by the union, such as health, unemployment in- 
surance and paid vacations. 


Private Factories 

I visited several important private factories. 
In Nathanya, the Israel Tarshish Diamond Fac- 
tory is owned by G. Sulimani and his brother, 
Eshel, who, in 1933, escaped from East Russia, 
entered Persia illegally and in 1934 settled in 
Israel. Their 80 people polish full-cuts from one- 
half carat to 50 per carat; and eight-cuts (sIx- 
teen facets) from 30 to 150 per carat. In addi- 
tion to smaller brilliants, they also work on large 
stones (eight carats was their largest), and fancy 
shapes, including marquises, pears, rose-cuts and 
emerald-cuts. The average rate of pay is about 
$7.50 per rough carat for brilliants, $10 per rough 
carat for fancies. Those specially trained to polish 
large diamonds earn from 25 per cent to 50 per 
cent more. 

The Sulimanis also own the Avnai Diamonds 
plant in Migdal Ha Emek, which was subsidized 
with a 10-year Government loan three years ago. 
Built in memory of a third brother killed in the 
[Israeli-Arab war, it now employs 70 people, all 
new immigrants, who produce 500 carats per 
month of two to three per carat full-cuts, or be- 
tween 2000 and 2500 stones. 

Also in Nathanya is the Ernest Weich Co. Only 
three years old, it is one of the largest diamond 
cutting factories and employs 70 immigrants from 
25 countries. They polish full-cut brilliants from 
one to 40 points, marquises and pear shapes from 
30 to 40 points, baguettes and squares from 20 
to 40 points. In respect for the religious sen- 
sitivities of the workers, Weich has arranged his 
factory so that Orthodox men work at one end, 
women at the other. 

Tel Aviv’s rapid growth as a modern residential 
city is slowly forcing many of its expanding fac- 
tories into its suburbs. One such is the two-year- 
old Noy Diamonds Factory owned by Naftali 
Aron and B. Gwirchman. Their 45 employees 
work on full-cut brilliants ranging from 35 points 
to one point per carat. 

In the same building is another diamond cut- 
ting plant, only one year old. Owned by 35-year 
old Ephraim Choczner, it already employs 101 
immigrants from 20 countries. Average produc- 
tion is 800 carats per month which are exported 
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mainly to Hong Kong. In addition to baguettes, 
the plant also polishes full-cut brilliants from 30 
to 40 per carat. Employes earn from $175 to $200 
per month. 

In Beer Sheba, in the Negev (dry land), a four- 
year-old, three-story building and its equipment 
are owned by Pituach. In it are three separately 
operated diamond cutting factories with complete 
facilities for sawing, girdling and polishing. Two 
and a half years ago, one factory with 50 people 
came under private enterprise when it was leased 


The Jordan Hills in the background loom threateningly 
over Eilat, in which this diamond-cutting factory 1s 
located. 


to Menachum Hershkowitz. In accordance with 
their government agreement, apprentices are 
trained and paid monthly by Pituach for the first 
100 days. After they master the craft, they re- 
ceive per stone payment from Hershkowitz. 

Ashdod is still mostly desert but will soon 
emerge as an important shipping port. However, 
it boasts a diamond cutting factory opened in 
November 1960 with 60 workers. 


Projects for Talmudic People 

All people in Israel enjoy complete freedom of 
movement. New immigrants settled by the Gov- 
ernment in suburban areas do not have to remain 
there if they are not completely happy. Naturally, 
most people prefer the larger cities. Therefore, 
the government is constantly devising schemes 
with which to entice newcomers to settle in the 
undeveloped and frequently troublesome zones. 

My hosts at the Ministry of Commerce and 
Industry and Pituach drove me to a newly created 
city called Kiryat Saans, in an area dangerously 
accessible to Arab forays. Here I visited Messrs. 
Waldman and Reich, who, with 40 families, came 
to Israel in December 1959. All are extremely 
Orthodox. All are young. All the men, I was told, 
have rabbinical degrees and are from New York. 
With two exceptions, their rabbi and their ar- 
chitect, they are all diamond cutters. 

Why did they consent to settle and possibly risk 
their lives in this vital “hot spot’? For one thing, 
the Israeli Government built for them a synagogue 
and a yeshiva (a religious school). But that’s not 
all. All Israelis have to serve in the Defense 
Forces for two or two and a half years, depending 
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on age. Women are excused if they have religious 
objections. However, in the case of these people, 
the Government has replaced regular military 
service with several weeks of intense defense 
training and a refresher course every month. 

In addition to being subsidized by Vaad Shear- 
ith Hapletah, an American religious organization 
with headquarters at 52 Stuyvesant Ave., Brook- 
lvn, they have a government loan to defray the 
cost of building the diamond cutting factory in 
which the men and their wives work. Before this 
year is over, they plan to increase their number 
to 100 people, about 70 men and 30 women, the 
additional people also from New York. 

A similar project is being developed at B’nai 
Brak, a suburb of Tel Aviv and another strategic 
defense area. This was inspired by the Rabbi of 
Wishnitz and his son-in-law, Mr. Ernster, who 
are now recruiting Talmudic people employed as 
diamond cutters in European countries. 

So—everybody is happy. Israel has protection 
in strategic areas. Her people realize their life’s 
ambition of living and raising their children in 
Israel. They have the means of making a good 
livelihood and at the same time contribute to the 
progress and prosperity of Israel. 


Government Factories 

I was also taken to many of the factories es- 
tablished by Pituach including those in Beit Saan, 
Ashkelon, Azata, Eilat, Beer Sheba and Safed. 
Pituach operated some of them; others have been 
leased to private contractors. In some cases, 
Pituach pays the workers. In others, the con- 
tractors do so, depending on their individual 
agreements. However, Pituach provides instruc- 
tors for the new immigrants and the raw mate- 
rial. The polished diamonds are then returned to 
the Government for marketing. 

One of the biggest Pituach operations is in 
Safed, the ancient city of hills, where five years 
ago the Government founded Galilee Diamonds, 
Ltd. It is headed by Izzy Fuchs. Here, on part 
of one floor of an old, Oriental-type building, 65 
diamond polishers earned from $100 to $175 
a month. In January 1961, the plant was moved 
into a brand new, two-story building accom- 
modating 150 people. The first floor is devoted 
to sawing, the second to cleaving, polishing and 
girdling. 

In Beit Saan, near the Jordan border, Pituach 
opened a factory in February 1960, the first in- 
dustrial plant in this newly created city. Its 
director, Raphael Nanazia, supervises the work of 
40 men and eight women from 20 countries. Their 
average production is 6000 brilliants a month, 
ranging from 50 to 17 per carat in small dia- 
monds; from 17 to eight per carat in medium 
sizes. Another building has just been completed 
next to the main factory to handle an overflow 
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of 40 additional immigrants who have applied 
for jobs as apprentices. 

In Azata, in the heart of the desert, stands 
another diamond cutting factory which the Gov- 
ernment took over and began to operate in Octo- 
ber 1960. It is now leased to a man and wife 
team, Mr. and Mrs. Avital, who employ 31 people, 
19 of them apprentices. After about two months, 
learners average about $70 monthly. Experienced 
workers earn up to $225 a month. In one year 
the Avitals will own the factory and operate it 
as a private enterprise, completely independent 
of Pituach. 

The diamond cutting plant in Eilat, near the 
King Solomon’s Mines, is surrounded by hostile 
Arab territory. Built by Pituach four years ago, 
it is now leased to two brothers, Isaac and Alex- 
ander Ehrman, who have another factory in 
Nathanya. Its 50 men and women saw, girdle 
and polish brilliants from 15 to 10 to a carat 
rough weight. 

The Israelis aim for only a five million dollar 
increase in their diamond exports in 1961—from 
$60,000,000 to $65,000,000. When this is com- 
pared with their enormous gain in 1960, it might 
appear that they are lying down on the job. 
This is hardly true, for, according to M. Jona 
Hatsor, the diamond controller at the Ministry 
of Commerce and Industry, the government is 
at present not as much interested in increasing 
the over-all dollar value of its diamond exports 
as it is in creating employment for additional 
workers. It plans to purchase less expensive 
rough but pay more for labor. Heretofore, the 
reverse was true. Therefore, while the total 1961 
export figure may not show an impressive in- 
crease, the Israeli people will personally derive 
greater benefits in the way of more take home 
pay. 28 
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of the jewelry styles on page 154, is a new- 
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BY BILL WAGNER 


Consumer 
Greclit QUEKIES 


Is information available on the value of the use 
of “$1 down” and “50¢ weekly,” or similar terms 
in credit jewelers’ advertising? 

Jewelers who get traffic from this type of ad- 
vertising are for it. Others, mostly non-advertis- 
ing jewelers, are opposed. Data on results hardly 
can be called decisive. 

Prior to World War II, the advertising of an 
initial payment of $1 or less was common. Many 
jewelers were convinced that this type of adver- 
tising brought in customers who otherwise would 
not go into a jewelry store. | 

Regulation W suspended the dollar-down ad- 
vertising. After Regulation W. some firms again 
featured $1 down, regardless of the selling price 
of the goods. They still are doing it. 

It seems safe to assume that, without credit 
controls, this method of advertising will continue 
and its use will be governed by the individual 
thinking and preferences of advertisers. Jewelers 
should keep in mind, however, that failure to sell 
goods on the terms which are advertised may lead 
to charges of misrepresentation. 


Is there a proved procedure for obtaining cus- 
tomer acceptance of carrying charges? 

The best way is to assume that credit buyers 
expect to pay for extended credit. If a customer 
who has been buying on instalments without pay- 
ing for credit, objects to a service charge, a 
straightforward explanation to show that it costs 
money to borrow money should prove adequate. 
But it may be advisable, at least in some cases, 
to explain that the store’s prices are cash prices 
and do not include the cost of a credit operation. 
It has not proved difficult to make credit buyers 
understand that it would be unfair to ask the 
store’s cash customers to help pay for the special 
service supplied to credit customers. Most custom- 
ers approve of a policy which makes a reasonable 
charge for credit and discloses fully the exact 
amount of that charge. 

This question shows that some jewelers have 
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been slow in going along with a trend which began 
in the jewelry business over 30 years ago. Some 
credit jewelry stores still deny themselves a 
charge income which rightfully belongs to them 
and which is needed to help pay expenses incur- 
red exclusively in connection with the conduct of 
credit business. 


What is considered a good monthly collection 
percentage for a retail jewelry business? 

In figuring monthly collection percentages on 
instalment sales, it is common practice to divide 
the outstanding on the first day of a given month 
into the collections on accounts receivable during 
that month. If the outstanding on Aug. 1 was 
$30,000 and collections on accounts receivable 
in August were $3600, the monthly collection 
percentage for June was 12 per cent. It is widely 
accepted that this method of calculation provides 
a consistent guide. What may be considered a 
good, or a satisfactory, monthly collection per- 
centage generally depends upon the credit policy 
of the company. A liberal credit policy is apt to 
be reflected in smaller collections and, therefore, 
in a lower monthly collection percentage. 

If a store sells on one-year terms, a satisfac- 
tory monthly collection percentage, based on a 
year’s performance, should be around 13 per cent. 
Less than 11 per cent should be looked upon as a 
danger signal, and a firm with a monthly collec- 
tion percentage of 9 per cent or 10 per cent might 
be expected to have to rely on cash reserves, or 
borrowing, to pay its bills. 

When a firm receives payments regularly from 
all or most of its accounts, a monthly collection 
percentage of 11 per cent can be less serious than 
a 13 per cent average when substantial payments 
are received from the good payers and virtually 
nothing is paid by a lot of other accounts. Under 
such conditions, a firm may have a good monthly 
collection percentage and still end up with a big 
write-off. 

A monthly collection percentage unquestionably 
can serve as a useful guide in analyzing and eval- 
uating accounts that have not paid within 30 
days, 60 days, 90 days, and over 90 days. 


What are credit jewelers doing to adjust to 
present-day conditions in the jewelry trade and 
to improve their chances for survival? 


This question was asked of three credit jewel- 
ers. Two of them replied: “You tell me. That’s 
exactly what I want to know.” The third jeweler, 
head of a chain of ten medium-sized and small 
stores, said that his firm made a study of its 
own operation, talked with several other credit 
jewelers, and then took action. He explained what 
his firm has done: 

“We decided to dispense with so-called ‘opera- 
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tional luxuries’ and that the day of ‘specialists’ in 
jewelry stores is a thing of the past. We arrived 
at the conclusion that in today’s credit jewelry 
store every employee must do what needs doing. 
And that includes sweeping out the store. 

“Under our new order, the store manager dou- 
bles as a salesman, a credit and collection worker, 
and, on oceasion, an errand boy. This has not hurt 
operational efficiency; it actually has helped it. 

“Our rigid rule regarding ‘luxury’ in store help 
also has been applied to other operating expenses. 

“Our stores are typical credit-business opera- 
tions. At least 90 per cent of our total dollar 
volume is with customers who pay on install- 
ments. Our inventories are diversified—jewelry 
and non-jewelry—and our prices compare favor- 
ably with those charged by stores competing with 
us for consumer patronage. We try to get reason- 
able down payments and we make a charge for 
credit.” 


jeweler to coun- 
“TI can 


Are there wavs for a retail 
teract a prospective customer’s remark, 
get it for less at a discount house?” 

Discount houses now are too numerous, too 
big, too well publicized, and too well established 
with suppliers and financing agencies to use 
stock arguments against buying from them. A 
retail jewelry store may be wasting time when 
it tries to “unsell’” a consumer who is sold on 
buying at a discount house. But a retail jeweler 
should make use of every opportunity to sell him- 
self, his store, and other reliable retailers as a 
community asset. 

If and when jewelers, and other mer- 
chants, are able to command the public’s respect 
and confidence, they probably will not be called 
upon very often to meet discounters’ prices. Jew- 
elry stores, known for quality merchandise at 
prices which are recognized as truly competitive, 
seldom should be required to serve as showcases 
for confirmed discount house customers. 

The question under consideration is far-reach- 
ing. Any retail jewelers’ association might find 
it worthwhile to base an educational campaign on 

However, retail jewelers should know by now 
that in an era of fierce competition consumers 
become both price conscious and quality wise. 
Instead of arguing over how much, if anything, 
can be saved by buying from a discount house, 
it might be wiser to assume that an argumenta- 
tively inclined customer already has made up 
his mind to buy from a discounter and is check- 
ing with a jeweler merely to assure himself that 
he is making a smart deal. 


local 


Have you a question about natanmens credit? 
If so, why not ask Bill Wagner? Address: Bill 
Wagner, c/o Jewelers Circular-Keystone, Chest- 
nut and 56th Sts., Philadelphia 35 
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commuhi- 
cating 


WITH THE DEAR DEPARTED 
IS POSSIBLE, SOME PEOPLE 


CLAIM, BY MEANS OF A 
LATE HOUR SEANCE. ITS AP- 
PLICATION TO THE JEWELRY 
BUSINESS, HOWEVER, IS 
QUITE LIMITED. MORE PRAC- 
TICAL METHODS OF COM.- 
MUNICATION MUST BE USED 
. . . ESPECIALLY WHEN THE 
RETAIL JEWELER IS SEEKING 
A SOURCE OF SUPPLY FOR 
AN ITEM OF MERCHANDISE 
NEEDED TO SATISFY AN 
EAGER CUSTOMER. THE FAST, 
SURE ROUTE TO CUSTOMER 
SATISFACTION IS VIA THE 
ed JEWELERS' DIRECTORY 
ISSUE. 














by Mary Zook 


This gigantic sterling coffee pot, with capacity of 200 cups, was a highlight. . 


Tea Party for 4000 


Business and pleasure 
can be mixed 


with more business 
the end result 


. Of the silverware on display during the Millard F. Davis ‘‘Tea Set Week." 


@® IN THIS SERVANTLESS AGE, who would dream 
of throwing a tea party for 4000? 

Answer: An enterprising jeweler with an eye 
out for new ways of bringing traffic into his 
store. 

Paul W. Day of Millard F. Davis, Inc., jewelers, 
of Wilmington, Del., is the gentleman in ques- 
tion. Not only did he invite 4000; his ‘“‘tea party” 
ran for a full week. 

Several silversmiths thought Day’s hospitable 
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gesture a sensible idea, and Gorham, Reed and 
Barton, Lunt, and Wallace loaned many samples 
of their wares to add glitter to the Davis party. 

To prepare for what the store called its “Tea 
Set Week,”’ 4000 mailers were sent to customers, 
actual and prospective; the number of radio spot 
ads were doubled; and an engraved invitation was 
placed in the local newspapers. 

The various tea and coffee sets on display in- 


(please turn to page 204) 
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Cem MUN Ee F.... THE FINEST STAINLESS 
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Demands 
for new, richer 


New Sales Op 


ives You 
Giv ent Consumer 


Keyed To Curr 
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, stainless flatware and lar : 
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r customers are asking 


Jewelers, eve ‘ces. Increased sales 
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alize on this quality, big- 
omen know, trust 


ve different 


pattern styles 11 
- , , > re > ale 
: await jewelers 
and profits a | : 
Stainless, bearing a name 
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uccessful patterns 1n fi 


ticket trend. C 
offers two new, proven-s 
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"Made In America For 
American Tables’”’ 


50-PIECE SERVICE 
FOR 8—$69.95 


Comes in Colonial Maple LL 94 WT ee a 
Chest with polished brass 7. , a BiNy, 


cover lift, lined in aqua 
blue bark cloth. Also 
available in handsome 
Cherry Buffet Tray at 
only $59.95. Popular 
Driftwood pattern shown. 


- 


f. 





24-PIECE SERVICE FOR 6—$37.50 


Cherry Buffet Tray fits easily into drawer, is ideal for 
carrying to table. Modern Celebrity pattern shown. 








Both Patterns Also Available In 


16-Piece Service for 4 $24.95 
34-Piece Service for 8 $49.95 
__napnnt 74-Piece Service for 12. $89.95 
; weet née a 
ae | al 
Asem Solid Stainless by Oneida Silversmiths . . . 
. Nature Makes It Carefree, Oneida Makes It Beautiful 


ONEIDA@SILVERSMITHS 


Makers of Fine Sterling, Silverplate, Stainless and Melamine Dinnerware 
*Trademark of Oneida Ltd., Oneida, N. Y. 
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; ape ee eae tl .w.. THE FINEST SELVERPLATE 


Gives You Big- Ticket 
Combinations For 
Increased Profits 


CHOICE OF STRIKING 
NEW HOSTESS CABINET 


or Colonial Maple Chest with 


52-Piece Service for 8 
76-Piece Service for 12 


e Impressive Hostess Cabinet in natural wood is available 
in rich dark mahogany or maple finishes. Polished brass drawer 
pull, with cordroyal fabric lining of “Holiday Red.” 
e Charming 18” Colonial Chest is designed in authentic 
Early American and finished in maple. Lined in aqua 
blue bark cloth, it has a cover lift of polished 

brass. 


FREE 
2-PIECE SERVING SET 


Limited Offer— 
Act Now—Stock Up! 


Cold meat fork and 

gravy ladle, in hand- 

some gift box to 

match selected pat- 

tern, free with Com- 

munity* Silverplate Se ih 

services in either | SS if 8 FOR THE PRICE OF 6 


chest. : 
In choice of Affection, Song of Autumn, South Seas, 


Ballad and Silver Flower patterns. Each unit of 8 
place settings in a special gift box, with each 5-piece 
place setting in an individual compartment. 


8 for the price of 6—$59.95 


ONEIDA@.SILVERSMITHS 


Makers of Fine Sterling, Silverplate, Stainless and Melamine Dinnerware 


Trademark of Oneida Ltd., Oneida, N. Y. 


CIRCULAR-KEY STONE 





CUMMU NI 1-2. THE 


Gives You Strong Sales 
Building Specials 


$7.50 Value for Only $3.95! 


3-PIECE PARTY SET IN ALL 
PATTERNS 


In special gift package. Newly designed, oval 
shaped, Imperial glass divided dish, with relish 
spoon and pickle fork. Fast turnover “add-on” 
item or perfect for the browsing gift shopper. 


$14.50 Value for Only $9.95 
3-PIECE SERVING SET 


Serving fork, serving ladle 
and pastry server in indi- 
vidual gift box. All pat- 
terns. An impressive gift 
item for the impulse 
buyer. 


FINEST SILVERPLATE 


COMMUNITY 
BABY ASSORTMENT 


Specially Priced at Full Profit 
to You in Brand New Counter 


Merchandiser! 
Assortment #9166. 40 feeding 
spoons, assorted patterns, regu- 
larly $1.50, at $1.00 each. 20 2- 
piece baby sets, assorted patterns, 
regularly $2.75, at $2.00 each. 
Regular Community* Silverplate 
quality with a total retail price 
of $80, individually packed in 
polycellophane. With free dis- 
play, your net price is only $48! 
Order now! 


$6.00 Value for Only $3.95 
2-PIECE SERVING SPOON SET 


Individually gift-boxed, in 
all patterns. One pierced 
and one plain serving 
spoon. Your answer to 
the “only looking” gift 
buyer. 


ONEIDA@®.SILVERSMITHS 


Makers O Fine Sterlin 9 Silver late Stainless and Melamine Dinnerware 
, 
* Trademark of Oneida Ltd., Oneida, N. Y. 
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Gives You Selling Ammunition 
Regular To Increase Volume 


s] Hoo 


Fifteen Inch 
Round Tray 


On Coffee Sets 











Costs You Only $37.38 Sells for $57.50 


Ten cup Coffee Pot, Sugar Bowl, Cream Pitcher and 
free tray in authentic Old English Henley pattern. An 
unprecedented opportunity to increase your sales of 
high quality holloware at low investment. Free tray, 
counter card and ad mat of special offer all included. 
Order now! 


You Make Your Regular Profit 
On This $7.99 Item Sale of 


ONEIDA SUILVERSMITHS 


No. 46 COFFEE SET 


Seven cup Coffee Server, Sugar and Cream Set and 14” 

b) Serving Tray with handles in fine silverplate by Oneida 
Silversmiths. At special sale price of $7.99 per item, 
you will sell them in volume while earning your regu- 
lar list price profit. This is a splendid opportunity to 
get into the high profit holloware business at a very 
low cost. Counter display card and ad mat included. 
Act now! 


ONEIDA@.SILVERSMITHS 


Makers of Fine Sterling, Silverplate, Stainless and Melamine Dinnerware 


"Trademark of Oneida Ltd., Oneida, N. Y. 
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CAN 


by Bess Ritter 


JEWELERS LEARN 


-ROM 


THE GIFT SHOP ? 


® MANY JEWELERS WOULD CONSIDER reference to 
their place of business as a “gift shop” the height 
of insult. They would see in it connotations of 
merchandise running the gamut of mediocrity 
from novelty ashtrays to china bric-a-brac. 

Not so Arthur L. Jacobitti, proprietor of 
Jacobitti Jewelers, Newark, N. J. Far from dis- 
paraging the title, he revels in it and attributes 
a considerable increase in business to use of the 
psychology of the gift shop. 

For some years Jacobitti had pushed “bar- 
gains’ without success. The trouble with reduced 
price propositions and loss leaders was this: 
“No matter how much you’re willing to lose, 
there always seems to be another store willing 
to lose more.” 

The light began to dawn when a woman came 
in one day to buy a string of pearls. 

“Is this for yourself?” Jacobitti inquired. 

“Oh no,” she replied. “When I want a string 
of beads for myself, the 69¢ bargain basement 
variety is good enough.” She went on to explain 
that the pearls were to be a graduation gift 
for her daughter, adding, “I want you to show 
me something really nice.” 

The episode made a lasting impression on the 
Newark jeweler and he embarked on a simple 
research program which changed his whole ap- 
proach to selling jewelry. He found that though 
there were exceptions—the selection of flatware 
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A jeweler who bases his 

sales program on ‘‘the right gift 
for the right occasion”’ 

thinks they definitely can 


and china was usually a family undertaking—the 
vast majority of purchases made in his store 
were by one person for another—gift purchases, 
in other words. 

Reasoning that if he was, indeed, a gift mer- 
chant dealing in jewelry, he might profit from 
the experience of gift stores, Jacobitti investi- 
gated the merchandising tactics of those stores 
which “go by the name of gift shoppes.”’ 


Service, Not Bargains 

He found that the “‘shoppes” didn’t depend on 
price reductions for trade, except for occasional 
clearance sales; that their appeal lay in cus- 
tomer’s belief that gift shoppe sales personnel 
could steer them to precisely the right gift for any 
person and occasion. Moreover, he learned that 
the gift customer is not a bargain hunter; rather, 
he seeks a store with merchandise well suited to 
gifts and personnel able to tell him what gift he 
should buy. 

Putting theory into practice, Jacobitti re- 
vamped his advertising and window displays. 
The idea now was to emphasize the fact that he 
was a gift merchant, able to suggest the right 
gift for any occasion—Mother’s Day, Valentine’s 
Day, Christmas, birthdays, graduations and down 
the whole long list. 

He also pointed out in ads and conversations 


(please turn to page 207) 
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TABLE TOP FASHIONS 


Soft gray baroque scroll garland is accented 
with the platinum edgeline. Fluted rim on coupe 
shape makes white china highly versatile. $15.95, 
5-piece place setting for “Sonata’’ in Silhouette 
line. Syracuse China, Syracuse 1, N. Y. 


Tones of grey and grey-green with pink and 
orange accents highlight ‘“‘Woodhue,” in the cook- 
bake-’n-serve Casual china. Retail is $18.95 for 
l6-piece starter set; $49.95 for 45-plece service 
tor 8. Iroquois China Co., Svracuse 9. N. Y. 





The boxed three-piece martini set is of im- 
ported Holmegaard Danish crystal. Large mix- 
ing glass, two smaller glasses, stirrer and attrac- 
tive gift box retail at $9.95. From Svend-Jensen 
of Denmark, 1010 Boston Post Road, Rye, N. Y. 
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Bohemian glass by Riedel of Austria looks 
extremely fragile but is actually strong enough 
to resist a heavy knock. Nine and a half and 
614-inch high lead crystal candy boxes retail at 
$14 each. Paul A. Straub, 19 E. 26, New York. 


“Wheatland” has a border of brown harvested 
wheat against a white background. Harmoniz- 
ing pieces are brown. Promotion price is $19.95 
for a complete service for 8. Part of Aztec line 
of Melamine. Lenox Plastics, St. Louis. 


YY VV 
<> <br 


<e <atite 


The restrained effect of the “Bridal Crown” 
design is especially effective in elegent rock crys- 
tal cuttings. Price of each unit is $4 retail, 
including 7-in. plate. ($4.50 for 8-in.) Fostoria 
Glass Co., Moundsville, W. Va. 





PRIMUS 


6-PIECE PLACE SETTING 
$42 








Ba 


It should surprise no one that this initial Fraser venture in 
WMF sterling turned out so brilliantly. Here, in silver, are the 
Same design and quality attributes that have made Fraser 
Stainless a buy word in the better store. Here, for your more 


affluent customer, is that unique S 'S 
contemporary pattern she has mata ER. 
been seeking. AMERICA! EUROPE 


FRASER’S INC. |] 236 FIFTH AVENUE |) NEW YORK 1,N. Y. 
WMF (CANADA) LTD. (7) 108 WELLINGTON ST. W. ~~ TORONTO 1 
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TABLE TOP FASHIONS 


Franconia’s “Birch Blossoms” has Oriental- 
inspired subtle pale yellow and green decoration 
on platinum-trimmed white translucent china. 
Five-piece setting retails for $9.95. Herman C. 
Kupper, Inc., 39 W. 23 St., New York. 


The pistol-handled knives are hand soldered. 
Handles of imported English silver plate. Ap- 
pealing for holiday gift-giving, six knives come 
in elegant gift box to retail for $25. Viners of 
Sheffield, 362 Fifth Ave., New York. 


“Melrose” in a pattern of Franciscan por- 
celain has scattered pink roses and platinum 
band. Five-piece place setting retails at $7.95; 
45-piece set at $79.95. Gladding, McBean & Co.., 
2901 Los Feliz Blvd., Los Angeles, 39. 
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The 13-piece ceramic demi-tasse set, porcelain 
on the inside, cones in any one of six hand- 
painted decorator colors. Keystone, $13. Im- 
ported from Israel by Israeli Art-Craft Import- 
ing Co., 1005 Filbert St., Philadelphia. 


Myott’s imported “Bountiful” pattern is avail- 
able in pink, blue or brown colors, underglazed 
so pattern is detergent- and automatic-dishwater 
proof. Retail is $19.95 for service for 8. Justin 
Tharaud & Son, 129 Fifth Ave., New York. 


In another eye-appealing gift-boxed unit are 
the two medallion ash trays that combine rich 
turquoise and pink design, rimmed in gold. The 
pair retails at $7.50. Royal Worcester Porcelain 
Co., 11 E. 26 St., New York. 
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National Silver Com- 
pany is proud to pre- 
sent this distinguished 
group of the finest 18-8 
stainless tableware. 
Five truly distinguished 
patterns, skillfully 
hand forged for perfect LOVELY 
balance, artfully de- 
signed to follow the con- 
tours of the entire 
handle for a dramatic 
3 dimensional quality. 
Each piece has a rich, 
mellow luster and a soft 
patina that glows with 
all the elegance of fine 
flatware. 


Introducing 
for the first time 


3 DIMENSIONAL BEAUTY 


NATIONAL Forged 
ee STAINLESS 


TWIST THE FINEST 18-8 STAINLESS 
_.. EVERY PIECE HAND-FORGED 
RAFFIA NOT JUST THE KNIVES 
24 PIECE SERVICE FOR 4 — 8 teaspoons, 


} soup spoons, 4 dinner forks, 4 dinner knives, 


VALIANT 1 salad forks. 
20 PIECE SERVICE FOR 8 — 16 teaspoons, 
8 soup spoons, 8 dinner forks, 8 dinner knives, 


BEL AIR 8 salad forks, 1 sugar spoon, | butter knife. 


INCLUDED AT NO EXTRA COST 
CONTOURED-WOOD STORAGE TRAY 


J ML SILVER COMPANY | 
sy Open Stock 
—, - Available 


241 FIFTH AVENUE, New York, N. Y. © 852 S. LOS ANGELES ST.. Los Angeles, Calif. 
Other Branches in Principal Cities 
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by Jerry Gewirtz, JC-K 
Fashions and Gifts Editor 


The patio gang is still 


eiving outdoor parties 


@ HOT WEATHER DRINKS, porch and patio cook- 
ing and service on the lawn last well into Septem- 
ber. And so does your sales potential for outdoor 
living and serving. 

Just as long as the market is there that’s how 
long your merchandising should be of interest. 
But there’s nothing less exciting than looking at 
the same merchandise in the same window for 
12 weeks. 

True, the number of window changes depends 
on whether your trade is a home or transient 
kind. The latter requires fewer switches. If, how- 
ever, you woo the local business, it is wise to keep 
the windows so arresting with arrangements of 
“new” merchandise that your customers will feel 
compelled to come in. 

The fundamentals of sales-getting displays 
for jewelry are as effective for china, flatware 
and glass. Windows should entice the look and 
ultimately the sale. 

Just because August is near the end of the 
summer calendar, it doesn’t mean it is the end 
of summer serving. Many customers have been on 
vacation in July, away from home, and have left 
their entertaining for the second part of the sum- 
mer. Still others have learned the first few weeks 
just what they need for comfortable and attrac- 
tive entertaining in the many hot weeks stil] 
ahead. 

The early part of June gave you an opportunity 
to find out what customers were seeking. If a 
sleeper proved to be a fast-moving item, this is 
the kind of product that belongs in the window, 
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on the top of your counter or in your advertising 
during the latter half of the summer. 

A manufacturer commented to us _ recently 
that most retailers actually hide their good num- 
bers inside the store and push their errors in the 
window. In order to get rid of their mistakes, 
they junk them into prominent spots, thinking 
erroneously that this is how they can dump them 
fast. These, then, are the first items the customer 
notices. 

The wise merchant, on the other hand, makes 
a “special” on his mistakes, talks about them 
through direct mail price offers or through win- 
dow signs—but stashes them away and out of 
sight. 

The window is the frontispiece of the store. 
This is the place for the wise buys, not the hide 
buys. 


EW FOSTORIA OFFICE: Fostoria Glass Co. has 
N announced the opening of its new display 
room in Chicago at 25 E. Washington St., Room 
1939. Designed by Harper Richards & Associates, 
who also created the company’s offices in Chicago 
and New York, the new room has walnut panel- 
ing, white formica surfaces, textured materials. 

Sliding screens make the display of Fostoria 
patterns extremely versatile. Screens are trans- 
lucent and fluorescent lighting behind them lends 
a subdued glow to the display area. 

Two interesting features in the display area 
are a series of hinged panels to show the com- 
pany’s advertising and merchandising programs 


_ th & SRSBEHES &BBB”E 


and a fold-down desk to provide a working area 
for customers, both of which can be concealed 
by the sliding screens. 

The air-conditioned offices have a reception 
area that is enhanced by a 12-light chandelier, 
also designed by Mr. Richards. Norval Slater, 
divisional sales manager, will maintain his office 
and records in the new location. 

Coincident with this announcement, Fostoria 
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said that advertising this fall will emphasize 
stemware and gift items in eight consumer maga- 
zines, reaching an audience of more than 15 mil- 
lion. The publications include Seventeen, Bride’s, 
Modern Bride, etc. An extended merchandising 
program will support the ads. 

Less formal announcements for the company 
included news that Mac M. Mader, divisional 
sales manager, sailed with his wife and son to 
visit their daughter who has been teaching in 
Germany. Also that “Miss Adele” is back in Fos- 
toria’s New York showroom for the summer 
months. 


ORCESTER SHOW DEBUT: This is the 

first time that Royal Worcester will partici- 
pate in the New York Gift Show, it was an- 
nounced by Raymond W. Zrike, company vice 
president. District managers will be in attend- 
ance. 


EW CATALOG: A 12-page catalog of the 

company’s dinnerware line has been publish- 
ed by Taylor, Smith & Taylor Co., East Liverpool, 
Ohio. A free copy may be obtained by writing to 
the company, it was announced by W. L. Smith, 
III, sales manager. 


AME SALEM REP: Arrangements have been 

completed between The Salem China Co., 
Salem, Ohio, manufacturers of dinnerware and 
dinnerware premium promotions, and Phillip W. 
Marcus Associates to have Marcus represent 
Salem in the Southeast. Headquarters for sales 
reps will be at 230 North Shore Drive, Miami 
Beach 41, Florida. 


HOWINGS: The 34th Denver Gift & Jewelry 
show, Aug. 27-30, will be held at the Albany 
Hotel, three weeks earlier than ever before. 

George Little Management, 220 Fifth Ave., 
New York, made some special news with a 
couple of announcements recently. 

The Chicago Gift Show, held July 30 through 
Aug. 10, offers expanded Sunday shopping hours 
for the first time in its history. The Sunday. time 
schedule for both July 30 and Aug. 6 includes 
10:30 a.m. openings and 7:30 p.m. closings. The 
additional three hours are expected to be of 
particular convenience to individual store owners 
who utilize Sundays to the greatest advantage. 
The balance of show hours during the week re- 
main at 9:00 a.m. to 6:00 p.m. 

The New York Gift Show, Aug. 20-25 will open 
for the first time on Sunday, Aug. 20, from noon 
till 9:00 p.m. It will take place at the Hotel New 
Yorker and Trade Show Building. 

The country’s largest gift market, there will be 
over 2000 lines shown by 850 exhibiting firms. 
Another first will be a complete information serv- 
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ice on “where to find” hard-to-locate specialties. 
Hostesses in the Buyers Lounge, Room 1562 of 
the New Yorker and the Show Office at the Trade 
Show Building, will have a categorized source 
file to provide this information. Buyers are in- 
vited to the New Yorker lounge for a rest. 

Special guaranteed arrangements have been 
made for air-conditioned sleeping accommoda- 
tions at rates of $9 single, $13 double bed and 
$15 twin-bedded occupancy. 


ROQUOIS TRIPLES CAPACITY: The Iro- 

quois China Co. has announced it will install a 
Wahl rotomatic jiggering machine during the 
company summer vacation period, June 26-July 
17, which is expected to triple output. 

New discount schedule, effective July 1, in- 
cludes the following: 

Orders under $25, 25 per cent handling charge; 
orders between $25 and $100, 5 per cent han- 
dling charge; orders from $101 to $250, net; 
orders from $251 to $500, 5 per cent additional 
discount; orders in excess of $1,000, 10 per cent 
additional discount. A store may consolidate its 
orders for all three Casual lines to assure maxi- 
mum privileges. 

Iroquois continues its 5 per cent advertising 
allowance and 2-3-4 Incentive Plan. ee 


TEA PARTY FOR 4000 


(continued from page 192) 


cluded both traditional and contemporary exam- 
ples of American silversmithing. One unusual 
eye-catcher was a huge, three-foot-high coffee 
pot capable of dispensing 200 cups of coffee, 
loaned by Gorham, “the world’s largest sterling 
silver coffee pot,” according to its makers. 

A linen store supplied fine linen table cloths; 
a florist contributed floral arrangements; and a 
baker loaned Davis’s a mock wedding cake. 

A Davis employee, dressed in a rented maid’s 
uniform, kept tea and coffee, cakes and cookies 
circulating among the guests. 

All tea and coffee sets were identified by cards 
bearing the name of the set, its maker, and the 
price. Davis employees were on hand to answer 
questions, but “there was no attempt to sell, but 
rather to acquaint the public with the store’s facil- 
ities and stock,’’ Day says. 

Some silver sales were made on the spot, never- 
theless, and the florist and baker received their 
share of orders, too. But the main purpose of 
the “‘Tea Set Week” was traffic and public rela- 
tions, and in this it succeeded. ““An enormous 
amount of interest and good will was created 
among the customers who attended the exhibit,” 
Day said. “Judging by previous experience, we 
believe this will pay off at a later date.” EES 
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There's a Silver City piece and pattern 
ae V/ a im Y ih) bY for every gift occasion, every season. 
And you can recommend with confidence the beauty of crystal with sterling — 
Silver or 22K gold by Silver City—it’s guaranteed permanent, will not tarnish. 


CHICAGO GIFT SHOW 
Spaces 109 & 110, Illinois Room, LaSalle Hotel, 
Chicago, Illinois, July 30-Aug. 10 


NATIONAL RETAIL JEWELERS’ CONVENTION 
Spaces 205 & 206, Waldorf Astoria Hotel, New 


York, New York, Aug. 6-10 Lh] 
SAN FRANCISCO GIFT SHOW ” 

‘Space 274, Western Merchandise Mart, San Fran- os 

cisco, Cal., Aug. 6-9 i 


KANSAS CITY GIFT SHOW 
Booth 340, Kansas City Municipal Auditorium, 
Kansas City, Missouri, Aug. 13-16 


SEATTLE GIFT SHOW ». F 
Room 226, Olympic Hotel, Seattle, Washington, ; $ u 
Aug. 20-23 


U.M.A.G.A.—MINNEAPOLIS GIFT SHOW 


Booth A, 5th Floor, Congressional Room, Minne- 
apolis, Minnesota, Aug. 27-30 


DALLAS GIFT & JEWELRY SHOW 7 
Room 2311, New Dallas Trade Mart, Dallas, Texas, Mit 
Sept. 3-7 : 


BOSTON GIFT SHOW 
Room 566, Parker House Hotel, Boston, Massachu- 
setts, Sept. 3-7 
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SILVER CITY GLASS CO., INC., MERIDEN, CONN. 


CAREFREE SAVINGS PLUS BONUS SALE, OCTOBER 2-14, 1961 


For You—Extra Traffic—Extra Sales— _Liberal Re-order privilege. Remember 
Extra Profit. 23-28% saving over reg- ...and reserve...these dates, October 
ular open stock prices. Bonus #3. A 2 through 14. Your Syracuse Salesman 
complete ready-to-run profit-laden has complete details...or write 
merchandising plan including local ad- Syracuse China, Syracuse 1, New York. 


Everybody Profits with the Carefree 
1961 Fall Promotion. 

For Your Customers— Savings up to 
$6.65 on 16-piece Homemaker Sets. 
Bonus #1. Free Matching Covered 
Sugar and Creamer Set (Regular $4.90 
to $6.90 value). Bonus #2. Special 
savings of up to 4/% on Carefree 
Bread anéButter /Dessert Plates pur- 
chased during this sale. 








vertising program. 





~ true china by SYRACUSE 





LEARNING FROM GIFT SHOPS 


(continued from page 197) 


with customers that jewelry is a lasting gift, 
lifetime reminder of the purchaser’s love and 
esteem, a claim few gifts from the traditional 
“gift shoppe” can make. 

The gift emphasis immediately paid off in in- 
creased business. Encouraged by rising sales, he 
delved further into the gift market and found 
that it presented year-round possibilities for 
exploitation: 

December bonus checks to be spent in January, 
Valentine’s Day, Easter, Mother’s Day, Father’s 
Day, June graduations and confirmations, sum- 
mer vacation remembrances, autumn back-to- 
school gifts, to say nothing of birthdays and wed- 
ding anniversaries every day in the year, gifts 
to new mothers and fathers, and the climax of 
gift giving—Christmas. 


Tested Tips 

Jacobitti advises the jeweler who would realize 
his full potential as a gift merchant to keep the 
following points in mind when dealing with 
customers: 

The purpose of the gift—sentimental, busi- 
ness or personal; once you know the purpose it 
is easier to suggest the right gift. 

. Though the giver wants the gift to be useful, 
he | is also deeply concerned with the first impres- 
sion it makes; therefore attractive gift boxing 
and wrapping are essential. For the same reason 
it is important to carry nationally known brands 
—the giver wants his gift to be recognized and 
respected from the moment it is unwrapped, and 
the known is valued above the unknown. 

Whether Jacobitti is a jeweler dealing in gifts, 
or a gift merchant specializing in jewelry is an 
arguable point. But as a highly successful jeweler- 
gift merchant he is too busy selling jewelry to 
argue! Zan 


Sierra Leone’s Diamonds 

In newly independent Sierra Leone, diamonds 
are mined from alluvial deposits over an area 
of 7000 square miles, and in two regions by the 
Sierra Leone Selection Trust. 

Diggers and dealers are required to sell their 
diamonds to the Government Diamond Office, 
which is managed by the Diamond Corporation, 
Ltd. If they are not satisfied with the price, they 
may ship them to London. 

Illicit traffic in diamonds is said to have fallen 
sharply since this system was started in 1959. 
Sales to the Government Office exceeded £10.9 
million last year, according to the June issue 
of Optima. 
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DINNERWARE ft’s e}meseet lames: Mm- 1) mmesue( ay 


but:-in emergencies (even specials) it’s just short 
of miraculous! 


rs: COPELAND & THOMPSON. INC 








French China’ 


erman Gi The Aristocrat of 


CHARLES AHRENFELDT LIMOGES CHINA 


Very French .. . Very Exclusive! 


For stores that seek out individual, distinctive mer- 
. chandise—the best the world has to offer! 


VIVIENNE — hand-enamelled garden flowers, in 
natural colors, on white translucent china, with a 
remarkable velvet-like glaze. Embossed Duchesse 
Shape outlined in Gold. 5 pe Place Setting $19.50 
retail [10% higher South & West) 


Write for litermturr, 
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upper, inc.39 W.23rd st., new york10,n. 
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BE 
s INDIVIDUAL 

AT NO 

EXTRA COST 


CHOOSE FROM / ATTRACTIVE 
PATTERNS AND FINISHES 


PLUS COPPER, GOLD, SILVER 
AND SPECIAL COLORS TOO 


Widest selection in folding giftware boxes... 
over 100 sizes. 
' MExpansion style means you stock fewer sizes. 
@ Free imprinting of your store name or insignia. 
@ 10% plus 5% discounts-liberal freight allowances. 


Write ‘Box FREE catalog. 


REDS Fe: Conprtin of tm 


Suite 1229M 225 Fi:th Ave., N. Y. 10, N. Y. 


RADIANT NORWEGIAN JEWELRY 


Transparent enamel in clear Scan- 
dinavian colors, hand-appliedto 
Sterling Silver and baked on—a 
NORWEGIAN CRAFT of worid 
renown! The delicate designs © 

on Silver show through the 
enamel, imparting a jewel- 

like radiance to the colors. 

Areas where enamel is not 
applied, are overlaid : 

in 24K Gold. | 


Butterfly” oe 
Pin-$210 s 


Three Leaves am 
Pin—$3. 7573 


inserts from new 
6”x9” Brochure show- — 
ing pins, earrings, 
bracelets, necklaces, 
charms in full color. 
Write for Pox ae. 


Wholesale 
prices. 


Norway House, 290 Madison Ave., New York 17, N. Y. 
Additional showroom, 225 Fifth Ave.. N. Y. C., Room 409 


At N. Y. Gift Show, Trade Show Bidg., Room 625: San Francisco China, Glass, Gift & 


Jewelry Show (Mercari, Inc.), Brooks Exhibit Hall, Booths 1338-39. 
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RJA NATIONAL JEWELRY SHOW 


(continued from page 131) 


sure to attend Tuesday’s panel discussion at 10 
a.m. in the Starlight Room. Fred B. Dreifus, of 
Dreifus Jewelry Co., Memphis, Tenn., will mod- 
erate. Panelists will be Leo Weisfield, of Weis- 
field’s, Inc., Seattle; Morris B. Zale, of Zale Jew- 
elry Co., Dallas; M. F. Cartoun, of Longines- 
Wittnauer Watch Co.; and S. G. Gershey, of 
Bulova Watch Co. 

The RJA advisory council will hold a second 
meeting at 1:30 p.m. at the Belmont Plaza Hotel. 

Exhibits will be open from 9 a.m. to 7 p.m., 
and jewelers may register during the same hours. 


Wednesday, August 9 


The annual meeting of RJA members will be 
the first order of business Wednesday, at 10 a.m. 
in the Starlight Room. Immediately after this 
meeting, the final panel discussion of the conven- 
tion will get under way. The session, a special 
one planned by the Jewelry Industry Council— 
brings together three businesswomen who will 
let the chips fall where they may as they outline 
“What I like and don’t like about jewelry stores.” 

Dorothy Donovan, managing editor of Bride 
and Home, will present “the woman’s point of 
view on the jeweler as a source of gifts;’” Char- 
lotte Thompson, director, Fashion Coordination 
Institute, will discuss “the woman’s point of view 
on the jeweler as a source for purchases of jew- 
elry for self use;’ and Mary Kraft, director of 
Good Housekeeping magazine’s Decorating Stu- 
dio and Building Forum, will describe “china and 
crystal from the jeweler as viewed by women.”’ 

Myron Everts, chairman of the board of the 
JIC, will be presiding chairman. 

Exhibits will be open from 9 a.m. to 7 p.m. and 
registration will be from 9 a.m. to 6:30 p.m. 


Thursday, August 10 

This year’s show will wind up with the RJA 
board of directors’ meeting at 10 a.m. in the Star- 
light Room. Exhibits and registration will be 
from 9 a.m. until noon. Zaa 


FRIENDS IN THE TRADE 


What makes for an active friendship? 
One of the more outstanding character- 
istics is a constant, free exchange of in- 
formation. 


JC-K is a friend to most of the outstand- 
ing jewelers in the country—like your- 
self! If you have a friend in the jewelry 
business who is not fortunate enough to 
receive JC-K, please pass it on after 
you’ve finished reading it. Your friend 
will thank you for it. 
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acum 410 help a customer buy 
“Jamestown” pattern in colors... 
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1. Let her see it with casual dinnerware—.Jamestown’s colors 2. She has a favorite color, so 


were planned to go with the most popular earthenware and casual dinner- 
ware. Tie-in sales are easiest when the customer sees them together. 
Place-setting displays are best... you can set them up yourself. Keep 
some neutral-toned place mats handy and try the different colors in turn. 


3. She's in style with Jamestown. 4. Sheappreciates variety. 
Tell her it’s authentic colonial, more The different Jamestown pieces are 
popular today than ever. It’s named — useful in many ways. For instance, 
‘‘Jamestown”’ because the first American an Ice Tea makes a practical, in- 
glass was made there— way backin 1608! formal goblet for buffets or parties. 


get her talking about her dining-room 
walls, carpeting, the table settings she 
favors. Suggest that Jamestown makes a 
colorful table—and it will be her color. 


5. She’s practical... so she'll 
be delighted to know that Jamestown 
is flame-polished and fire-tempered 
to be as durable as it is beautiful. It 
will add color to her everyday table. 








These few suggestions by no means cover the subject. Have you any ideas? We’d appreciate hearing from you. 
FOSTORIA GLASS COMPANY, MOUNDSVILLE, WEST VIRGINIA. 


CC 
Fine Crystal with Fashion Flair...made by hand in America frostoria 
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Here’s the really NEW item of the year! 








It’s a Coaster 


Sparkling Crystal Completely 
Encased in Gleaming Silverplate 


Easily Cleaned—Easily Stacked 


Retails for $1.25 each 
Sell sets of 4 for $5 


Choice of 
Silver and clear crystal 
Silver and blue crystal 


ee ee iy 
PTL maaan eS; 
we ae pons? . tt “-* verse $23... 


os 


See It At N.Y. Jewelry Show Aug. 6-10. 


We'll be back at The Petit Salon 
in the Park Lane Hotel 


W & S Blackinton has designed the most 
handsome ashtray-coaster you've seen, re- 
gardless of price. You'll double your sales on 
this popular item with this new design. It 
sells on sight as a gift at 4 for $5. FREE 3 
dimensional display holding TWO ashtray- 
coasters and showing choice of colors. FREE 
admat. Order now! See the complete W & S 
Blackinton line at the Annual Trade Show. Be 
our guest at the Petit Salon in the Park 
Lane Hotel. 


SILVERSMITHS SINCE 1865 + MERIDEN, CONNECTICUT 


FORECAST: CHRISTMAS ’61 
(continued from page 128) 


of manufacturers and distributors according to 
line. 


Percentage Mean 
who foresaw increase 
an increase estimated 
Diamonds and diamond 
jewelry 80% 9% 
Jewelry 100% 10% 
Watches 100% 10% 
Silver 100% QO 
China, glass 100% 15% 
Watchbands 19% 8% 
Leather goods 100% 10% 
General wholesalers 100% 8% 
Precious, semi-precious 
stones 100% 20% 


In addition, a radio manufacturer thought 
jewelers’ volume in his own product would be 
up 20 per cent; so did a manufacturer of optical 
instruments; and a lighter manufacturer foresaw 
sharply increased lighter sales. 

Manufacturers’ reasons for replying ‘‘up” 
were very similar to those of the jewelers: Im- 
proved economic conditions and sales running 
considerably ahead of those of a year ago. One 
china manufacturer said his present volume was 
“40 per cent ahead of last year in both pieces 
and dollars.” A jewelry manufacturer saw hope 
in “a definite demand for better grade merchan- 
dise and styling.” A silversmith reported happilv 
that “*... jewelers’ activity with sterling flatware, 
in particular this June, seems a sure indication 
that the consumer is back in the market place 
for our products.” 

All watch suppliers who answered JC-K’s 
questions were certain that jewelers would sell 
many more watches this Christmas season than 
last. One forecast a modest gain of 3 to 5 per cent; 
others saw a betterment of as much as 20 per cent. 

“The jewelers whose watch sales rise will be 
the traditional jewelers,’ one executive said. 
“Fortunately, many jewelers are making a real 
effort to upgrade their watch business, instead 
of trying to compete in an area where they are 
at a disadvantage.” 

“Higher priced watches will sell in greater 
volume than last year,’ another watch company 
official said; “price is unimportant if you show 
something really different that the public wants.” 

Moreover, several watch people declared that 


jewelers were doing a distinctly better job with 


pin levers than they did several years ago, with 
more sales and traffic resulting. 
Manufacturers were asked: ‘“‘Considering the 
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jeweler’s share in the distribution of your own 
products as compared with non-jeweler outlets, 
how is he doing?” 


Competition from Other Outlets 


The replies, from those manufacturers whose 
products are sold through a variety of outlets, 
were rather sobering. Fifty per cent said the 
jeweler’s share would be “about the same”; 26 
per cent said the jeweler’s share would be smaller; 
and only 24 per cent said jewelers were increas- 
ing their share. 

Those who replied ‘about the same” generally 
gave no explanation. However, a silversmith said 
that jewelers “should be doing a little better, but 
they have not taken full advantage of stainless 
possibilities to offset the drop in plate and 
sterling.”” A diamond distributor commented that 
“diamonds are holding up, but the public is still 
a little skeptical about diamonds.” An optical in- 
struments manufacturer, who said the jeweler’s 
share of his business was roughly the same as 
last year, advised that “jewelers as retail spe- 
cialty stores could give even better service and 
stress the quality of service when selling.”’ 

Manufacturers and distributors who saw 
jewelers getting a smaller share of their business 
were the most loquacious in offering explanations 
for this phenomenon. 

From a major wholesale jeweler: “Jewelers 
are unwilling or unable to compete with the traffic 
stores now selling more and more of the shaver, 
appliance, flatware and other major jewelry 
product markets.” 

From a china and glass manufacturer: ‘“De- 
partment stores are displaying, stocking and 
selling more actively.”’ 

From a watchband manufacturer: “The dis- 
count houses are becoming a factor in the dis- 
tribution of watchbands and are definitely af- 
fecting the jeweler.”’ 

From a diamond importer: “They [jewelers] 
have let inventories run down, and discount 
houses are doing greater volume.” 

Another diamond importer had this to say: 
“The credit jeweler is doing less than a year 
ago, but the better cash jeweler is doing better. 
The latter has retained the consumer’s confidence 
in the jeweler for diamonds.”’ 

And a glassware manufacturer suggested: “‘It 
appears that jewelers, and smaller stores gen- 
erally, lose more volume during a recession than 
is the case with our larger customer. Also, our 
distribution is growing into gift and specialty 
fields more than in the jewelry field.” 

Unfortunately, most of the manufacturers who 
said the jeweler had increased his share of their 
business did not explain how. One radio manu- 
facturer did, however, go into considerable detail 
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A Once-In-A-Lifetime Opportunity 


JEWELRY BUYER 
ASSISTANT 


Top-flight Buyer wanted for a large retail 
jewelry chain, to assist general manager. 
Must have thorough knowledge of retailing with 
many years of experience. 

This position offers an opportunity for consist- 
ent improved earnings with an expanding or- 
ganization. 

Please write complete résumé, enclose recent 
photo, stating salary desired. Replies held in 
strictest confidence. Address your letter to 


Mr. Emil Rose, President 
Rose Jewelry Company 
3721 Woodward Ave., Detroit 21, Michigan 











Viners of Sheffield 


England’s foremost silversmith produces 
this elegant GRAPEFRUIT SET in the classical 
Sandringham pattern. Of heavy 20-year 
plate (EPNS), the half dozen spoons and 
the serated, curved knife are luxuriously 
encased for outstanding presentation. 

No federal tax, the set retails at $10. 


> AX 362 Fifth Avenue, New York 1, N.Y. * WI 7-4496 


INCORPORATED 
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on this point. He offered these remarks: 

“A perfunctory analysis of our sales so far 
this year indicates a definite increase in the 
jeweler’s share of our own distribution. This 
probably is as a result of the growing realization 
that the weight given to the vital elements 
‘traffic’ and ‘profit’ has very often in the past 
been proportioned improperly and that a retailer 
can survive with profit and little traffic but can- 
not survive with traffic and little profit.” 

He went on to hand out further plaudits: “In 
my estimation the biggest single factor in the 
jewelers’ favor regarding sales of products of 
our type lies in the fact that they generally make 
an honest endeavor to present facts in a sales 
form, whereas competitive merchandisers jn 
other fields of endeavor have completely lost the 
art of selling.”’ 

“Jewelers will buy a substantially larger share 
of our watches, due to the way our line is set up,” 
a major manufacturer said; “the proportion of 
our sales to retail jewelers, compared to other 
types of outlets, is much higher than it was a 
year ago.” Another large manufacturer declared 
that jewelers’ share of its retail sales is sharply 
up because of the firm’s revamped selling policy. 


“Hot” Lines 


Asked what merchandise looked especially 
promising this coming Christmas season, jewelers 
came out strongly for diamond jewelry, better 
grade (with “better” stressed in nearly every 
instance) watches, and silverware. More than half 
of all jewelers queried mentioned diamond jew- 
elry and quality watches; slightly less than half 
mentioned silverware. 

Jewelers were asked whether they felt there 
would be special opportunities this Christmas to 
improve their competitive position against other 
types of retail outlets. 

A Wisconsin jeweler expressed in a single 
reply factors mentioned by many. He wrote: 

“The retail jeweler must watch his operation 
and be competitive with other outlets in his com- 
munity when selling comparable merchandise. 
He must give service to his customers that is 
second to none combined with quality products. 
He must glamorize and bring out the romance 
in the products he sells; he must create a desire 
to buy and to own the merchandise he has in his 
store. He must never for a moment assume that 
the buying public has an automatic desire to 
own what he has to offer. If we jewelers succeed 
in these objectives, we will be looked up to and 
we will share in the population and economic 
growths of our communities.” 

Said a Washington, D. C., jeweler: 

“Continued high incomes and high level of 
consumer savings available indicate that the retail 
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jeweler has a valid opportunity to merchandise 
categories that will reflect his knowledge, train- 
ing, and ability to present individual items of 
merit. His guides ought to be: quality, value and 
special from your 


individuality, ‘something 


jeweler’.”’ 
And a Connecticut jeweler offered the reminder 
that “price is not the factor; quality and service 


are.’’ 


Advice from Manufacturers 

Manufacturers were asked a somewhat similar 
question: “What should jewelers do to capitalize 
on the opportunities offered by your merchandise 
during the upcoming fall and Christmas season?” 

Many of the replies were applicable to all mer- 
chandise lines, such as this from a glass manu- 
facturer: “Balance their jewelry stocks and 
anticipate the largest portion of their needs in 
early fall to insure sales time. Instruct clerks 
as to quality and attributes of merchandise such 
as value and variety.” 

A manufacturer of men’s jewelry urged: 
“Grade up! No retailer is in a better position 
to sell higher priced goods than the retail jeweler. 
We wish more of them realized it.” 

A watch manufacturer had this pre-Christmas 
counsel: “Probably the most important thing for 
the jeweler to do is to be himself—to be recog- 
nized as a man who can be trusted, one who offers 
quality merchandise.” 

Another advised jewelers to concentrate sales 
effort on no more than two or three well known 
brands of watches. 

“Build reputation, quality, consumer accept- 
ance,” still another watch producer urged. 

Other manufacturers advised: “. . . the oppor- 
tunity offered to jewelers can be capitalized on 
most effectively by the acquisition and digestion 
of all the salient selling features of their mer- 
chandise so these factors can be accentuated.”’ 

“Buy less variety and heavier stocks of best 
sellers. Many jewelers buy ‘one of each,’ sell out 
the best number early, then lose sales because 
their stocks consist mainly of slow selling 
numbers.” 

“More window displays, more advertising . 
Carry better inventories; present (jeweler) 
conservatism hurts sales.”’ 

“Create a prestige image in the mind of the 
consumer by education of sales people and more 
effective advertising in their local areas.”’ 

“... Sell and talk quality.” 

“.. sell up, sell quality, be confident and ag- 
gressive.” 

“Emphasize ethics, American Gem _ Society 
standards, honest, legitimate values.” 

“Have stock on hand to make immediate de- 
livery. So many jewelers rely too much on sup- 
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pliers to carry too much of their inventory... 

“Emphasize and feature the new and advanced 
jewelry designs created this year and thus benefit 
from the large replacement market available.”’ 

“Promote inexpensive quality merchandise and 
so avoid the idea that you must spend at least 
$10 to walk into a jewelry store.” 

“Take full advantage of advertising and sales 
helps.” 


You're in the Gift Business 

One final question was tossed at the manufac- 
turers: “‘What percent of the jewelers’ sale of 
your merchandise would you say is bought as a 
gift, what share for the purchaser’s own use?” 

The replies gave overwhelming evidence that 
the jeweler is a merchandiser of gifts. All manu- 
facturers queried—with the exception of watch- 
band makers and a manufacturer of coin jewelry 
—replied that the majority of purchases of their 
merchandise through jewelers were for gifts. 


Category Percentage sold as gifts 
(mean percentage ) 
Diamond rings and jewelry 77 
Jewelry 84.! 
Watches 12 
Silverware 66. 
China, glass 75 
Personal leather goods 75 
Radios 60 
Cigarette lighters 96 


Only watchband manufacturers declared their 
products were bought primarily for personal use 
—87 per cent (mean per cent). 

A certain pattern, a hopeful one for jewelers, 
emerges from the quoted opinions. There is gen- 
eral agreement that, in the nation as a whole, the 
economy is on the upswing. Consumers have more 
dollars to spend. They will spend many of them 
in retail jewelry stores if jewelers: 

1. Vigorously solicit the consumer’s business 
through advertising, wise use of display material 
available, and a sales force which has a thorough 
knowledge of the merits of jewelry merchandise. 

2. Refuse to let business go by default to other 
retail outlets by stocking insufficient quantities 
of goods that are in demand. 

3. Maintain a high standard of quality, integri- 
ty, and service, combined with prices which are 
competitive with those of other quality non-jew- 
elry outlets. 

The time to start putting your Christmas house 
in order is... NOW. i 


Have you benefited from any ideas in this 
issue of JC-K? Have you a friend in the trade who 
doesn’t see JC-K? If so, why not let him see 
this issue? Pass it on. 
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We would like to 
have your comments 


A HANDY COUPON FOR 
YOUR RESPONSE IS ON 
PAGE 70 


Will you let 
us know— 


right now? 

















A Thing of Beauty is a Joy Forever 


METALSMITHING FOR THE ARTIST-CRAFTSMAN. 
By Richard Thomas. Chilton Company, Philadelphia, 
Pa. 173 pages. Illustrated. $7.50 from Book Depart- 
ment, JC-K. 


NEW : 
in Figurines—‘“‘Elegance”’ 


If the text material were mediocre, or even 
poor, the fine illustrations of ancient and modern 
metalwork in this book would be ample compensa- 
tion, and it would be well worth the price. But 
the high-quality illustration is combined with 
informative and easy-to-read text, making the 
book a double bargain for anyone who appreciates 

— beauty in metalwork and would like to try his 
NEW | hand at creating it. 
in English Translucent China— The author is head of the metalsmithing de- 
a partment at Cranbrook Academy of Art, Bloom- 
iba field Hills, Mich., and is a noted authority on 
4 liturgical art. His work in this field ranges from 
pectoral crosses to complete chancel groups. 
With this background in mind, it is easy to 
guess that Thomas has not written a book of 
instructions for making jewelry items such as 
pins, necklaces and bracelets. With a few excep- 
tions, the scale of the objects within the book’s 
scope is just about midway between jewelry and 
monumental metalwork. 
ae The specific metalworking skills discussed fall 
o. eo 4 into three major categories: raising and form- 
NEW tem ing, joining, and surface treatments. Within each 
in English Bone China—. of these groups, the significant means are refined 
“Cotillion’”’ by text, line drawings and photographs. These 
, photographs are perhaps the most outstanding 
feature of the instructive portion of the book. 
They are clear and easy to understand, and very 
plainly illustrate the processes which they set out 
to show. Many of them are arranged in sequence 
to demonstrate the various steps that must be 
taken to perform a certain process. When viewed 
quickly, one after the other, these photo sequences 
: seem almost to spring into motion, proving that 
in Character Jugs—“Old Salt” a picture is indeed worth a thousand words. 
Tempt and persuade your customers with our exciting Thomas does not demand or expect that the 
collection of new creations for 1961. The name Royal reader employ without variation any of the tech- 
Doulton will bring you profit opportunities difficult to niques that he discusses in his book. On the con- 
match. Why try? trary, he realizes that the technique chosen by 
the individual craftsman must depend on such 


Ropal Dou Ito il s circumstances as skill, tool selection, knowledge 


Doulton and Co., Inc., 11 E. 26th St., New York 10, N.Y. of material. For example, he discusses nine dif- 


Visit us in room 848 at the Waldorf the week of _ ferent ways by which to construct a hemispheric 
August 6 during the R.J.A. Show vessel. Each method has its own peculiar advan- 
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tage, and the determination of which one is best 
in a given situation is left to the individual crafts- 
man, who is in a better position to take into ac- 
count all aspects of the job that have bearing on 
the technique that should best be used. Thomas 
takes this same approach in discussing other 
major skills of the metalworker—casting, fabri- 
cating, surface embellishment, joining, etc. 

The special photographic feature which makes 
the book so outstanding is contained in a final 
chapter entitled ‘Detail in Fine Craftsmanship.” 
Illustrated are examples of the metalsmith’s art 
dating from the pre-Christian era to the present 
time. Although these pieces are not meant to 
serve as models for the modern metalsmith to 
slavishly copy, they certainly do serve to set a 
high standard of traditional craftsmanship. 

The information contained in this book is di- 
rected to the true craftsman whose aim is to 
produce out of raw material a really unique 
object of art. It is not for the man who desires 
only to make something in quantity and sell for 
profit; it is for the artisan with a deep sense of 
pride in his work, who, like Emerson, feels that 
beauty is its own excuse for being. 


For Beginners or Professionals 
HAND MADE JEWELRY. By Louis Wiener. 2nd edi- 


tion, revised. D. Van Nostrand Co., Inc., Princeton, 
N. J. 224 pages, 109 illustrations. $3.95 from Book 
Devartment, JC-K. 


Hobbyists and professionals alike will find this 
enlarged and revised edition of Wiener’s book, 
first published in 1948, a valuable reference work 
and guide to making a variety of hand-fabricated 
jewelry items. 

Wiener does not rely on cut-and-dried ‘‘work- 
book” projects to illustrate jewelry making tech- 
niques, a temptation which many authors find 
hard to resist. His emphasis is on basic processes 
which can be easily adapted to suit the nature of 
the job and the skill of the workman. 

Of special interest to the beginner are the clear 
descriptions of tools and uses. From the work- 
horse jeweler’s saw to miscellaneous small tools 
with limited and _ specific Wiener runs 
through the gamut of instruments needed to per- 
form virtually all operations in the making of pro- 
fessionally finished jewelry pieces. 

The chapter on jewelry casting details the proc- 
esses involved and describes how to construct 
the necessary equipment for producing high- 
quality sand castings. For the beginner whose 
limited need for castings does not warrant the 
construction or purchase of elaborate equipment, 
the author offers instructions on the use of cut- 
tlefish bone as a means of making quick but highly 
satisfactory molds. 


uses, 
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ONE 


STOP 








See the JEWELERS GUILD EXHIBIT in the Basil- 


don Room, Booths 7, 8. 


9 10. at the Waldorf- 


Astoria Hotel in New York, August 6-10 for 


Adwar Jewelry Co. 


Antique Reproductions 


Aronov Jewelry Co. 


Bangle and Flexible 
Bracelets 


College Seal and Crest Co. 


College & Fraternity 
Jewelry 


Crest Chain Co. 


Religious Articles 


Finecraft Jewelers 


Earrings 
Brooches 


Fusaro Jewelry Co. Inc. 


Handmade Platinum Rings 


your 14 Kt gold jewelry requirements. 


Kousin Jewelry Co. Inc. 


Wedding Rings and 
Stone Guards 


Lemore Jewelry Mfg. Co. 


Watch Attachments 
Watch Cases 


M & N Silvers 


Personalized Jewelry 


Paris Jewelers 


Pearl and Diamond Snaps 


Stern & Stern Inc. 


Stone Rings 


Wideband Jewelry Co. 


Coin Frames 
Charms, Cuff Links 





to be engraved for: 


@ Anniversaries 
@ Executive gifts 
@® Business gifts 


WILLIAM JOHMNEON 


Silvercraft presents 


Sterling Silver 


...and you can engrave it! 


Cash in on the luxury of sterling silver and the power of 
personalized engraving with Silvercraft pen and pencil en- 
sembles and your NEW HERMES engraving machine. Designed 


@ Awards 
@ Occasional gifts 


@ Advertising specialties 











THE PEN features EXCEL velvet-flow ink, takes standard cart- 
ridges, retails for $2.98. THE PENCIL features back action, 
retails for $2.98. THE SET in metal, satin-lined presentation 
box, duplicates the finest merchandise offered, retails for $5.95. 


Order today from your wholesaler or: 


G. M. C. Process Corporation 
718 Broadway New York 3, N. Y. 





Only From Syroco 


a tremendous variety of 8-day and battery, decorative wall clocks 
in the most-wanted style categories...priced from $19.95 retail! 


JEWELRY FOR WALLS—that’s the best way to characterize and metals. Simple but precision-made battery movements 
these Syroco style-setters! Deep-dimensional cases offer un- use only a single flashlight battery, work accurately and depend- 
equalled eye appeal. Resplendent in their hand-applied, dec- ably for 12 to 24 months without a change. Movements are 
orator finishes, they’re a match even for your precious gems guaranteed for 1 year... WRITE FOR 1961 CLOCK CATALOG! 


Ns 200 PATTER M622 uc 
A ‘x 14%’ HELF CLOCK 
a. * sbdodl vo Fecpeg y Ruel No. 3787 8-DAY No. 3786 BATTERY 
° - PALL ve 
No. 3981 8-DAY AB ae ND 25" x 10%’’ an - 12 %e 
a MG or ND 


«Contemporary | 


No. 4186 
BATTERY 
2914,"' x 8" 











WAD, ; 
PD Ps 
or TCD 3 . ’ a 


re 4083 BATTERY 
41%" x11" 
WAD or PD 


No. 4190 8-DAY 


» No. 4082 BATTERY ; P 
No. 4182 BATTERY 2814" x 12’ No. 4089 BATTERY . . No. 4085 8-DAY 


No. 4187 8-DAY ; 6 al 
1° at , MGD, WAD or P 34°’ x 16" 22'%%'' diam. 
20°’ diam. BD, TD or MGD B, WAD or MGD 


—«—<—~, Traditional 


No. 4180 BATTERY 
30°° x 15°’ 
FG or VW 





| \\ No. 3984 BATTERY 
No. 3181 8-DAY My lla } No. 3788 BATTERY MG or WD : 
No. 3080 8-DAY 25” diam. No. 3280 8-DAY MG or WD 2 x 14% 
26" x 9” | No. 3283 8-DAY 20’’ diam. 


19°’ diam. MG 
MG or WD MG or WD 


PERMANENT SHOWROOMS 


FINISHES 225 FIFTH AVENUE 


MG ee WD WHITE dec. Pp PARCHMENT 1526 MERCHANDISE MART 
MGD METALGOLD dec. VW VENETIAN WHITE PD PARCHMENT dec. 

FG FLORENTINE GOLD 8D BLACK dec. T™ TURQUOISE dec. 1011 FURNITURE MART 
N NUTMEG WAD WALNUT dec. TCD TERRA COTTA dec. 1036 HOME FURNISHINGS MART 
NOD NUTMEG dec. 6 BLACK AB ANTIQUE BRASS HIGH POINT. .281 SOUTHERN FURNITURE EXPOSITION BLDG. 


SEATTLE PNW MART, 121 BOREN N. 


SYRACUSE ORNAMENTAL CO., INC. Dept. J81 e SYRACUSE 2, NEW YORK 











Brieit ly 


STAGE WAS SET LAST MONTH FOR EARLY HEARINGS ON "TRADE MARK" AMENDMENT to the Federal 
Stamping Act (S. 1186 and H.R. 5442). All Federal agencies interested in the 
measure had filed reports with the Committees on Interstate and Foreign 
Commerce. The identical bills would require manufacturers to add a trade- 
mark or other identification to gold and silver jewelry, plate or other 
merchandise which now requires a quality mark. 


JEWELERS VIGILANCE COMMITTEE SAYS THE AMENDMENT "would serve to protect the 
buying public from deception and the reputable jeweler from unfair competi- 
tion." The JVC urges jewelers to contact their legislators and ask Support 
for the measure when it comes before Congress for action. 


A LOW-COST RETAIL JEWELRY CORRESPONDENCE COURSE will be Sponsored by the Retail 
Jewelers of America, the RJA executive committee decided at a meeting in New 
York June 17. The course will be eSpecially adapted to the needs of retail 
jewelry store employees. 





OTHER ACTION TAKEN BY THE EXECUTIVE COMMITTEE AT THE MEETING included: 
authorizing a special insurance committee to activate RJA'S group life 
insurance program, possibly through a new insurance underwriter; accepting 
an invitation of the U. S. Census Bureau to help develop a report form to 
obtain adequate statistics on retail jewelry trade; and directing that the 





new Simplified bookkeeping system promised members be ready for presenta- 
tion at the 1961 convention and trade show this month. Main business at the 
meeting was the completion of plans for this annual Waldorf-Astoria event 
(see page 130). 


RETAIL JEWELRY STORE SALES IN MAY WERE 7 PER CENT LESS than in May of last year, 29 
per cent ahead of April, 1961, the U. S. Department of Commerce reported. 
Sales for the first five months of this year were off ll per cent from the 
corresponding period of 1960. The figures are not adjusted for seasonal 
variations or trading day differences. 


NEW TIMEX ELECTRIC WATCHES WILL BE MARKETED SEPT. 1 AT $39.95 PLUS TAX. There will 
be three models, each with metal expansion band. The battery which drives 
the jeweled movement lasts at least a year and, the producer says, may be 
replaced by the user with no more trouble than he replaces a flashlight 
battery, at a cost of about $l. 


LOW PRICED, JEWEL LEVER WATCHES FOR DEPARTMENT STORES were announced several weeks 
ago by Ideal Watch Co., 444 Madison Ave., New York. Mort Kirschner, formerly 
national merchandising director for the Watchmakers of Switzerland, heads 
the office. 


NEW LINE IS MADE BY JACQUET DROZ, a corporation recently formed by a group 
of small Swiss manufacturers. The watches retail at $17 to $39 plus tax. 


IT WILL COST 10¢ MORE TO USE REGISTERED MAIL for articles valued up to $10.00, 
Starting Aug. 15. The rate will go from 50¢ to 60¢ for articles in this 
category, which accounts for about 75 per cent of all domestic registered 
transactions. The change was made by Postmaster General J. Edward Day, under 
his existing administrative authority, to bring revenues more in line with 
the costs of this service. (See article in last month's JC=-K, page 46.) 


NEARLY 875 MILLION MECHANICAL WRITING INSTRUMENTS WERE SOLD last year by U. S. 
manufacturers, a gain of 13 per cent. The Fountain Pen and Mechanical Pencil 
Manufacturers' Association reported that ball point pens led the field with 
Sales of 762 million units. Fountain pen sales jumped 10 per cent, to 48,- 
715,222 units, with a dollar value of $35 million. 


HOW COMPANIES ARE DOING--General Time reported a loss of $555,710 for the 24 weeks 
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RADIOS 


The Line 


el STP-90: The unusual styling of this , 
ificent portable will fascinate your cus- With the 
s. Its heavy gold accents give it the rich- 

egance of jewelry. 8 transistors and 

fiodes. Big y sty atel iy — ~ Je 

ai antenna tor DA. Pu uli output. Case 
or Grey. Size Be" x 2 xe". We ry 


slete with Battery, 
Deluxe Cowhide Carrying Case... ..42.95 Trade 


In Mind 


Model 7TP-2I: A gem of a radio ¢ 

like precious jewelry. The world’s sme 
7 transistor portable using only two 
lite batteries, 2 drift transistors, | diode 
2 thermistors for extra sensitivity. 
speaker. Hinged back for easy ac 
botteries. Size 3%” x 244” x I”. 


Complete with Batteries, : : 
Zipper Case, Metal Jewel Case... . . 37 


oS eet aes 


ere, 
Seay 





41-Fl WALL RADIO 


fodel 7TH-425: The world’s only deco- 
or styled transistor radio specially de- 
signed to enhance the home decor. No 
“unsightly wires, cords, or plugs. Two 3” PM 
$peakers with push-pull power output gives 
glorious room filling tone. Up to 500 hours 
of reception on 4 “D” cell batteries. In 
Black or White with rich Gold grille and 
trim. 1142" diameter. 


Complete with Batteries and 
Wall Mounting Bracket .......... 69.95 





Automatic 6 Transistor 


TRAVEL CLOCK RADIO 


Model 6TC-85: A natural for the jeweler... 
the world’s first and only transistor travel clock 
radio. 6 transistor superheterodyne circuit, au- 
tomatic on-off clock switch, automatic buzzer 
alarm, push-button dial light, matching clock 
and tuning dial, earphone jack. Operates on 
4 penlite batteries. Handsome pebble grain 
case in Blue or Tan. Size closed, 27%” w., 2%” 
d., 458" h. 


Complete with Batteries, Earphone... . 59.95 











Exclusive Non-Competitive Design 
Creations from the World’s Largest 
Manufacturer of Transistors 


Toshiba transistor radios are built in the finest jewelry tradition of quality, craftsman- 
ship and styling. Toshiba Originals expand your sales horizons, increases your unit 
of sale, takes you out of cut price competition . Each Toshiba Original is an exclusive 
design creation that will win smash- hit customer acceptance for you... 


gift buyers will find them irresistible. 


NATIONAL ADVERTISING 


Powerful sales producing advertisements featuring Toshiba transistor 
radios in full and half page sizes are appearing, and will continue to 


appear, in the nation’s most customer responsive mass circulation 
magazines... LIFE, LOOK, PLAYBOY, HOUSE BEAUTIFUL. 


POINT-OF-SALE 
MERCHANDISE DISPLAYS 


AND DEMONSTRATORS ——————— 
Toshiba New Low Priced Shirt-P 
Hi-Fi WALL RADIO 6 Transistor Portable 


Model 6P-15: A miracle value for 
traffic producing promotions. 6 
transistors and | diode. 2’ PM 
speaker. Operates on 9 volt battery. 
In beautiful two-tone Turquoise with 
Ivory. Size 256” x 4%," x 1%,"". Early 
September delivery. 

Complete with Battery, 

Earphone, and Leather Case 18.45 


nnecoe 


TRANSISTOR WORLD CORP. 
=P" = iger-lel s-h sae 3 a ols a oa oe ae 


Canadian Distributor: Regal international Corp. 185 Van Horne, Montreal 





eae ........ 


ended June 17, compared with a loss of $220,083 for the same period a year 
ago . . . Longines-Wittnauer Watch Inc. had net income of $229,420 for the 
year ended Mar. 3l, a decline from the $402,727 earned the previous year... 
Taylor Instrument Co. earnings for the nine months ended Apr. 30 were $l,- 
362,556, down from $1.5 million for the corresponding period the year before 
» « « Elgin National Watch Co. reported net income for the 12 weeks ended 
May 21 declined from $338,055 in 1960 to $210,000 this year. 


ALTHOUGH ENJOYING A CURRENT BOOM, SWISS WATCHMAKERS ARE WORRIED about future com- 
petition from the Soviet Union and Japan, a Geneva newspaper reports. It 
quotes Henri A. Favre, president of a watch manufacturers association, as 
Saying, "Business has picked up Since last year... but... . there may be 
unexpected competition. .. ." Both Russia and Japan are producing good 
quality watches, Favre said, although the dials on the Soviet timepieces 
"are not very smart." 


EXPORTS OF JAPANESE WATCHES REACHED 230,000 UNITS in the first quarter of 
this year, surpassing the entire 1960 volume of 207,000, according to the 
Japan Timepieces Association. The Japanese also sent abroad some 225,000 
alarm and mantel clocks, 68,000 wall clocks and 14,000 electric clocks 

and time switches during the first three months of 1961. The association 
credited the high export rate for watches to long-range export plans 
drafted by leading Japanese firms with American makers and retailers. Total 
watch exports this year may reach from 800,000 to one million units. 


RETAIL JEWELERS SELL A DIAMOND ENGAGEMENT RING to a man shopping alone as often as 
they sell one to a couple who come to the store together, a recent survey 
reveals. Each case accounts for 42 per cent of sales. Remaining sales break 
down as follows: man with his family or friends but without the fiancee, 7 
per cent; man and fiancee, with both their familiesS--and sometimes friends, 
too--5 per cent; gals shopping alone, 4 per cent. 


TRADITIONAL SOLITAIRE DIAMOND RING ACCOUNTS FOR 53 PER CENT of all sales, 
according to the N. W. Ayer and Son survey. Median size of center stone 
is 42 points. Median price is $227 plus tax. 


ZALE JEWELRY CO. HAS ADDED ANOTHER $504,836 TO ITS EMPLOYEE PROFIT SHARING PLAN, 
which represents 10.38 per cent of each of nearly 1500 participating 
employees’ annual salaries. The plan was started 10 years ago to provide 
retirement funds. 


INDUSTRIAL USERS OF SILVER ARE OUTBIDDING THE GOVERNMENT FOR NEW METAL, the Wall 
Street Journal reported last month. They are also purchasing heavily from 
the Treasury, whose uncoined stock has dropped from 124 million to less 
than 80 million ounces since the beginning of the year. The Treasury con- 
tinues to sell at 91¢ an ounce and to pay 90%¢ for newly-mined U. S. silver, 
but it has been unable to buy recently at this price, the paper said. 


THE TREASURY HAS NO PLANS TO STOP THE SALE OF NON-MONETIZED SILVER, Leland 
Howard, acting director of the Bureau of the Mint, said r-cently in answer 
to contrary beliefs voiced by mining officials and financial experts. 


MORE EXPENSIVE CAMERAS WERE IMPORTED IN THE FIRST QUARTER OF THIS YEAR than during 
the same period of 1960. Figures released in June by the U. S. Department 
of Commerce show that the volume of still cameras imported dropped from 
271,541 to 144,002, but the value of these cameras rose from $3.25 million 
to $5.7 million. Value of all photographic products imported totaled $15.1 
million, a gain of 14.9 per cent over first quarter 1960 imports. 


JAPAN EXPORTED 52 TONS OF CULTURED PEARLS LAST YEAR, with a value of $29,560,000. 
More than 25 tons came to the U. S. Switzerland bought 10 tons. Exports last 
year were 27 per cent greater than in 1959. 
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POPULAR CHARMS 
IN STERLING BY R. L. GRIFFITH 


Hundreds of subjects to choose from, 

all authentically designed and worked in sterling 
by Griffith craftsmen . . . ready to create 

impulse business for you! 
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Ahavmd in STERLING SHNER | 
by GRIFFITH -(;° 











individual Charms 
Shown Actual Size. 





A150—Assortment $36.00 Keystone 
B200—Assortment $48.00 Keystone 
C250—Assortment * $60.00 Keystone 
X1—School Days Assortment $47.00 Keystone 
X2—Sports Assortment $44.50 Keystone 
X3—Birthday Assortment $48.00 Keystone 
X4—Religious Assortment $44.50 Keystone 
x5—Musical Assortment $45.00 Keystone 
X6—Mother Grandmother Ass’t. $49.00 Keystone 





24 assorted Charms $1.50 each charm 
24 assorted Charms $2.00 each charm 
24 assorted Charms $2.50 each charm 
24 assorted Charms 
24 assorted Charms 
24 assorted Charms 
24 assorted Charms 
24 assorted Charms 
24 assorted Charms 








*Shown in foreground of photo above 
All prices Keystone 
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Popular sales-proved assortments of 24 different 
charms each . . . speed selling and simplify 
ordering! Item numbers keyed to retail price. 
Nine handsomely packaged assortments for 


counter or showcase. 


R. L. GRIFFITH CO. 
Division of Irons & Russell Co. 
PROVIDENCE, RHODE ISLAND 
Through wholesalers. 
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TRADE ASSOCIATIONS MERGE: The Jewelry Manu- 
facturers Association, Inc., held its 
meeting at the Gotham Hotel in New York June 22. The 


Precious metal jewelry manufacturers 
merge to form single trade association 


An idea that had been talked 
about for several years became a 
reality in June with merger of two 
trade associations representing 
manufacturers of gold and plati- 
num jewelry in the New York area. 

The Jewelry Crafts Association 
and Associate Jewelers combined 
to form the Jewelry Manufacturers 
Association, Inc. 

They were organized within days 
of each other in 1919, the JCA on 
Aug. 19, the Associate Jewelers on 
Sept. 19, of that year. For some 
time the two groups had cooper- 
ated, through a joint council, in 
contract negotiations with the 
Amalgamated Jewelry, Diamond 
and Watch Case Workers Union. 

The presidents of the former as- 
soclations are serving as co-chair- 
men of the JMA until its next 
membership meeting, which will 
probably be in January. They are 
Jules Gerson of Goldstein-Gerson 
Co., who headed Associate Jewel- 
ers, and Walter Karlan of Karlan 
& Bleicher, who led the Jewelry 
Crafts Association. 

Vice-presidents are J. Harold 


222 


Kushner of Kushner & Pines, and 
William Snyder of William Snyder, 
Inc. 

Tobias Berger, who served as le- 
gal counsel for the Associate Jewel- 
ers, and Henry:Sperling, who was 
JCA’s executive secretary, hold 
similar positions with the new or- 
ganization. Headquarters for JMA 
have been established at 400 Madi- 
son Ave. 

About 120 to 150 firms will be 
represented in the new group. Ail 
members must be manufacturers of 
precious metal jewelry. 


Jewelry Crafts Association and Associate Jewelers merged 
first membership to form the new group, whose members are precious 
metal jewelry manufacturers in the New York area. 


Berger said the JMA offers its 
members a group health and acci- 
dent insurance plan for executives 
and office personnel. A retirement 
plan will be offered in the future. 

A welfare plan for production 
workers is also administered 
jointly by JMA and the union. 

Purpose of JMA, Berger said, is 
to promote the interests of all per- 
sons engaged in the manufacture 
of fine jewelry. 

The organization will also act as 
agency within its 
correct 


a regulatory 
membership to 
should they develop, he 
Since 1935 there has been no time 
lost in the industry due to strikes 
or other labor disputes, Berger 
said. 


abuses 


added. 


Watchmakers of Switzerland produce 
new sales development training program 


Do some of your employees have 
difficulty in helping a customer 
make a selection, in determining 
his need and price range or in 
closing a sale? 

For these and other difficult sell- 
ing situations, the Watchmakers of 
Switzerland have prepared a train- 
ing program available after Sept. 1 
for use at jeweler group meetings 


and in-store sessions. 

While the program uses watch 
sales to illustrate principles and 
ideas, the Watchmakers point out 
that it may aid in up-grading and 
increasing sales of other jewelry 
store items as well. 

The program is built around a 
16 mm. color film, Quality Is The 
Watchword, divided into segments 
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PADLOCKED PURSE: How to open the closed mind and 
closed purse of a customer such as this one is explained 
in the Watchmakers of Switzerland’s new sales develop- 


ment film. 


portraying basic watch sales situa- 
tions. The film is stopped between 
segments to permit guided discus- 
sion. 

Also furnished is a kit dealing 
with eight key sales situations. The 
kit may be used, after the film has 
been seen, by stores having two or 
more salespeople and at group 
meetings. 

Paul A. Tschudin, managing di- 
rector of the Watchmakers of 
Switzerland, warned that the pro- 
gram should not be considered “a 
cure-all type pill, easily taken to 
insure ready-made profits. 

“It requires an effort on the part 
of all concerned, and we are mak- 
ing it available, initially at least, 
only through state RJA associa- 
tions and other local or community- 


wide jeweler groups.” 


GET THE PICTURE? Tobias Stern, 
president of Jacques Kreisler Manu- 
facturing Corp., North Bergen, N. J.., 
points out elements of the “Kreisler 
Image” to company salesmen at their 
fall meeting in New York. Stern said 
Kreisler’s spring season had exceeded 
the previous spring. 
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film. 


Regional directors of the Watch- 
makers of Switzerland will show 
the film and conduct the discussion 
sessions, or a member of the re- 
tailer group may do so with the aid 
of a leader’s guide. 

Store owners may continue the 
training after the initial meeting 
with the eight-topic kit, which also 
comes with a leader’s guide. 

The program will be introduced 
at the Retail Jewelers of America 
convention in New York Aug. 6-10, 
at the Watchmakers’ display booth 
and an upstairs suite. 

Organization officials may re- 
serve the film for showing at their 
meetings by writing to the Watch- 
makers of Switzerland, Suite 1105, 
730 Fifth Ave., New York 19, N. Y. 


New Swiss watch has 
97 per cent vacuum 


A vacuum watch, soon to receive 
wide distribution in the U. S., is 
reportedly immune to air, water, 
dust, corrosion and condensation. 

Technical details of the watch 
have been released by its manu- 
facturer, the Glycine Watch Fac- 
tory in Bienne, Switzerland, which 
introduced the timepiece at last 
vear’s Basle Watch Fair. 

Glycine said the self-winding 
movement operates in a 97 per cent 
vacuum, sealed within an impene- 
trable case and crystal. It never 
needs cleaning or re-lubrication 
since its oil remains in corrosion- 
free condition, and its running ac- 
euracy, due to lack of air friction 
on the balance wheel, never fluctu- 
ates. 

It will be available in steel, gold- 


THIS GUY KNOWS IT ALL (HE THINKS): Another 
type of customer, who prides himself on his sales re- 
sistance, is handled correctly in the new Watchmakers’ 


filled or karat gold cases, ranging 
in price from $89.50 to $250 retail. 

The watch features a single-piece 
case, a jointed winding stem and a 
crown fitted with three washers, 
two of which are plastic O-ring 
gaskets. The crystal is non-organic, 
tempered glass of “laboratory 
crystal,” which is 
and shrink- and crack-resistant. 


non-absorbent 


september Dallas shows 
set for biggest year 


Thousands of Southwest jewelers 
will flock to Dallas Sept. 3-7 for 
what promises to be the most ac- 
tive jewelry market there in years. 

The management of the Dallas 
Market Center predicts “at least a 
10 per cent increase in buyers” at 
their show. 

The Texas Jewelers Association, 
sponsor this year of the Allied Jew- 
elry & Gift Show at the Adolphus 
Hotel, “the most out- 
standing fall show in the 25 year 
history of this market.” 

The TJA is promoting the Allied 
show in conjunction with the Dallas 
Gift Show at the Baker Hotel as a 
downtown Dallas Jewelry & Gift 
Center. 

More than 300 lines will be ex- 
hibited there, including displays 
for the first time by the Watch- 
makers of Switzerland and the 
Gemological Institute of America. 

The show at the Dallas Market 
Center will include fine jewelry 
displays in the Marriott Motor 
Hotel and temporary gift, acces- 
sory, toy and housewares exhibits 
at the Market Hall, in addition to 
the permanent exhibits of such 
items in the Trade Mart. 


forecasts 





Bulova and Benrus forecast rising demand for quality watches 





Presidents of two major Ameri- 
car, watch manufacturing compa- 
nies addressed the New York Sc- 
ciety of Security Analysts on 
separate occasions in recent weeks. 

Both Harry B. Henshel, presi- 
dent of Bulova Watch Co., and 
Julian Lazrus, president of Benrus 
Watch Co., spoke with optimism 
for the future operations of their 
firms. 

Here is a summary of their re- 
marks to the investment men: 


Harry B. Henshe! 


Bulova sales increasing 


Bulova’s sales volume and earnings for the ¢ur- 
rent year depend largely upon the trend of the 
economy, President Harry B. Henshel told the an- 
alysts at their July 10 meeting. 

“I can say this,” he continued, “that our sales are 

increasing and should continue to increase. 
The trend of orders in the last three weeks is en- 
couraging and is well above the same time in 1960, 
which itself wasn’t bad because we didn’t feel the 
full force of the recession until September.” 

Most of Henshel’s remarks were devoted to a re- 
view of the company’s activities since the current 
management took over in 1958. 

At that time, although Bulova was the world’s 
largest manufacturer, in dollar volume, of fine 
watches, the company faced problems created by 
changes “in the world, in our domestic economy and 
in our industry.” 

“In March of 1958, we had just gone through the 
worst watch year we had since before the war. 
Our one major product—watches—primarily in the 
medium priced field, was hit more than any other. 

“The market for our watches had been subject to 
increasing pressure at both ends of our line. 
Purchasers had been exposed to the confusing 
concepts of quality by the intense efforts of some 
manufacturers of cheaply made, short-lived, base 
metal pin lever watches. Paradoxically, there 
was simultaneously a growing demand at the ex- 
treme luxury end of the line. . "i 


Accutron Filled a Need 


Henshel outlined the steps the company took to 
find “new products for our markets and new mar- 
kets for our products.” 

The Accutron filled the firm’s need for a “new and 
revolutionary timepiece ... [to] fortify us 
against foreign competition and tap the growing and 
lucrative demand for the finest timepiece that could 
be made.” 

(please turn to page 242) 





Julian Lazrus 


Benrus expects good fall 

Benrus President Julian Lazrus, speaking to the 
analysts’ group June 30, forecast ‘‘a good fall sea- 
son, better than a year ago and more than enough 
to make up the dip this spring if all goes as ex- 
pected.” 

June shipments, he said, equaled last June’s “and 
a review of recent orders from certain important ac- 
counts makes very favorable reading.” 

Also, guarantee validations since February “are 
well ahead” of the same period a year ago, indicat- 
ing dealers’ stocks are low. 

Lazrus told the analysts that he, and Oscar and 
Jay Lazrus had increased their holdings in the com- 
pany from 92,000 to 220,000 shares in the past three 
years “because we believed the company would 


bP 


prosper.... 


Sells Three Brands of Watches 


Their faith in the company’s future, he said, is 
based on such things as sound finances, a wel! 
known name, consumer acceptance of product, wide 
distribution and three brands of watches which are 
“the finest values in their respective price ranges.” 

Benrus watches sell from $25 to $250; the Belforte 
brand is priced from $14.95 to $49.50; and Sovereign 

matches are marketed from $7.95 to $17.95, “the 
finest pin-lever watch made today, in our opinion.”’ 

The unconditional three-year guarantee on Benrus 
watches is “true consumer assurance of quality... 
Surveys of new purchasers indicate that the two 
most important reasons for the purchase of a 
Benrus watch are, first, the guarantee and, second, 
the satisfaction by self, relative or friend with a 
previously owned Benrus. 

“We believe, therefore, that we are building, slowly, 
perhaps, but surely a consumer franchise which could 
be among Benrus’ most important growth factors.” 

Also auguring well for the company’s future are 
the capabilities of PIC Design Corp., acquired in 
1957, and the Waterbury manufacturing division, 

(please turn to page 244) 
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This is WMF-IKORA... the original tarnish-resistant silverplate giftware... 
handcrafted by the renowned WMF master craftsmen. Serving trays and plates, fruit 
bowls, bon-bon dishes, flower vases, compotes, candelabras. 


Visit our exhibit at the New York Jewelry Show 
August 6-10 ° Waldorf-Astoria Hotel * Booths No. 243-244 


ee 
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Economies aid profits, 
Elgin stockholders told 


Initial sales reports indicate that 
Elgin National Watch Co.’s new 
clock line is “making an impact on 
the market,” Robert O. Fickes, EI- 
gin president, told stockholders at 
the annual meeting June 21. 

Although Elgin’s first quarter 
earnings declined to $210,000 from 
$338,055 earned during the same 
period a year ago, Fickes had some 
encouraging news for stockholders. 

Operating profits in the final 
third of the first quarter had 
shown dramatic improvement, help- 
ing to offset prior losses, he said. 
This was attributed to economies 
achieved through realignment of 
operations and cost improvement 
programs. 

The overall decline in first quar- 
ter earnings, Fickes said, was the 
result of substantially lower watch 
division sales caused by the reces- 
sion. Sales dropped from $8.1 to 
$6.8 million. 


Musical show staged 
for Hamilton 505 debut 


Two for the Show, a musical pro- 
duction written, directed and per- 
formed by Hamilton Watch Co. per- 
sonnel, enlivened the firm’s annual 
sales conference in Lancaster, Pa., 
June 26-28. 

The show business theme was 
used to introduce salesmen _ to 
Hamilton’s new 505 electric watch 
movement, new styles anc adver- 
tising and merchandising pro- 
grams. 

Arthur H. “Red” Motley, presi- 
dent of Parade Publications and 
board chairman of the U. S. Cham- 


SING A SONG OF HAMILTON: Employees of Hamilton Watch Co. open 
annual sales conference in Lancaster, Pa., June 26-28, with song and dance 
number written by Henry S. Allen, general sales manager of Wallace Silver- 
smiths. 
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ber of Commerce, addressed the 
conference. 

To emphasize the simplicity of 
the 505 movement, Donald I. Blank, 
director of watch sales (but not a 
watchmaker), was called from the 
audience without advance warning. 
He assembled one of the new move- 
ments in 22 minutes under the di- 
rection of a watchmaker while a 
television camera provided a close- 
up view to the audience grouped 
around 10 TV sets. 


Edward Coyne opens 
advertising agency 

Edward G. Coyne, for the past 
three years vice-president of Cul- 
tured Gem Stones, Inc., distribu- 
tors of Chatham Created Emeralds, 
has opened Edward G. Coyne and 
Co. Advertising Agency. 

Offices are in Denville, N. J., and 
at 580 Fifth Ave., New York. 

Coyne was once eastern adver- 
tising representative for Jewelry 
magazine and he subsequently han- 
dled advertising accounts of many 
iewelry firms as vice-president of 
the William Nicosia agency. 


Rough diamond sales 
set new record high 


Combined sales of rough gem 
and industrial diamonds totaled 
$128,926,470 in the first six months 
of 1961—the highest first half 
sales on record, the Central Sell- 
ing Organization in London re- 
ported. 

The previous high of $126,- 
555,962 was reached in the first 
half of 1959. Last year, sales for 
the corresponding period were 


$122,440,399. 


os 


‘Linde’ is a registered trade mark of Sates] 


See 
the Linde 


Synthetic 
Emerald 


at the New York Jewelry Show. 
Rings, brooches, bracelets, neck- 
laces and earrings galore. See 
Linde Stars, too, in jewelry any 
man or woman would be glad to 
wear. Designs of all settings for 
both the Linde Synthetic Emerald 
and the Linde Stars are exquisitely 
handled. Just off the main lobby 
of the Waldorf-Astoria, the Linde 
Show of beauty. 


Linde Synthetic Emeralds are avail- 
able at these quality manufacturers. 
J.C. Abercauph - Raymond Abrahams 
- Baden & Foss - Ball Co. - Belenky - 
J. L. Brandt + Emil Braude & Co. 
- Bridal Ring Co. + Byard Brogan - 
Church - Feature Ring Co. - Felger - 
J. & H. Flyer - Martin Flyer’s Viroy 
Co.+- Harold Freeman - Glaser Company 
Glenn-Barry - Goodman & Co. + Hart 
Ring - Hirsch & Oppenheimer - Irvring 
Co. - Morris Kaplan & Sons - Karlan 
& Bleicher - Kaspar & Esh - Kimberly 
Gem Co. + Knight Manufacturing Co. - 
Henry Mayer - Mercury Ring - Padler 
- K. Polishook - Regent Lapidary Co. 
* Ring Specialty + Morris Rubin - 
Sarkin - Barnett Schorr - Fred Seltzer - 
Star Ring - B. Tannenbaum - Leon 
Turkus - Ullenberg, Inc. - Victor Corp. 
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Announcing 


Ring by Morris Kaplan 


The Linde Synthetic Emerald 


Linde—famed for Linde Stars 
brings you another exquisite new 
profit-maker . . . the fabulous new 
Linde Synthetic Emerald. 

Just look at it—the color is 
there .. . the sparkle, the beauty 
too. But that’s not all. There is 
life in the synthetic emerald .. . 
and it’s clear, good looking, and 
amazingly low priced. The seed 


AR KFY 


of this emerald is a natural white 
beryl, mined in Brazil, and shaped 
to nearly the size of the finished 
product. ‘The color comes from 
the addition of chromium —just 
as in the natural emerald. This 
results in a true synthetic emerald, 
the one to which Linde has given 
its name. 

Rings, brooches, bracelets, neck- 


laces and earrings are available 
in the Linde Synthetic Emerald. 
Come and see them—by them- 
selves, orsurrounded by diamonds, 
other jewels and finest karat gold 
and platinum. Have them in your 
store for the holidays. Linde is 
breaking with the news to the 
consumer in November, and all 
we can say is—the news is great! 
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State of the Jewelry Business 


Swiss watch industry is enjoying boom, May imports are high 


Watch Movement Imports—Total 
o movements imported in May of 
— May pc Jan.-May Ledeen this year were greater than the 
1961 1960 1961 May 1960 number imported in May of 1956, 

WATCH MOVEMENTS (units) 57, ’58 or ’59, and only 1.6 per 
0-1 jewel 921,634 +2.4 1,925,785 —19.2 cent behind May of last year. 
2-7 jewels 102,765 +4.8 343,344 —17.7 And this is the closest any month 
eas peels 22,518 +961.7 44,488 +132.2 this year has come to matching 
nevi ctl epee pao eer Pees the corresponding month of 1960. 
all movements 1,118,351 ~1.6 4,247,243 —16.4 For the first five months of 
1961, watch movement imports are 


IS still running 16.4 per cent be- 
uncut, by carats 163,194 +48.8 927,073 +58.5 hind last year, but are only 1.5 
uncut byvalue  $5,963.885 384 $38817407 487 | er cent lege than the same pe 
cut, by value $6,953,448 ~9.0 $29,160,637 —11.5 riod of 1959. 

CULTURED PEARLS $1,458,697 45.9 $6,975,817 +48 | , | 

IMITATION STONES $421,276 —5.0 $1,995660 —7.1 newenne ih Waten Unports ‘for 

the remainder of this year is the 


current boom which the Swiss 
EXCISE TAXES % change % change ia 2 a re 
watch industry and the Swiss 

Jan.-Mar. from Jan.- Jan.-Dec. from Jan.- 

1961 Mar. 1960 1960 Dec. 1959 








Pointing to possible continued 


economy in general is enjoying. 
Watchmakers there have an 8-12 
month backlog of orders. Japan, 
too, has stepped up its watch pro- 
duction this year. Exports from 


VITAL STATISTICS % change “% change (to all 


May from May Jan-May from Jan.- Japan | | 
1961 1950 1961 May 1969 pected to be four to five times 
MARRIAGES 119.000 —0.8 5724000 —)A greater than last year (see 


BIRTHS 352,000 43.9 1,751,000 43.3 sriefly, page 220). 
re ee Pe Gr U. S. import figures would be 


considerably higher were it not 
for the continued high level of 


AMOUNT COLLECTED 
(add O00) $62,626 —1.8 $159,385 +6.1 


- 


Sources) are e@xX- 


FAILURES % change 
Jan.-June from Jan.- 
1961 June 1950 watch movement smuggling, some 
CASH JEWELERS 81 +9.5 observers say. 
INSTALLMENT JEWELERS 26 +44.4 Diamond Imports—Rough stones 


WATCH REPAIRERS 2 (1960:0) are still running ahead, cut stones, 

WHOLESALERS 15 425.0 behind, in carat volume, com- 

MANUFACTURERS 22 4175.0 pared with the same month of last 
| 7 year. 


WHOLESALE JEWELERS' DEPARTMENT STORE SALES UNCUT: More carats—of lesser 
SALES MAY 1961 value—continued to be the case 


. with uncut diamond imports in 
— - change May. Average carat value was 
MAY 1961 Me yon aie $36.66, compared with $88.52 in 
y y May, 1960. Average carat value 
aonp 1enn oN ae for the first five months was 
WATCHES 7 —1 ane nach eae 
from from * $41.87, a one-third decline from 
May 1960 Apr.1961 | SILVERWARE, 9 76 
y _ CLOCKS +21 7 the $62.76 average for the same 

SALES —— +7 COSTUME period last year. 
INVENTORY —4 —1 JEWELRY +4 CUT: Cut diamond imports in 
.. ~22--- nn en ome wee May were the highest in carat 
METAL PRICES—MID-JULY 1961 volume and value of any month 


(troy ounce, large lots) this year, but still failed to match 
Mid-July last May. 

1961 “nn Department Store Sales—May was 

SILVER $.913, 00 a good month for department 

store sales of silverware and 

deatpivenees wee 0.0 jewelry. The average increase for 

PALLADIUM $24 0.0 the three categories listed in table 

TRIDIUM $75 +7.1 at left was 12 per cent over May 
of last year. 
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As of July, our complete line of karat gold products is being manu- 
factured in a new, modern plant just constructed in Mt. Vernon, N. Y. 
With this move, we will be able to handle the growing needs of our 
customers in the East even more quickly and efficiently than before. 


Improved Facilities— Modern equipment and improved technical facili- 
ties have been installed to enable us to produce a complete range of karat 
golds of every composition and color in a wide diversity of forms and 
shapes with maximum control over quality and properties. These sup- 
plemented means not only put us in a better position to fill your immedi- 
ate needs, but will also enable us to anticipate them by developing new 
and more useful products, 


Central Location—The new plant is located for convenient accessibility 
to the majority of our customers. It can be quickly and easily reached 
by thruway from New York, New Jersey and Connecticut. 


Our Midtown Branch at 44 W. 46th St., New York, is being maintained 


and stocked with greater inventories. 


You'll want to make a note, too, of the 

new location of our recently expanded 

General Offices at 850 Third Ave., 

New York—another step in our a 

planned program for providing the fj#aANDY & AmEAANS 

fastest, most complete service for your gs Third Avenue. New York 22. N.Y 
orders and requests. Telephone: PLaza 2-3400 


NEW...EXPANDED 


From Now On, This New, Modern Installation Will Serve Your Karat Gold Needs 
































Hee a 


New York Plant « 525 Nuber Ave. - Mt. Vernon, N. Y. « OWens 9-5050 
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DAY OFF FOR AN OUTING: Mem- 
bers of the 24 Karat Club of New 
York enjoyed fair weather for their 
summer outing at Travers Island, 
June 15. 
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FOUNTAIN PENS: 100,000,000 of 
them have carried the name of the 
W.A. Sheaffer Pen Co. since its found- 
ing 48 years ago. Al Hetzer, left, old- 
est employee in point of service, and 
John D. Sheaffer, marketing vice- 
president, inspect the 100 millionth. 
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KEPT HOPPING: Meyer Barr, pres- 
ident of Barr Jewelers, presents 
prizes to top teams in a bellboy relay 
race, staged in Philadelphia to pro- 
mote Barr’s and Bulova Watch Co.'s 
roles in timing NCAA track meet. 
Teams from six hotels participated. 
First-place team got 21-jewel Bulova 
watches. Runners-up received  lug- 
gage as their prizes. 
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WATCHES FOR THE CHAMPS: Jay 
Miller, left, Hamilton Watch Co., 
gives Vince McNally, general mana- 
ger of the Philadelphia Eagles, one 
of the specially designed watches 
which Hamilton produced to com- 
memorate the team’s professional 
football championship last year. The 
watch dials of brushed gold on ster- 
ling silver feature the team emblem. 
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A PEARL PENDANT: This oval shaped pearl measures one and a half inches 
by one inch. Ohrbach’s Wilshire in Los Angeles, which displayed it for a week 
in June, said it is considered to be “the world’s largest genuine oriental pearl.” 
Mounted in platinum and accented with 21 diamonas, the pendant is valued at 
more than $50,000. The pearl was brought into Hong Kong from Red China. 
Michael Mendelson, owner of Cultra Pearl, purchased it for his wife. The blister 
pearl has been certified by experts to be over 100 years old and has been tested 
in the laboratories of the American Gem Society for its authenticity. Examina- 
tion has determined that it is solid throughout. 
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A PEARL CROWN: Highlighted by 
the Star of Celebes, a dome shaped 
South Sea pearl weighing more than 
56 grains, this $250,000 crown was 
featured at Hess’s, Allentown, Pa. 


< 
BUNDLE OF BILLFOLDS: This 


fully loaded 40-foot long semi-trailer 
pulled away from the shipping dock 
of Amity Leather Products Co. in 
West Bend, Wis., recently, on its way 
to deliver billfolds worth $75,000. 








miracle 
swirl 


This is the illusion top variation 
of our most popular “Swirl Soli- 


Opal unequalled taire” ...in 14K white or two. 


purity and_ brilliance tone gold, with matching weddine 
band. Mats available to help you 


7 romote this fast seller 
(Ui... superior quality s fast seller. 


at a competitive price Copyrighted 


Through wholesalers only 





Opalite, inc. 


WAX and SKOLNIK INC. 


wake: 


turing J w y 4 








1311 LOMBARD ST., PHILA. 47, PA. 


ORIS 


WATERPROOF 


ANTI-SHOCK 
7 JEWELS 


In 96 countries, this is the quality popular-priced watch 


Recognized by fine jewelers the world over as the best timepiece in its class, 
ORIS is the recipient of over two thousand (2208 to be exact) certificates from 
the Official Swiss Testing Bureaus. From the beautifully styled models for men, 
this is No. 2664/3, waterproof,* 7 jewels, shock resistant, priced to retail 
profitably at $14.95. For the complete catalog write to: 


ORIS WATCH AGENCY 15 West 37th Street, New York 18, N. Y. 


"provided case, crown and crystal remain intact. Factory tested at pressures equivalent to 105 
ft. under water (3.2 atmospheres). 


JEWELRY BUYER HONORED: 
Charles G. Brown, left, jewelry buyer 
for Stein-Ellbogen Co., Chicago whole- 
salers, for 54 years, was given a 
testimonial dinner in Providence June 
15 by 85 friends. Paul Levinger pre- 
sents Brown with a scroll signed by 
the dinner guests and a cartoon 
showing him on an electric golf cart, 
the gift he received at the dinner. 


Watchmakers to exhibit 
at 62 A\'/| Congress 


Five major watch companies and 
the Watchmakers of Switzerland 
quickly agreed to participate in the 
American Watchmakers Institute’s 
first International Watchmakers 
and Mechanical Instrumentation 
Congress. 

A ready response to the AWI 
prospectus was received from the 
Benrus, Bulova, Elgin National, 
Hamilton and Longines-Wittnauer 
watch companies. 

The exposition, scheduled for the 
Commodore Hotel in New York 
Mar. 10-13, 1962, received the ma- 
jor share of attention at AWI’s 
board of directors meeting in May. 

George W. Cordes, AWI treas- 
urer, reported that 90 per cent of 
the Institute’s members renewed 
their memberships for 1961. 


Texas watchmakers 


hear Everts, Sedan 


R. B. Raymond of R. B. Raymond 
Jewelers, Dallas, was elected presi- 
dent of the Texas Watchmakers 
Association at the 14th annual con- 
vention of the group June 10-11. 

Main speaker at the meeting in 
Edinburg, Tex., was Myron Everts 
of Arthur A. Everts Jewelers of 
Dallas. Title of his talk was Your 
Time and My Time. 

The association also elected these 
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in a maze of jewelry advertising 
and competitive pricing 
from discount houses, so-called 
wholesalers, catalog houses and others... 


EE 
Bulova Fair Trade 
Price Plea Denied 


ZALE'S MUST COMPETE!!! 


A preliminary injunction 
y sought by the Bulova Watch 
UW e quote the Co. to prevent four Zale stores 


} ANONOD WWUOENINSA +. Pareto me nag an sgn 
PRO\ IDENCE K\ EN ING BULLETIN S prices established under the 
state’s fair trade law was de- 


report of Supreme Court Judge creep, Bata iy si: gag 


tat, . : . a ae sul by Bulova were 
Patrick P. Curran’s decision. POR or og Mes etl arty 
Zale Olneyville, Inc., Zale 
Woonsocket, Inc., and Zale 
West Warwick, Inc. 


~~ Judge Curran said it would 
be inequitable to enjoin the 
four stores while many compet- 
itors, against whom no suits 
had been brought, were at lib- 
erty to sell the watches at cut 
prices. 


The Zale firms introduced 
evidence that at least seven 
competitors in various parts of 
the state are selling Bulova 
watches at less than stipulated 
minimum prices. It was agreed 
that up to now Bulova had 
brought suit only against the 
Zale group of stores. 





Judge Curran said that it 
might be advantageous for the 
manufacturer to take action 
against a group of other retail- 
ers, in addition to the Zale 


Our sources of supply are precious to us... they are stores, and thus show that it 
was making a state-wide effort 


our business partners. We don't want to hurt any of ve enforce compliance with the 
aw. 

them... or be hurt by any of them. Zale’s eyes are open. Joline Casven Ghent ve 

, , , ‘ : ; yn questions of validity of the 

Zale’s looks at reality ... builds a business with restraint law itnelf, ie 


and integrity. All we ask is a chance to compete fairly ee ene ae 
ATrtinu einer were counsel tor 


and to use our best skills and energies. We should not the Zale interests. Nathaniel S. 
Thayer of Hinckley, Allen, Sal- 


be asked by our suppliers to offer merchandise at higher isbury & Parsons represented 
the Bulova concern. 








prices. than those set by competitors in our markets. 
We cannot afford this luxury! 
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glamourous 
...genuine 


Gem of the Ages 


at -t-jallolal| 
Newest 
Vogue in 
=) 51010) On | ee 
PENDANTS... 
EARRINGS... 
NECKLACES... 
BRACELETS... 
RINGS... 
—T Salam Clo} loMatlil re 
Fislo ML Se@eClelle, 


Full profits 
alelameelenl ei ehehu= 
Price range for 
every budget 
mui el geicciediele 
ale) a@eelie mia 


discount houses. 


SALES. STIMULATOR! 
nternationally Famous AMBER 
GUILD Collection ts Available 


for Exhibition. Write For Details 


FREE AD MATS 


eeeeeeeveeeeeeeeeaeeeeeeeeeee ® 


World's Source for Genuine Amber 
AMBER MINES, INC., Subsidiary 


AMBER GUILD LID 


80-19 31st AVENUE 
Jackson Heights 70, N. Y. 


officers: Linard Stinnett of Pharr, 
first vice-president; James M. Reeh 
of Orange, second vice-president; 
and Dren M. Duffy of Houston, sec- 
retary. Raul M. Gomez of San An- 
tonio was re-elected treasurer. 

Regional governors elected were: 
W. M. Edwards, Electra, north; F. 
A. Colburn, Austin, south; Ernest 
L. Seitzler, Dallas, east; and A. E. 
Houck, Midland, west. 

Orange, Tex., was selected as the 
site of the 1962 convention. 

Carl G. Sedan, executive direc- 
tor of the American Watchmakers 
Institute, addressed the convention, 
explaining the purpose and objec- 
tives of AWI. 

Also on the program was a panel 
discussion on “What Makes It Tick 

The Customer That Is,” featur- 
ing Ed Kurtz, Prague-Kurtz Co., 
Houston; Carl Gildemeister, Gilde- 
meister’s Jewelry, San Antonio; 
James M. Reeh, Straudt’s Jewelry, 
Orange; and Ernest L. Seitzler, 
Fay’s Jewelers, Dallas. 


Vermont RJA elects 
Otis Hewitt president 


Otis Hewitt of F. B. Howard Co.., 
Rutland, was elected president of 
the Verrnont Retail Jewelers Asso- 
ciation at the group’s annual con- 
vention in Vergennes. 

Featured speaker at the June 18- 
19 meeting was Maurice Adel- 
sheim, Jr., president of the Retail 
Jewelers of America, who outlined 
the role of the RJA and its future 
plans. 

Paul Aubin was re-elected secre- 
tary-treasurer of the Vermont or- 
ganization. Regional vice-presi- 
dents elected were: southwest, 


George McWayne, Manchester Cen- 
ter: southeast, Henry Turgeon, 
Windsor; northwest, Warren Word, 
Burlington; and northeast, Alfred 
LaBounty, Newport. Irma Wilson, 
Springfield, was re-elected trustee 
at large. 


Jewelers, watchmakers 
form New Mexico group 


Marvin Trembly of Belen was 
elected president of the New Mex- 
ico Jewelers and Watchmakers As- 
sociation at its organizational 
meeting June 17-18 in Albuquer- 
que. 

Other officers of the new group 
are Dan Judd, vice-president, and 
E. B. Butterfield, treasurer, both 
of Albuquerque. 

The state was divided into quad- 
rants and these district represen- 
tatives were chosen: E. Domke of 
Grants, northwest; Jerry Spitz of 
Santa Fe, northeast; Hugh M. 
Huff, Jr., of Roswell, southeast; 
and L. G. Stull of Socorro, south- 
west. 

Joseph Liszka, West Coast mer- 
chandising director of the Watch- 
makers of Switzerland, spoke on 
“Merchandising the Jewelry Store” 
at one convention session. 

A previous organization of the 
same name was active in New Mex- 
ico some years ago. The old group 
held its last meeting in 1951. 


Handy & Harman sees 
no shortage of silver 


Another secondary source of sil- 
ver will again become available if, 
as and when the U. S. Treasury 
stops selling it, Handy & Harman, 
the nation’s largest supplier of sil- 


poe ; - Bis, 
NEW HOME FOR SHEFFIELD: Inset wall displays are one of the features 
cf the new offices and showrooms of Sheffield Watch, Inc., at 417 Fifth Ave., 
New York. The firm was previously located at 663 Fifth Ave. 
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make one stop—cover the top jewelry lines in the nation 


LM Seuely & Gift Show 


Mm DALLAS MARKET CENTER 


September 3-7—Market Hall & Marriott Hotel 
September 3-8—Dallas Trade Mart 


te 
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The most complete selection of top jeweiry 
lines ever assembled at one location! Hun- 
dreds of diamond, gold, watch and precious 
jewelry lines concentrated in over 100 dis- 
play rooms and suites at the Marriott Motor 
Hotel . . . and just across the street at the 
Trade Mart and Market Hall, more than 500 
displays of costume jewelry and gift lines. 
Buying ease and convenience that makes 
every minute count to your profit advantage. 





FREE PARKING 
at the door of every building 


DALLAS MARKE T Cent & R 
FREE BUSES 


from downtown hotels 


... only 6 minutes from 
downtown Dallas 
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FOR THE 


IN 
GOLD FILLED 
JEWELRY 


Quality Jewelry 
Exclusively Designed 
For The Jeweler 


See ™ in Booth 109 at R.J.A. Show 


ver products to the trade, believes. 

There will be no shortage of sil- 
ver for industry’s future needs, the 
precious metal processing firm em- 
phasized, in a statement issued last 
month. 

The statement challenges recent 
predictions of a critical shortage. 

“Handy & Harman believes em- 
phatically that silver will continue 
to be available in the future 
for the requirements of industry,” 
the statement said. 

“It is a well known fact that con- 
sumption has exceeded new produc- 
tion for the past several years, but 
these statistics do not tell the whole 
story. . . . Historically, there have 
always been secondary sources of 
silver becoming available at differ- 
ent price levels . [such as|.. 
demonetized coin from various 
countries. ... Right now the Treas- 
ury is a source, and there will be 
others in the future.” 

The real question about silver, 
the firm said, is its future price. 


When Treasury silver is no longer 


available, eventually higher price 
levels can be expected, Handy & 
Harman said. 

But it “most definitely does not 
believe” the price will come near 
the monetary one of $1.29 an ounce. 


Silversmiths pick 2715 
Sterling contest winners 


T. F. Beckner, owner of Beck- 
ner’s, Inc., Johnson City, Tenn., 
won the top retailer prize of $500 
in the ‘‘“Graduate to Sterling” con- 
test recently concluded by the Ster- 


eer air fl 
hi 


’ 
; 


ling Silversmiths of America. 

Beckner won the prize for regis- 
tering the high school graduate 
who became the grand prize win- 
ner, Johnnie Sue Moore, a 1961 
local high school graduate. 

Miss Moore received $1000 and 
her school was given a $500 sterling 
silver flatware service. 

In all, 2715 graduates shared 
prizes totaling $25,000. 

Margaret Johnson of Greenwood, 
Miss., won second prize of $500. 
The retailer representing her, Kate 
L. Wilson of Stein’s Jewelry, Inc., 
Greenwood, received $250. 

Third prize, $250, went to Sandra 
Simonson of Stamford, N. Y., and 
the retailer with whom she regis- 
tered her favorite sterling flatware 
pattern, Gabriel Harris of Gabriel 
Harris Jewelers, Oneonta, N. Y., 
was awarded $100. 


Photo frame makers 
consolidate operations 


Raimond Silver Manufacturing 
Co. and Paye & Baker Manufac- 
turing Co. have combined opera- 
tions in a new factory in Cam- 
bridge, Mass. 

Raimond, makers of _ picture 
frames, giftware, men’s accesso- 
ries and promotional ware _ in 
sterling silver, plate and _ gold 
overlay, has moved from Malden, 
Mass., to the Cambridge location 
at 179 Fifth St. 

aye & Baker, producers of 
metal and wood picture frames, 
was formerly located in North 
Attleboro, Mass. 


FIRST PLACE WINNERS: Mayor Mae Ross McDowell of Johnson City, Tenn., 
awards checks to first prize winners in 1961 “Graduate to Sterling” contest. 
Johnnie Sue Moore was first among 70,000 graduating high school girls who 
entered the contest. T. F. Beckner, Beckner’s, Inc., was the winning retailer. 
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f New Cobb ring guards attach easier, faster. Prongs wrap around — 
grip shank from opposite directions and counter lock. Will not slip on ring! 
Ends flush-fit into precision niche. No sharp edges — no exposed seams 

on outside of ring — no-torn clothing! In yellow and white 14K gold 

and WRC Quality, yellow and white, on corrosion resistant pure nickel base. 


Attractive, convenient card holds twelve ring 
guards of the same size. Sizes as follows 


Size ~ Shank Width 
No. 20 Ladies’ Up to 242 mm 
Men's 2% to5 mm 


No. 22 King Over 5mm 


Order now from your wholesaler! 


Ww. R. ¢ Cc >) | oo a oo 3 Company 


850 WELLINGTON AVENUE, CRANSTON 10, R. 1. 
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Ml FOR INCREASED SALES AND BIGGER CASH PROFITS 


Deal Direct!—Save! Get very best diamond values 
Rough stones cut in our own modern plant. Supplied 
direct to you in fine mountings, in best selling styles 
No piled-up ‘‘mark-ups’’ to inflate your price, lower 
your profits. Finest service, effective selling aids 
Every item Fully Guaranteed. Memo selections to 
well rated firms. Write for big FREE Catalog plus 
details of our unusual offer, or phone PL 7-1236. 
GLEAMLIGHT, 71 W. 47th St., Dept. K, New York 











| COIN FRAMES | 





Largest selection in the coun- 
try of fancy and plain 14kt 
gold frames for U. S. gold 
pieces, also any foreign coins, 
many with colored stones, 
genuine or synthetic. Send 
for NEW FREE 1961 catalog 
in which our entire line is 
illustrated and described. 


Wideband Jewelry Co. 
37 West 47th Street, New 
York 36, N. Y. Dept. 12 
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GENEVA TIME «: 


ASSEMBLERS & IMPORTERS OF SWISS 
Quality Promotional 


WATCHES £2.68 »: 


INDIVIDUAL WRITTEN GUARANTEES 


Fashion * Bangle * Rhinestones * Pear! 
Extra Thin * Planetarium * Odd Shaped 
Fancy with Colored Stones * Water P 
Round & Square ¢ 3-D * Missile 
Astronaut * Galaxy * Orbit * Rocket 
Aurora Borealis * Money Clip * Cuff Links 


Showroom: 2 West 47th St., N.Y. 36, N.Y. 
Write for Catalog or Phone JU 2-3205 


7 Bulova sets up world sales headquarters, 


foresees higher sales, improved earnings 


Bulova Watch Co. established 
world sales headquarters on the 
36th floor of the International 
3uilding in New York Aug. 1. 

The new facilities occupy 19,000 
square feet—the entire 36th floor 
—of the building at 630 Fifth Ave. 

Bulova’s metropolitan New York 
sales office, already located there, 
has been given additional space. 
The location now also houses U. S. 
and international sales offices for 
the firm’s commercial, industrial 
and defense products, as well as 
executive offices, display space and 
facilities for major portions of the 
marketing and promotion 
divisions. 

Office space vacated at the plant 
at Bulova Park, Jackson Heights 


sales 





3 SALESMEN WANTED 
* SOUTH *%& MID-WEST x EAST-COAST * 
Leading, fastest-growing |-jewel and 1!7- 
jewel fashion watch line. Perfect ‘'sec- 
ond-line,"" non competing even with 
staple watch line. Territories with es- 
tablished accounts: high commissions! 


Write JC-K Box #T-6895. 
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ing, although all of these may be 


. factors in its development. 
“diligently sought after... 
gtarded... 


regained. 


Séme buyers ignore it, 


It is 
zealously 
and once lost is seldom 


most 


buyers demand it! It goes by count- 


dess nai 


the priceless ingredient... 


mply 


personal 


of quality at 4 
Our new 


year’s. 


some have called it 
we call 


@omplete line of men’s 

dsf matching accessories and 
geods. Built on a reputation 
pilar retail prices for over 56 
italog will show you the proof 


—write for yours today! 


The Springfield Leather Products Company 
SPRINGFIELD, OHIO 


Fine leather goods 
since 1904 


JEWELERS’ 


in Queens, will be used for ex- 
panded manufacturing, Harry B. 
Henshel, Bulova president, said. 

A permanent time-around-the- 
world exhibit will be established 
in the main lobby of the building. 
Precision clocks will show the time 
in the major cities of the world. 
The display will also indicate dawn, 
day, dusk and night in various time 
zones. 

Extensive use of glass, and in- 
direct and spot lighting especially 
designed for the fine 
jewelry are featured in the new 
headquarters. 


display of 


Earnings Down Last Year 


In the company’s annual report, 
published in June, Henshel and 
Gen. Omar N. Bradley, board 
chairman, said Bulova was “ap- 
proaching a period which should 
produce accelerating volume and 
improved earnings.” 

Earnings for the fiscal year end- 
ed Mar. 31 were $1.51 million, 
down from $2.67 million the year 
before. 

This year, the report noted, the 
firm is entering the final stage in 
a four-part program for the de- 
velopment of new products—“‘‘the 
‘selling’ phase with a measure of 
relief from many of the extraordi- 
nary costs of the first three 
phases. ... ”’ 

Major accomplishment for the 
firm last year was the introduction 
of the Accutron timepiece. 

Accutron sales exceeded ‘“‘care- 
fully calculated goals—in_ the 
trough of a _ recession that cut 
deeply into the jewelry business 
and into the profits of retailers 
and manufacturers of conventional 
watches,” the report said. 

Sales of the new timepiece, 
“from its introduction in the fall 
to the end of the fiscal year, con- 
sumed our full production capacity 
for it.” 

Despite a “sudden and severe’”’ 
drop in jewelers’ watch purchases 
in the fall which “persisted with 
increasing severity” through the 
company fourth fiscal quarter, net 
sales for the fiscal year reached 
$68.7 million, a 3 per cent increase 
over the year before. 
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This full color illustration appeared in The National Geographic 





CHARACTER THAT ENDURES 


WEBSTER DEFINES CHARACTER as the sum of qualities that spell distinction. 


Distinguished jewelers find this character, compellingly, in Krementz Jewelry. 


CHARACTER in Classic stylings that accent contemporary fashion . . . in 
craftsmanship that enhances the value of Krementz 14+Kt. gold overlay jewelry 
with passing years. 

CHARACTER in full color national advertising that speaks directly to millions 
of readers of Coronet, National Geographic and Saturday Evening Post, who 
have the means and motivation for living graciously. 

And Krementz jewelry contributes to the character as well as to the profit 


of every jewelry store that features it. 


Krementz & Co 
Ma’ Newark, NJ 


I94KT. GOLD OVERLAY 














first of the big spenders 


The teen-age girl! 

The first major age group 
to have a major chunk of her 
own money to spend as she 
sees fit. (And spending money 
on jewelry fits in just fine with 
her plans.) 

Since there are 10 million 


teen-age girls and they have 
$5,000,000,000 to spend, 
this is one big spender who 
isn’t just ‘‘all talk’. 

That’s why you must catch 
her eye, hold her interest, win 
her favor... with Seventeen. 

Half the teen-age girl popu- 


lation reads Seventeen avidly 
every month, refers to it 
everyday. 

To make this big spender 
a big customer—take a big 


“Seventeen 


320 PARK AVE., N.Y. 22, N.Y. 





CLOSING DATES: November— 4 color, 8/18; 2 color, 9/5; b&w, 9/8. December— 4 color, 9/20; 2 color, 10/5; b&w, 10/10. 








Kimberly, one of America’s largest manufacturers of MEANS HIGH FASHION .. . FASHION SELLS! 
gold rings, now introduces a new exclusive line of wae 
Original wedding rings, available in a large variety of 

individual designs from classic simplicity to ultra high 

fashion creations. Executed with traditional Kimberly MEANS QUALITY... QUALITY SELLS! 
expert craftsmanship, their unsurpassed styling and 


fine quality will gain immediate consumer interest. 
MEANS PRICE . . .PRICE SELLS! 


Why not let Kimberly acSELLerate your wedding ring sales! 
Complete display and merchandising aids. Preticketed price tags. 


4 Write, wire or phone—a Kimberly representative will be 
happy to call on you. 


KIMBERLY GEM (7 COMPANY, INC., 62 West 47th Street, New York 36, N. Y—JUdson 2-4794 
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This new issue of Class A Stock is being sold 

by a group of investment dealers including the undersigned. 
The offering is made only by means of 

the official Prospectus. 


>» 140,000 Shares 


Gordon Jewelry Corporation 
» Class A Stock 


($1.00 Par Value) 


be Price $9.50 per Share 





You are invited to ask for a Prospectus 

describing these shares and the Company’s business. 
Any of the underwriters, including the undersigned, 
who can legally offer these shares in compliance 
with the securities laws of your state 

will be glad to give you a copy. 


Paine, Webber, Jackson & Curtis 
Bache & Co. Francis |. duPont & Co. 
Hemphill, Noyes & Co. Shearson, Hammill & Co. 


et gS 


the winning combination for you: 











Dorothy rai Silver Band 


Shown: Silver Band, . 
crystal trimmed with Sterling. liga: 
Also available in Gold Band 


Distinctive, exquisite—a byword for unique design 
executed with excellence... the ultimate in beautiful crystal 
dining accessories— service pieces—giftwares—imports. 


High customer acceptance and ‘appeal mean repeat sales, 
fast inventory turnover. Generous markup spells high 
profit opportunity for jewelers. 
Send for new full color catalog and price 
sheets today—stock the exquisite line 
that sells itself! 


DOROTHY C. THORPE, INC. 


902 Thompson Avenue, Glendale 1, Calif. 
225 Fifth Ave., Suite 1239, N.Y. 10, N.Y. 








Levinger new president, 
owner of Speidel Corp. 


Paul Levinger, executive vice- 
president and treasurer of Speidel 
Corp. for 12 years, became presi- 
dent and sole stockholder of the 
company July 1. He also assumed 
similar status with two affiliate 
companies, Distributors Finance 
Corp. and Speidel Canada, Ltd. 

Levinger succeeds to the presi- 
dency held by the late Edwin Spei- 
del, a founder of the company. 
He became sole. stockholder 
through acquisition of stock for- 
merly held by Speidel. 

A native of Germany, Levinger 
started his Speidel affiliation in 
1934 as assistant manager, was 
promoted to vice-president five 
months later, was made a director 
in 1937 and executive vice-presi- 
dent and treasurer in 1949. 

A stockholder in the company 
since 1937, he and Speidel held 
the outstanding shares of the 
Providence watch attachment 
manufacturing firm for a number 
of years. 

He is a director and former 
vice-president of the Manufactur- 
ing Jewelers and Silversmiths of 
America Inc., and has served as 
a director of the Jewelers Board 
of Trade since 1948. He also is a 
director of the Jewelers Vigilance 
Committee and is a past vice-pres- 
ident of the Providence Jewelers 
Club. 


BULOVA 


(continued from page 224) 


The electronic timepiece has 
also been used in American space 
satellites and on an Australian 
Antarctic expedition, and “many 
other applications are being de- 
veloped and evaluated throughout 
the scientific spectrum.” 

Accutron sales volume in the 
last fiscal year was in “seven fig- 
ures, both at wholesale and re- 
tail.’ In an expanded market, “we 
will reach eight figures at retail 
this year, although perhaps not at 
wholesale until 1962.”’ 

For a product in the _ lower 
ranges which could compete with 
the low-price pin-lever watches, 
the company sought “a sturdy and 
reliable jeweled-lever watch 
competitive with the stamped out 
little ‘wrist clocks’ which were 
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INFORMATION ABOUT: 


@ PRODUCTION TECHNIQUES 


@ NEW MACHINERY—EQUIPMENT 


@ INDUSTRY EVENTS 
@ PEOPLE 
@ ORGANIZATIONS 

















nufacturer 





America’s Leading Jewelry and Silverware Producers 


Read AJM Every Month! 


As the OFFICIAL PUBLICATION of the 
MANUFACTURING JEWELERS 


AND SILVERSMITHS OF AMERICA, INC. 


AJM speaks as the voice of the indus- 
try ... it reflects the views of leader- 
ship and keeps its executives and 
supervisory readers abreast of the very 


latest developments. 


EDITORIAL OFFICES: 


207-11 Sheraton-Biltmore Hotel 
Providence, Rhode Isiand 
GAspee 1-3801 


BUSINESS OFFICES: 


The Chilton Company 

56th and Chestnut Streets 

Philadelphia 39, Pennsylvania 
SHerwood 8-2000 
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IN FUTURE ISSUES: 


Feature articles on foremen-employee  rela- 
tions, new electroplating developments, fashion 
changes, precious metal salvaging and many 
other vital subjects. 


Product news featuring newly introduced manu- 
facturing aids to improve production efficiency. 


News of the industry—all of the most important 
trade developments as they occur in the nation's 
jewelry centers. 


And a lot more! 
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PHOTO-ENGRAVING 
* 


as seen in 


“THE NEW YORKER” 


ee se eh 


$10.00 KEY. 


PER PICTURE 


Processed in 10 Days on Your Book-Lockets 


* 


Complete Line of Book-Lockets 
and Photo-Charms Available 


* 


Write for Illustrated Brochure 


HOTO SCULPTURE 


DIVISION OF HONORA JEWELRY CO. 


42 W. 48TH ST., N.Y.C. 36, N.Y. 
DEPT. D. 
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Visit us at the Waldorf-Astoria, Booth 6 








L221 
1 ct. Total Weight 
$340.00 Keystone 


FAMOR 


576 FIFTH AVENUE © NEW YORK 36, N. Y. 
© JUdson 2-4224 


FAMOR 
IMPORTING 
COMPANY, INC. 


From the Finest Gems to the 
Lowest Priced 


request 


Brochure and catalog 


available on 


Promotional Diamonds 














VELVET 


for 
Drapes, Showcases, Windows 
wide—Crush Resistant 
LOW, LOW PRICES 


Write for samples 


CAROL VELVET COMPANY 
P. O. Box 404 GREENSBORO, N. C. 








sweeping the low-priced market 
almost by default.” 

The answer was an agreement 
with the Citizen Watch Co. of Ja- 
pan. “As a result we have been 
able to develop a line of fine, low- 
priced, jeweled-lever watches com- 
petitive with those ‘other brands’ 
you can find at the corner drug 
store.” 

These watches, under the name 
of Caravelle, are entering Bulo- 
overseas and some domestic 
markets this summer. Henshel! 
predicted their effect on the com- 
pany’s volume and earnings would 
rather than imme- 


va’s 


be gradual, 
diate. 

In the past three years, Bulova 
has also taken steps to expand its 
markets. Its watches are now mer- 
chandised in nine Far East mar- 
kets. Three new product lines have 
been developed. Its international 
watch line of 131 models is sched- 
uled to be enlarged to 200. 

Last spring the firm had exhib- 
its at most of the major interna- 
tional trade fairs for the first time. 
Henshel reported that Accutron 
was the hit of fairs in Milan, Tok- 
yo, Hong Kong, Sydney and Basel, 
bringing prestige and “a new 
awareness of and interest in our 
company. 

“It is our intention to make Bu- 
lova an international household 
word insofar as timekeeping is con- 
cerned. ...” 

The company’s industrial and 
defense production has also under- 
gone expansion, diversification and 





j te 


IMPERIAL SHOWS FALL COLLEC 


ION: 


growth since 1958, Henshel said. 

‘Basically, our plan for the fu- 
ture has... followed a single pat- 
tern. We are after growth and 
profits on an ambitious scale for a 
company our size. We could no 
longer go back to the one-product, 
high profit days when $40 million 
volume gave us more profit than 
$80 million could today. That kind 
of market no longer exists—our 
world has grown too fast. To grow 
with it we had to diversify.” 


Gordon offers stock 
for expansion funds 


Gordon Jewelry Corp. offered 
140,000 shares of class A stock for 
public month to raise 
funds to open or acquire more re- 


sale last 
tail stores. 

The Houston-based chain 
ates 90 stores in nine states and 
Puerto Rico. Of these 83 have been 
opened since 1947. 

The shares were offered at $9.50 
each through an_ underwriting 
group headed by Paine, Webber, 
Jackson & Curtis. 

For the year ended Nov. 30, 1960, 
Gordon earned $582,075 on sales of 
$15,339,214. 


oper- 


BENRUS 

(continued from page 224) 

which has produced a wide variety 
of items. 

“.. Benrus is, between its PIC 
subsidiary and its Waterbury 
manufacturing division, very defi- 
nitely a precision manufacturer, 


Kimiko-san, a Japanese fashion 


model, holds the “Goddess of the Moon” necklace, a $100,000 necklace of South 
Sea pearls cultured in Burmese waters, displayed at the opening of Imperial 
Pearl Syndicate’s fall-winter collection at its New York showrooms June 6. 
Imperial executives with the Tokyo model are, from left: Sidney A. Weiss, 
president; Herman Goldberg, treasurer; and Hans Clapper, vice-president. 
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FLEX-LET HONORS THREE SALESMEN: Flex-Let Corp. sales force met 
with company executives at a sales meeting in Providence recently. Kenny 
Thompson and Don Kelly were presented with “Outstanding Salesman” awards 


nitely a precision manufacturer, 
and in its New York operation, a 
precision assembler,” Lazrus 
noted. 

The company hopes to increase 
its capabilities to industry, “par- 
ticularly in the electronics areas 

.,’ through its own efforts or 
by acquisition. 

“Right now our job is to plan 
and work for tomorrow and to be 
as profitable as possible today.”’ 

Lazrus said he expects PIC 
profits at the end of the year will 
be ahead of a year ago, despite the 
cost of a new building now going 
up, which will increase production 
capacity by 50 per cent. 

The Waterbury division is also 
counted on to show a gain in sales 
and profits this year. 

Turning to the watch picture, 
he said: “We believe the watch 
properly run, cannot 
only be profitable, but it can be 
very profitable both for us and 
for our dealers. 

“As last year’s figures show, we 
have made a good push to bring 
our break-even point into line. 
The key to profitability after that 
is not just volume. It must be 
profitable volume. 

“Erosion of prices has_ been 
stopped, at least by Benrus. The 
temptation to play follow the lead- 
er in a price war or to witch-hunt 
or to look for a panacea has been 
carefully avoided. 

“We must reach... [the]... 
consumer with the best possible 
value and play the game so that 
our profits can be maximized. At 
that point, and at that point only, 
can additional volume really pay 
off. 

“|. . Our advertising will pro- 
ceed on this basis, which should 
help our dealers to profit material- 
ly from our lines.” 


business, 
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and Norman Wolf received a camera for exceeding his spring sales quota. 


Oneida sales director 
Harold Schubert retires 


After 44 years in the silverware 
industry, Harold T. Schubert, di- 
rector of sales, Community divi- 
sion, Oneida Silversmiths, retired 
July 1. 

From 1921 to 1945 Schubert was 
assigned to the metropolitan New 
York territory. In 1945 he returned 
to the company’s headquarters at 
Oneida as manager of the hollow- 
ware division. He later became a 
director of the company and in 
1956 was appointed to his final 
position. 


Debentures offered 


by International Silver 


The first public offering by the 
International Silver Co. in more 
than 30 years was approved by the 
company’s directors June 29. 

Common stockholders were of- 
fered the right to subscribe to $7.8 
million of convertible subordinated 
debentures due in 1981. 

Proceeds of the offering will be 
used to retire preferred stock and 
any excess will be applied to a re- 
duction of the company’s term bank 
loan. 


Anson Corp. entertains 
top distributor salesmen 


Seventeen distributor salesmen 
who led their territories in “Best 
of Anson” unit sales last spring 
were guests of the Providence jew- 
elry manufacturer for six days this 
summer. 

Representing eight different ter- 
ritories, the salesmen were enter- 
tained in Providence and New 
York. 

They toured Anson’s three plants 
and were guests of Armbrust 








SEE 
*THE NEWEST INNOVATION 
IN COCKTAIL WATCHES 


“cocktail hour” 


BOOTH 138-139 ON THE STAGE OF THE MAIN 
BALLROOM —- WALDORF ASTORIA — AUG. 6-10 


david g. steven, inc. 
COMPREHENSIVE LINE OF FINE GOLD JEWELRY, 


37 WEST 47 ST.. NEW YORK 36. NEW YORK 


= 


DIAMONDS 


Prices 
—Gotd Medal ~ 


HIGH AWARD BRUSSELS INTERNATIONAL EXHIBITION 
rhe a tee 958 ee ee 
WRITE AIRMAIL FOR PRICE LIST 


JOACHIM GOLDENSTEIN 


Diamond Club, Antwerp, Belgium 





ENGRAVING 


HERALDRY 
ORNAMENTAL 


LETTERING 
CARVING 


Please Write for Prices & Prompf Service 
CHARLES NAMIOT 
48 W. 48 ST.. NYC, N. Y. 





PL 7-4256 








WHAT'S BEHIND THE WALLACE 


NOV. 


SILVER SALES BOOM? ¢ 
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worldwide 
distributors 


LINDE” 


*‘Linde’ Stars are the only syn- 
thetic star sapphires and star 
rubies produced under quality 
controls so rigid they match the 
perfection of natural star gems. 


CHARLES F. WINSON 
580 Fifth Ave., New York 36 © COlumbus 5-2656 











® No minimum order 


® Sold direct to 
the retailers 


®@ Write for catalog 


GENERAL CHARMS 


468 WEST 468TH ST.. N.Y.C. 36, N. Y. 











WORLD FAMOUS GAYLORD WATCHES 


Gents AS 1194, All Steel Cases, 17 Jewels. Inca- 
bloc, Unbreakable Mainspring, Waterproof. $8.25 


Ladies FF 60, 17 Jewels, Incabloc, Unbreakable 
Mainspring, RGP Cases. $8.95 


BILL GRIFFITH IMPORTING CO. 


1225 East 27th Place, Tulsa, Oklahoma 








Importers and 
Manufacturers 


ARTCARVED REWARDS COLLEGE QU —- 


= son Wood, right, president 


of J. R. Wood & Sons, presents award to Pat ‘Weaver, for winning the “Love 


and Courtship Forum,” 


Queen Contest in New York in June. 


president of J. 
Queen, topping 11 others. 


Chain Co. for a luncheon and tour 
of its plant. Another tour was made 
at the General Plate Co., Attleboro, 
Mass., through the courtesy of the 
Gold Filled Manufacturers Asso- 
ciation. 

Highlight of the trip was a draw- 
ing for a European trip conducted 
during an evening at the home of 
Olof V. Anderson, Anson president. 

Al Seiman of Berwin Jewelry 
Co., New York, was the salesman 
who won a trip for two. The re- 
tailer serviced by Seiman who also 
won the same trip for two was 
David Wexler, 226 W. 34th St., 
New York. 

In New York the salesmen stayed 
at the Waldorf Astoria Hotel, saw 
the Broadway production Camelot, 
and went night clubbing at the 
Latin Quarter. 

“Knowledge of the product is one 
of the most important aspects of 
selling,’ Anderson said, in discuss- 
ing the company’s plans to bring 
other distributor salesmen to 


| Prov vacence in the future. 


sponsored by Artcarved Diamond Rings at the College 
At left is Lou Patrick, marketing vice- 
R. Wood. Miss Weaver was later crowned National College 


Sewing machines added 
to Golden Shield line 


Sales representatives of Golden 
Shield Corp., Great Neck, N. Y., 
saw the first models of the firm’s 
fifth product line at a four-day 
summer meeting in New 
York. 

The new line of portable sewing 
machines, called “Golden Shield... 
powered by Hamilton Beach,” in- 
cludes three models initially. A 
number of new items among the 
firm’s other lines were also intro- 
duced. 


sales 


Longines times 1961 
Mobilgas Economy Run 


A total of 90 Longines chrono- 
graphs were used by observers in 
the cars and at check points to 
time the 1961 Mobilgas Economy 
Run. 

Sixty-five cars competed in the 
2560-mile contest, from Los An- 


geles | to Chicago. 


BYARD F. BROGAN 


801 Walnut Street, Philadelphia 7, Pa... 
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Koulish of Meyer Koulish 
Co., Inc., was elected president of the 
New York Guild of the American 
Gem Society in June. Other officers 
named were: Sidney DuNaier of 
J. R. Wood Co., Inc., vice-president; 
Mary B. Reheis of F. & F. Felger, 
Inc., secretary-treasurer; and Ernest 
G. Reuter of Leys, Christie & Co., 
Ine., publicity chairman. 

» Ostier, Inc., manufacturing jewelers 
in New York, moved June 26 to 
larger quarters at 5 E. 57th St. 

» Elaine Cooper, vice-president of 
F. J. Cooper, Jewelers, Philadelphia, 
left in June on a buying trip to 
England and Africa. Each year one 
member of the Cooper family makes 
an extensive trip abroad to buy for 
the firm. In England, Miss Cooper 
visited the family’s shop in Col- 
chester. 

» Robert Ingwer and Boris Kushner 
have formed Kushner & Ingwer, Inc., 
manufacturing emblematic and mili- 
tary rings and platinum and gold 
jewelry. Factory and offices are at 
29 John St., New York. Ingwer was 
with S. Scharf for 20 years and 
Kushner was with Kushner Jewelry 
Co. 

» Alice Rhodes, wife of William 
Rhodes, Avondale, Pa., jeweler, re- 
cently became the third woman to be 
graduated in the past 15 years from 
the Bowman School of Engraving in 
Lancaster, Pa. 

e Warren Sylvester has opened a 
jewelry department in the new 
Bazaar-of-all- Nations in Clifton 
Heights, Pa., his second unit in a 
discount operation. 

s Lighting Services, Inc., has estab- 
lished a new division, Lighting Serv- 
ices Manufacturing Corp., at Pearl 
River, N. Y., to manufacture display 
lighting equipment. 

» Victor Paul, chairman of the board 
of Wiss Jewelry Co., Newark jewelry 
firm, has been appointed a member 
of the advisory board of the Na- 
tional State Bank of Newark. 

» Gelula Jewelers, Inc., located at 
1532 Atlantic Ave., Atlantic City, 
N. J., since 1912, has been remodeled. 
The new fixtures are by Bernheim- 
Siegel Corp. of Philadelphia. Henry 
C. Gelula, president of the firm, is 
president of the New Jersey Retail 
Jewelers Association. 

» The partnership operating Paull’s 
Jewelers, 212 Depot St., Latrobe, Pa., 
has been dissolved. Harold D. Paull 
has purchased the interest of Philip 
S. Paull and is operating the busi- 
ness as an individual ownership un- 
der the same name. 

» Robert Blauner of Baumgoid Bros. 
is chairman and Kenneth Kaufman 
of Shiman Bros.-Colonial Co. is co- 
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chairman of the jewelry division, 
Lighthouse Gala Ball committee. The 
Gala Ball will be held Dec. 1 at the 
Waldorf-Astoria Hotel for the benefit 
of the Lighthouse, the New York 
Association for the Blind. 

» Royal C. Linthicum of the Winton 
Watch Co. will be honored Oct. 4 at 
a testimonial dinner at the St. Regis 
Hotel in New York, held on behalf 
of the Joint Defense Appeal of the 
American Jewish Committee and the 
Anti-Defamation League of B’nai 
B’rith. 

=» The jewelry committee of the Fed- 
eration of Jewish Philanthropies of 
New York will hold its annual sum- 
mer outing Aug. 22 at the Century 
Country Club in White Plains. 

» Arnold K. Cohen, vice-president of 
Acon Watch Crown Co., New York, 
went to Europe last month to study 
manufacturing techniques and pur- 
chase new machinery. 

es Edmund G. Rubin, an assistant 
manager for merchandising at 
Macy’s Jamaica store, has _ been 
named department manager of fine 
jewelry and jewelry brokerage at 
Macy’s New York. 

» The Fend Co. K G of Pforzheim, 
West Germany, has appointed Con- 
sumer Product Co., New York, U. 8. 
distributor for the Fend-Vision bal! 
point pen. 

»s Harry Winston, Inc., New York 
diamond dealer, has opened new of- 
fices in Paris at 29 Avenue Mon- 
taigne. 

» Reussilles’, a Red Bank, N. J., 
jewelry firm, observed its 75th anni- 
versary this year. It has been at 36 
Broad St. since 1901. 

» Talner Jewelry at 565 Main St. 
in New Rochelle, N. Y., has com- 
pleted an expansion project, adding a 
new bridal salon. 

» Monroe Jewelers in Monroe, N. Y., 
has moved to larger quarters at 30 
Lake St. 

» Pat Colontuono has moved his re- 
tail jewelry store in Walden, N. Y., 
Valley Jewelers, to the Didsbury 
Building. 

» Henry’s Diamonds has moved into 
a new three-story building at 348-352 
S. Salina St., Syracuse, N. Y. The 
business was formerly located at Sa- 
lina and Jefferson Sts. Sales space 
has been tripled by the move. 

« Alexander Zenker, Royersford, Pa., 
jeweler, and his wife, Rene, have been 
named chairman and co-chairman of 
their local Community Chest cam- 
paign this fall. 

» Milton Berner, owner of Berner’s 
Jewelers in Port Chester, N. Y., has 
been elected president of the Port 
Chester-Town of Rye Chamber of 
Commerce and Civic Association. 
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JET STREAM SERVICE 


Newly designed Certified 
Wedding Rings are being 
produced on new efficient 
machines which guarantee 
quick service with no in- 
crease in price. 18K for export. 
119 Edison Pl. 
* i Newark2.N.J. 
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» A & Z Chain Co., manufacturers of 
jewelry in Providence, have moved 
from 116 Chestnut St. to larger quar- 
ters at 95 Chestnut St. 

» Gordon Brothers of Boston have 
been retained as liquidating agents 
for Quimby & Quimby of Claremont, 
N. H., and Theo. Overbeck & Son of 
Baltimore. Owners of these long- 
established jewelry businesses are re- 
tiring. 

» Cole National Corp., producer and 
merchandiser of impulse items and 
services, has acquired the Metalart 
Co., Providence manufacturer of gifts 
and novelties, and the Metalart 
Buckle Co., a division of the Metal- 
art Co., makers of men’s belt 
buckles. Present management of 
Metalart will be continued. Cole Na- 
tional has its headquarters in Cleve- 
land. 

=» Cole National, which last fall ac- 
quired Shore Manufacturing Co., 
makers of cigarette lighters, binocu- 
lars and other items, has moved the 
Shore facilities from Mineola, N. Y., 
to the Signa-Craft, Inc., plant 
in Providence. Signa-Craft manu- 
factures jewelry items for Cole Na- 
tional. Edwin Antin, plant manager, 
has been given the responsibility for 
integrating production, packaging and 
shipping of all lines. 

» Anastas Velarides, owner of Vels 
Jewelry in Webster, Mass., is moving 
his business to a larger location op- 
posite the Town Hall. The new site 
will be remodeled with new store 
fixtures. 

» Bernard Levin, owner of the Ar- 
thur Burton Co. in Worcester, Mass., 
is moving the firm from 29 Pear! St. 
to larger quarters at 273 Mill St. The 
jewelry and giftware departments of 
the store will be enlarged. The new 
location will provide parking space 
for 100 cars. 

=» Lundborg & Co., Worcester, Mass., 
jewelers, located at 310 Main St. for 
the past 72 years, is moving to 279 
Main St. G. Vernon Broberg is the 
present owner of the business. 

=» Two antique pistols and a pair of 
eyeglasses as well as antique watches 
and other jewelry were displayed at 
Chester H. Morton, Inc., Great Bar- 
rington, Mass., jewelry store, in June, 
in observance of a bicentennial cele- 
bration there. 

» U. S. jewelry manufacturers must 
use their initiative and ingenuity in 
learning how to sell their products in 
all markets. S. L. (Bud) Cantor, rep- 
resenting the Gold Filled Manufactur- 
ers Association, advised in an address 
to the Attleboro, Mass., Rotary Club 
in June. 

=» Michaels, Inc., jewelers in Water- 


ENGLAND 


bury, Bristol, New Britain and Tor- 
rington, Conn., entertained some 200 
employees and their families at its 
annual employees’ outing June 25 at 
Holiday Hill in Cheshire, Conn. The 
day was climaxed by a dinner-dance 
honoring 29 members of the firm’s 25- 
year service club. 

» Two Holyoke, Mass., jewelers were 
nominated for positions as directors 
of the Retail Division of the Chamber 
of Commerce. They are George J. 
Blackston of Holyoke Jewelry Co. and 
Herbert J. Singer of Frederick’s 
Jewelers. 

s Benjamin D. Cooper, president of 
Cooper Jewelry Co. in Hartford, 
Conn., has been elected a vice-chair- 
man of the Retail Trade Bureau of 
the Greater Hartford Chamber of 
Commerce. 

a J. A. Merrill & Co., Inc., 503 Con- 
gress St., Portland, Me., one of Maine’s 
oldest jewelry stores, has been sold by 
Albion Keith to Frank Freeman, 
owner of jewelry stores in Bath, Me.; 
Rutland, Vt.; and Poughkeepsie, N. Y. 
Keith, president and treasurer of the 
firm since 1946, is retiring. Keith’s 
father became a partner of the store’s 
founder shortly after it was opened 
in 1851. 

»s Clover Bead & Jewelry Co., a 
jewelry manufacturing firm in Paw- 
tucket, R. I., has been purchased by 
the Salmanson family, owners of a 
large drug store chain and industrial 
real estate and manufacturing opera- 
tions in New England. Clover Bead 
normally employs about 150 persons, 
and up to about 400 during seasonal 
peaks, at its plant at 75 Sabin St. 

» Thomas Long Co., Inc., Boston 
jewelers, have opened their third 
suburban branch store at Southshore 
Plaza in Braintree, Mass. Walter Bain 
is manager of the store. 

s Sheaff Jewelers in Norwalk, Conn., 
owned by Harold K. Sheaff, has moved 
into the Bishop building at 60 Wall 
St. The store was formerly at 58 
Wall St., in facilities designed nearly 
100 years ago. 

=» Swift’s Jewelers has opened on 
Main St. in Gloucester, Mass. Charles 
Swift, owner of the business, a jeweler 
since 1915, has been in business for 
himself since 1942. His son, Charles 
Swift, Jr., joined him in 1945. 

» Thomas L. Battle of Improved 
Seemless Wire Co. of Providence has 
been elected president of the Rhode 
Island Purchasing Agents Associa- 
tion. 

=» Houle’s Jewelry in Wareham, 
Mass., owned by Emma Houle, has 
moved from 178 Main St. to a larger 
location with a walnut paneled in- 
terior, at 208 Main St. 
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=» Robert A. Boyll has been appointed 
manager of the affiliated divisions of 
the Michigan Retailers Association, 
succeeding Raymond P. Krausmann, 
who retired June 30. The Michigan 
Jewelers Association is one of the 
divisions of the MRA. 

=» Luxo Lamp Corp. has established 
a Chicago office at 600 W. Jackson 
Blvd., under the supervision of John 
S. Sprenger, Luxo’s representative in 
Illinois, Wisconsin and Indiana. 

» Kolberg’s Jewelry and Gifts in El- 
gin, Ill., held its grand opening at 
579 N. McLean Blvd. June 22-24. 

»s Zale Jewelry Co. has acquired 
Bing’s Jewelry, 13 Main St., Urbana, 
ill. Si Bing, former owner of the 
store, remains aS manager. 

» Art’s Jewelers, operated by Her- 
bert and Norman Art, will open a 
fourth store this fall at 236 Market 
Ave. N. in Canton, Ohio. The firm 
operates another Canton store and 
units in Alliance and Salem, Ohio. 

» Rose Jewelers, Detroit-based chain 
of 13 stores, has taken over 100,000 
accounts of Friedberg Jewelers, which 
has gone out of business after 58 
years in Detroit. 

s Barry’s Jewelry in Elkhart, Ind., 
opened its second store at 217 S. Main 
St. on the firm’s 2lst anniversary in 
Elkhart. 

» Phil M. Bertman, formerly with 
Comay’s Jewelers in Gary, Ind., has 
become manager of the Comay store 
at State and Wyman Sts. in Rock- 
ford, Ill. 

» Donahue Jewelry in Montevideo, 
Minn., will occupy a location in the 
new Seaman building being con- 
structed in the 100 block of Main St. 
» Lewis Jewelry in Cleveland has 
taken over the W. A. Southam Co., 
a jewelry and watch business in the 
Arcade for 50 years. A _ liquidation 
sale was conducted, beginning the last 
week in June. 

»s Harold Witte, operator of Witte 
Jewelry in Freeport, Ill., has pur- 
chased the C. L. Ringer Co. from 
Ethyl Radtke. Witte moved his stock 
from 114 W. Main St. to the Ringer 
location at 113 W. Stephenson St. 
and is continuing under the Ringer 
name. 

» Donald Schell, manager of Gift 
Chest Jewelers in Pontiac, Ill., for 
the past three years, has purchased 
the store from H. E. Krisman Stores, 
Inc., St. Louis. The store was re- 
modeled and the name changed to 
Schell’s Jewelry. 

»s Bagley & Co., 76-year-old Duluth, 
Minn., jewelry firm, doubled its floor 
space by expanding its present quar- 
ters at 315 W. Superior St. into space 
at 313 W. Superior St. 

» Charles Reid has opened a jewelry 
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store on W. Washington St. in Ore- 
gon, Ill. 

=» Cousins Jewelers in Hammond, 
Ind., have completed extensive re- 
modeling and expansion at their store 
at 5133 Hohman Ave. 

» Sidney Krandall & Sons, jewelers 
in Highland Park, Detroit, have ap- 
pointed Paul French assistant to the 
general sales manager. French will 
handle jewelry sales and design spe- 
cial precious gem mountings. 

» Carl Jay Schermerhorn, who pur- 
chased the former Overton Jewelry 
in LaGrange, Ind., last year, has 
moved the business from the Streeter 
building to the Schott building. 

=» George Kadin Co., Ine., retail 
jewelers in Milwaukee since 1938, 
have moved from 943 N. Third St. to 
845 N. Third St. 

» The Golden Roosters of Chicago 
have scheduled their fall stag for 
Oct. 26 at the Bismark Hotel. Milton 
Nathan of Stein & Ellbogen Co. has 
been made an honorary member of 
the club. The Roosters’ 1962 Outing 
will again be at the Itasca Country 
Club, Itasca, Ill., where this year’s 
outing, June 29, attracted 124 mem- 
bers, including 10 who were initiated 
that day. 

s Two hundred and thirty-five mem- 
bers and guests of the Chicago Jewel- 
ers Association attended the annual 
Golf Outing at Elmhurst Country 
Club, Elmhurst, Il, July 13. Al 
Greene, president, was master of cer- 
emonies. Alvin A. Lauschke of Handy 
& Harman, chairman of the golf tour- 
nament, gave out 137 prizes. 

=» Richard’s Jewelry opened last 
month in the Great Lakes Mall in 
Mentor, near Painesville, Ohio. 

» Hanke’s Jewelry, in Atlantic, lowa, 
owned by Harold Hanke, has moved 
from 311 Chestnut St. to newly-re- 
modeled quarters at 405 Chestnut St. 
» Howard B. Morrison of Paul E. 
Morrison, Jeweler, Kalamazoo, Mich., 
has been elected president of the Re- 
tail Credit Managers Association of 
Kalamazoo. 

» Thomas F. Meagher, owner of 
Meagher Jewelry in Jackson, Mich., 
will operate a china, silver and 
jewelry department in the new mil- 
lion dollar Jacobson’s, Inc., store at 
250 W. Michigan Ave. 

» Henry L. Moss, manager of Mil- 
ton’s Jewelers, Inc., in Elyria, Ohio, 
since it opened 15 years ago, has pur- 
chased the store at 544 W-“Broad St., 
and changed its name to Moss Jewel- 
ers, Inc. 

» Dickey’s Jewelry Store observed 
its 90th anniversary in Newton, 
Kans., June 15. John B. Dickey, Jr., 
son of the store’s founder, is the cur- 
rent operator of the business. 
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» Morton A. Lippman, president of 
Jack J. Felsenfeld, Inc., spoke at a 
dinner meeting of the Washington 
Guild of the American Gem Society 
May 23. His subject was “Cultured 
Pearls—Their Origin, Method of Pro- 
duction, Marketing and Merchandis- 
ing.” A group discussion followed the 
talk. 


|= Harry J. Bromley, publisher of Na- 


tional Jeweler magazine, was main 
speaker at a banquet July 18, the 
highlight of the annual Southern 
Jewelry Show in Atlanta July 16-19. 
The show is sponsored by the South- 
ern Jewelry Travelers Association, 
Inc. Beauty contestants representing 
trade associations in Alabama, Flor- 
ida, Georgia, South Carolina and Ten- 
nessee vied for the title of Miss South- 
ern Jewelry Queen. 

Nick Saad, Dothan, Ala., jeweler, 
has been appointed state director of 
ALSAC (Aiding Leukemia Stricken 
American Children), by its founder 
and president, comedian Danny 
Thomas. Saad was also elected lieu- 
tenant governor of District 29, Toast- 
masters International, at a spring 
conference in Biloxi, Miss. 

» Schwarzchild Bros., Inc., 50-year- 
old Richmond, Va., jewelry firm will 
begin a large scale expansion project 
in January. A three-story building ad- 
jacent to its present site in the Com- 
mercial building at 216 N. Second St. 
will be converted into sales, office 
and storage space at a cost of $75,000 
to $100,000. The Commercial building 
will be razed to provide a customer 
parking lot. 

» Bowdre MacKendree, a_ jeweler 
with 25 years experience, has opened 
Coronet Jewelers at 220 Pine Ave. 
in Albany, Ga. 

» Jack Fairman has been named man- 
ager of Gordon’s Jewelers downtown 
store in Monroe, La. Fairman for- 
merly managed a Gordon’s store in 
San Antonio, Tex. 

» Barnet Jewelers, 216 S. Garnett 
St., Henderson, N. C., Saslow Jewel- 
ers, 214 8. Elm St., Greensboro, N. C., 
and Roy’s Inc., Jewelers, 182 W. Main 
Ave., Gastonia, N. C., have become 
members of the Diamond Council of 
America. 

=» The 75-year-old Baltimore jewelry 
firm, Theodore Overbeck & Son, Inc., 
332 N. Howard St., is going out of 
business. Mrs. Lloyd Overbeck took 
over operation of the store during 
her husband’s illness and continued 
to run the business after his death 
in February. 

» Jack Cohen, operator of Uptown 
Jewelers, 5130 Park Heights Ave., 
Baltimore, has added the Lucien 
Piccard line of watches and person- 
alized jewelry. 

» The Robert D. Lawrence jewelry 
store in Dardanelle, Ark., is moving 
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to a new location in the building oc- 
cupied by the City Snack Bar. 

» Weldon’s Jewelers, a Durham, 
N. C., firm for 20 years, opened a 
branch store last month in the Wel- 
lons Village shopping center. 

a Strauss-Stallings Co., operators of 
jewelry stores in Jackson and Vicks- 
burg, Miss., opened a new store in 
Vicksburg June 12 at 1408 Washing- 
ton St. The three-story building pro- 
vides three times as much floor space 
as the store’s former location at 1319 
Washington St. Joseph Canizaro, a 
vice-president of the firm, is manager 
of its two Vicksburg stores. 

» King’s Jewelers in Columbia, S. C., 
opened a second downtown store June 
15 at 1437 Main St. The new store 
site was completely remodeled. King’s 
other store has been located at 1625 
Main St. for 16 years. 

» Lux Clock Co. held an open house 
in May at its newly enlarged plant in 
Lebanon, Tenn. The firm currently 
employs some 350 persons there, man- 
ufacturing alarm clocks and timing 
devices. 

=» Kenneth Pace has been appointed 
manager of Zale Jewelry Co.’s store 
at 145 E. Capitol St., Jackson, Miss. 
Pace, a jeweler for 15 years, has been 
with the Zale organization for a year. 
» Phillip Perel, president of Perel 
and Lowenstein Jewelry Co. in Mem- 
phis served as co-chairman in June of 
the West Tennessee fund drive to 
fight arthritis. 

a Wilbur Williams has purchased a 
half interest in Walton’s Jewelers, 
738 Court St., Jacksonville, N. C., 
owned by George Walton. The store’s 
name has been changed to W & W 
Jewelers. 

» Don Williams has joined Winifred 
Maness in the business the latter has 
operated as Maness Jewelry in Rob- 
bins, N. C., for the past five years. 
The firm, now known as Maness-Wil- 
liams Jewelers, has moved to the for- 
mer Ira Williams building. 

=» The Diamond Jewelry Co. in De- 
catur, Ala., moved across the street 
in June to a larger location at 206 
Johnston St. 


Shaving goods firm buys 
Landers, Frary & Clark 


Landers, Frary & Clark, 119- 
year-old Connecticut manufac- 
turer of electrical and household 
appliances, has been acquired by 
the J. B. Williams Co., Inc. 

The latter manufactures shav- 
ing, hair and _ pharmaceutical 
products. An extensive consumer 
advertising campaign is planned 
for the Landers, Frary & Clark 
line. 
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=» Gale Johnson of the Gemological 
Institute of America will speak on 
“The Forgotten Factor in Diamond 
Evaluation” at the second annual 
Oklahoma Gift and Jewelry Show in 
Tulsa Aug. 5-6. About 500 jewelers 
from Oklahoma and _ neighboring 
states are expected to attend the 
show at the Mayo Hotel. It is spon- 
sored by the Oklahoma Retail Jewel- 
ers Association. 

» Hy Davidson, former assistant 
manager of Zale Jewelry Co.’s Al- 
buquerque, N. M., store, has been ap- 
pointed manager of Zale’s store in 
Midland, Tex., replacing C. E. Jor- 
gensen. Jorgensen has been named 
manager of the chain’s Mesa, Ariz., 
unit. 

» Compton Creel has been named 
manager of Kings Jewelers in Lub- 
bock, Tex. He was formerly assistant 
manager of Busch and Sons of Dal- 
las. 

» Daniel’s Jewelry has announced 
plans to open a store in the El Con 
shopping center on East Broadway 
in Tucson, Ariz. The new store will 
be the firm’s second in Tucson and its 
seventh in Arizona. Eleven other 
stores are operated by the chain in 
Michigan. 

» Louis Rowlett is the new manager 
of Shain’s Jewelry, 119 W. Broad- 
way, Hobbs, N. M., succeeding Wil- 
liam B. Davis, who resigned. Rowlett 
previously managed a jewelry store 
in Little Rock, Ark. 

» Buckeye Jewelers in Buckeye, 
Ariz., has moved to 327 E. Monroe 
St., two doors east of its former lo- 
cation. 

» B.J. Malouf has been promoted to 
zone manager of Zale Jewelry Co. 
stores in Arizona, succeeding Nathan 
Lipner, who has been transferred to 
Houston. Malouf formerly was with 
Zale’s Amarillo, Tex., store. 

» Speed Ravey, Amarillo, Tex., 
jeweler, has more than doubled the 
floor space of his business with a 
move from 400 Taylor St. to 507 
Polk St. 

» Haltom’s Jewelers in Fort Worth 
has received a contract to manufac- 
ture more than 5000 service award 
emblems for a southwestern oil com- 
pany. 

» Zale Jewelry Co. reached the 200- 
store milestone in mid-June with the 
opening of its second unit in Mid- 
land, Tex. In the past two years the 
company has more than doubled the 
number of stores in operation. 

» Construction of a 17-story office 
building has begun at Rosenzweig 
Center in Phoenix, Ariz. The ground 
floor will be the site of a new Rosen- 
zweig jewelry store. The firm also 
plans to open a new branch in 
Scottsdale, Ariz., Oct. 1. 
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» Jack Thaler has been named mani- 


ger of Hartwell’s Jewelers in Okla- | 


homa City, succeeding Larry Burk, 
who has been transferred to the Dal- 
las office. 

=» James York of Baton Rouge was 
elected president of the Louisiana 
Horological Association at the 
group’s 16th annual convention June 
10 in Monroe. Other officers elected 
were: E. A. Nelson, Gonzales, vice- 
president; C. E. Walton, Opelousas, 
secretary-treasurer; and Roy Form- 
by, Homer, trustee. Elected directors 


were: Donald Ward, Fred Kline and | 


C. T. Devore, Alexandria; W. L. 


Huckabay, M : I | . 
uckabay, Monroe; John Martin and | calls for older sterling patterns 


Tucker Bryan, Shreveport; and Bill 
Bryan, Minden. 
=» Television film cameras of WKY- 


TV, Oklahoma City, went behind the | 








| 


' 
| 


} 
| 


| 


scenes at B. C. Clark Jewelers re- | 


cently to film the step-by-step process 
in ring manufacturing. Garland 
Holmes, foreman of the manufactur- 
ing department, appeared on the 
program when the film was shown to 
explain the operation. 


» Antique timepieces on display for | 
a week at Sloan’s Jewelers in Tulsa, | 
Okla., recently drew considerable at- | 
tention from shoppers, George Sloan, | 


owner of the store, reported. The 
items were from 
Time 


Watchmakers of Switzerland. 


the Cavalcade of | 
collection available from the | 


=» Morris Brier has been elected a | 
vice-president and regional store su- | 
pervisor for the Gordon Jewelry Co. | 
» A. D. Rogers has been named man- | 


ager of the Beaumont, Tex., branch 
of Dahnke of Texas, 


distributor of | 


diamonds, watches, jewelry and gift | 


items. 


» Seventeen jewelers from South | 


Texas took a five-day course in gem- 


ology offered by the Gemological In- | 


stitute of America 


in San Antonio | 


in May. Gale Johnson, GIA instruc- | 
tor from Los Angeles, conducted the | 


course. 
» Shaw’s Jewelry has leased 2000- 


square feet of space in the wonder- | 
land shopping center in San Antonio. | 
is scheduled | 


Opening of the store 
for September. 


» The May Jewelry Co. has remod- | 
St. in 


eled its store at 518 Pearl 
Beaumont, Tex. 

» Burgoyne’s Jewelers, 114 Jefferson 
St., San Antonio, has gone out of 
business. 

» Arlie Payton, operator of Payton 
Jewelry in Cordell, Okla., 
past 13 years, has purchased Akers 
Jewelry, consolidating the businesses 
in the Akers location. 

» Roy Barr, formerly a watchmaker 
with the Zale Jewelry Co., has opened 
his own store at 5929 Burnett Rd., 
Austin, Tex. 


for the | 





CASH 


FOR YOUR SURPLUS 
SILVER, DIAMONDS 
and JEWELRY 


We will pay cash for any of your ster- 
ling patterns. We are interested in any 
quantity, large or small—active, inactive, 
obsolete, new or used. 


Send shipment for immediate offer. 
Our check covering payment in full 
mailed same day merchandise is re- 
ceived. Silver will be held intact await- 
ing your acceptance or rejection. 


We are also interested in coop- 
erating with jewelers who receive 


that are no longer available. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 


Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman & Son 


Memphis Jewelers Since 1862 
113 MADISON AVE. ° MEMPHIS, TENN. 











Importers of 
ENGLISH CHINA 
and 


EARTHENWARE 
Steck and Import 
FONDEVILLE & CO., INC. 


148 Sth Ave.. New York iG, N. Y. 
AL. 4-6104 

















MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK® China 
MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 














SPECTACULAR! 











Pre-formed 


SUNBURST BOWS 


e Ready to Lse 
e With stick-on tabs 


e Color matched to 
Satintone’ Ribbons 


Exciting new Sunburst Bows of 
lustrous rayon Satintone will 
delight your customers and 
give your store gift packages 
style and beauty. 


fe, 


Chicago Printed String Co. 
World's Largest Supplier of 
Quality Gift Wrappings 
2300 Logan Bivd., Chicago 47, Ill. 





Make the 
CASH 
REGISTER 


4 | 
S85 | a i 


Prove to yourself how our monthly display 
service will create better selling windows. 
Only $8.70 monthly for complete cash or 
credit window display kit and over 400 
matching price tickets. Write for... 


30 DAY FREE TRIAL 


Edwin Freed... 


L150 West 46th St., N.Y. » Cl 5-3232 i 











HASTINGS Quality 

ALL-NYLON 
ae WATCH BRACELET CORDS 
NYLON — DACRON — SILK BEAD CORDS 


Your Assurance of the Finest 
Bie). } 14.) 2 wae © 
|} feolet See), Ma Ft te 


MFGRS. DIRECT 
5S! MARKET ST. 








EMERALDS 


Loose or mounted. Memo selections to rated 
jewelers. Write 


I. WIDESS & SONS MAdison 6-147) 
220 W. Sth Street, Los Angeles 13, Calif. 
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WEST COAST 


e Alfred Woodill, executive director 
of the American Gem Society, was a 
featured guest June 6 on a television 
program on KTLA-TV, Los Angeles. 
» The Seattle Consular Corps has 
named jeweler Leo Weisfield an “am- 
bassador of good will” for his work 
as chairman of a committee to de- 
velop better understanding between 
the city and the Consular Corps. 

» Carl W. Stevens, owner of Stevens 
Jewelry and Camera Shop in Lovelock, 
Nev., has opened a branch store at 
1907 E. Charleston Blvd., Las Vegas. 
» Richard I. Dickens, manager of 
Lawson’s Jewelers store in Norwalk, 
Cal., for the past 10 years, has been 
appointed senior supervisor for the 
chain’s stores in Norwalk, El Monte, 
West Covina, Whittier and Monterey 
Park, Cal. 

» The firm of Georges’ Ebertin, 
makers of clip backs, ear clips and 
combination clips, is moving from New 
York to Long Beach, Cal. At the end 
of its vacation period, July 31, the 
firm will be located at 205 E. Broad- 
way. 

=» Kocher’s Jewelry, 93-year-old San 
Jose, Cal., firm, went out of business 
in June. Edwin H. Kocher and Fred 
W. Bocks, owners of the firm, retired. 
Arthur W. Field, management con- 
sultant of Anaheim, Cal., conducted 
the close-out sale. 

» Henry Stohlton, San _ Francisco 
jeweler, participated in the Invest in 
America program by devoting a win- 
dow at Stohlton’s Jewelry to boost the 
campaign. 

» Headquarters for the firm of Obby 
Gribow are now at 8627 Venice Blvd., 
Los Angeles. It was formerly located 
at 10821 Santa Monica Blvd. 

» Hardy’s, Inc., Seattle jewelers, 
have moved from 501 Pine St. to 
newly-remodeled quarters at 511 Pine 
St. 

=» LeRoy’s Jewelers, southern Cali- 
fornia chain, has opened a new unit 
in Torrance, at the Del Amo shopping 
center. 

» Clover Jewelers in Las Vegas has 
opened in a new location at 519 Fre- 
mont St. 

» Theme of the 1961 Pacific Jewelry 
Show Aug. 27-29 will be “Spotlight on 
Something New.”’ The California Re- 
tail Jewelers Association will sponsor 
the show at the Biltmore Hotel in Los 
Angeles. Marc Rice, Jr., has resigned 
as second vice-president of the CRJA. 
Don Melby of Melby’s Jewelers, Santa 
Maria, was appointed to the position. 
» Elected in June to two-year terms 
as directors of the Golden Nuggets of 
Southern California were: Joel Mor- 
ton, Charles Drake, Herman Babich 
and Paul Branyen. . 


» Members of the Northern Cali- 


fornia Guild of the American Gem 
Society heard Joseph Mordasini of 
Joseph Mordasini & Sons, San Fran- 
cisco, speak on “Appraisals and 
Estate Jewelry” at their May meeting. 
=» W. K. OpDyke, manager of the re- 
search department of the Los An- 
geles Chamber of Commerce, pre- 
sented an _ illustrated lecture’ on 
“Motivation at Point of Sale” at a 
June 20 meeting of the Southern Cali- 
fornia Guild of the American Gem 
Society. 

=» Officers of the Contra Costa Watch- 
makers & Jewelers Guild were elected 
at the June 6 meeting, as follows: 
Elmer G. Fisher, Mayers Jewelers, 
Antioch, president; Jesse Carlock, 
Carlock Repairs, Concord, vice-presi- 
dent; George Stuscavage, Antioch 
Jewelers, Antioch, secretary; and 
George Tobias, Orinda Jewelers, 
Orinda, treasurer. 

s At their July meeting, members of 
the Santa Barbara Watchmakers and 
Jewelers Guild saw a film on the 
Bulova Accutron. 

» Dellani Jewelers in Santa Barbara, 
Cal., held open house recently at their 
new store at 801-A State St. 

=» Robert W. Chase and his wife have 
opened Chase Jewelry at 125 Orange 
St. in Redlands, Cal. 

» Houston’s Jewelry in Visalia, Cal., 
has moved two doors west of its for- 
mer location, to 119 E. Main St. 

» Robert Rehm, a California jeweler 
for 30 years, has opened Jewels by 
Rehm at 6323 Hollywood Blvd., Hol- 
lywood. 

» Harold G. Harnell, who formerly 
operated a watch repair shop in San 
Rafael, has purchased Will G. Peters 
Jewelers in San Anselmo, Cal. 

» Vern Henry and his wife, owners 
and operators of Henry’s Jewelry in 
Silverton, Ore., have purchased Main’s 
Jewelry in Silverton. 

» Pratt Jewelry in Alturas, Cal., has 
been bought by Thomas Prall, who 
changed the store name to Prall 
Jewelers. 

=» Lane’s Jewelers in Delano, Cal., 
has moved from 1015 Main St. to 1031 
Main St. 

=» James and Roy Lybrand of Brand 
Jewelers, 824 Broadway in San Diego, 
have opened a branch at 1726 Garnet 
St. in Pacific Beach, Cal. 

s Jack Perlick and R. B. Lerch have 
established a new jewelry, watch and 
camera department at J. C. Penney 
Co., Fifth and Market Sts. in San 
Francisco. Perlick has been in the 
jewelry business 35 years. 

» Horst A. Baumgart moved recently 
to new and larger quarters at 1151 
Chestnut St., Menlo Park, Cal. He 
formerly operated a small shop in 
the Chestnut Street parking plaza. 
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Executive Appointments 








Robert O. Fickes, president and 
chief executive officer of Elgin 
National Watch Co., was elected 
to the company’s board of direc- 
tors in June. Stockholders at the 
annual meeting also elected these 
new directors: L. Hyland Erick- 
son, president of Borg-Erickson 
Corp., Chicago; Robert T. Rinear, 
executive vice-president of General 
Precision Equipment Corp., New 
York; and Charles F. Willis, Jr., 
president of Alaska Airlines, Inc., 
Seattle. Fickes was elected presi- 
dent of Elgin as of Apr. 3, 1961. 


Coro, Inc., costume jewelry manu- 
facturers, named top executives 
for six subsidiaries in June. Sid- 
ney Meyer, formerly supervisor of 
all finished stock, was elected vice- 
president of Coro of Providence, 
Inc. August L. Newman and Erich 
Rothschild were appointed vice- 
presidents of Rivocor, Inc. New- 
man is in charge of sales and 
Rothschild is plant manager. 
Michael Tancer was elected pres- 
ident of Vendome Couturier, Ltd. 
Robert Koch was named to head 
Glamour Jewelry, Inc., and Jerome 
C. Roberts was made president of 
both Diamond-Ite International, 
Inc., and Verite Jewels, Ltd. 


Charles Appleby, formerly with 
Wallace Silversmiths, has joined 
Master Specialty Products Manu- 
facturing Co., Newark, N.J., as 
vice-president in charge of sales. 
Appleby was in charge of sales 
to department stores for Wallace. 


Frank R. Pope has been appointed 
yeneral manager of Westclox Can- 
ada Ltd., succeeding the late 
Herbert T. Cranford. Pope joined 
Westclox in 1938, was appointed 
general superindendent and elect- 
ed a director in 1956. In 1959 he 
was elected a vice-president and 
last year was appointed assistant 
general manager. 


Arnold Miller has been elected a 
vice-president of Gordon’s Jew- 
elers, Houston-based retail Jewelry 
chain. Miller, who started with 
the firm as a part-time salesman 
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and later served as a store man- 
ager, was also renamed assistant 
to the executive supervisor. 


Roy J. Wood, secretary of Gorham 
Corp., was elected a director of 
the National Association of Ac- 
countants at the group’s recent 
annual meeting. Wood is a for- 
mer president of the organiza- 
tion’s Providence chapter. 


Irv Schreger has been appointed 
vice-president in charge of sales 
for Walter F. Beer Co., Inc., New 
York manufacturers of mountings, 
ring findings and seamless wed- 
ding bands. Schreger was for- 
merly president of LoveStar Dia- 
monds, Inc., New York. 


Len Fellows has joined Einson- 
Freeman Co., Inc., Long Island 
City, N. Y., lithographers and 
manufacturers of window and 
store displays, as director of plan- 
ning. With MecCann-Erickson ad- 
vertising agency for 17 years, 
Fellows directed a number of 
point-of-sale campaigns for con- 
sumer products, including Bulova 
and Gruen watches. 


Certificates go to 17 
at vocational school 


Certificates for completion of 


toolmaking, electroplating and sam- 
ple making courses were presented 


to 17 young men at the eighth an- | 


nual Vocational Training Awards 
dinner held in the Providence 
Sheraton Biltmore Hotel June 22. 

The “graduation” of the Voca- 


tional Training School, conducted | 


by the Manufacturing Jewelers and 


Silversmiths of America Inc. for | 


the purpose of lifting the skills of 


jewelry workers on a released time | 
basis, marked the completion of 
eight years of the program’s his- | 


tory. 


celved journeymen’s certificates in 
toolmaking upon completion of a 
six-year course. Certificates were 
presented four in the four-year 


toolmaking course, five in electro- | 


plating, and three in jewelry and 
sample making. 


Five of the graduating group re- | Fe al 
No Obligation = 





AUCTION AND 
PROMOTIONAL 
SALES SPECIALISTS 


1. BRILL & COLMES HAVE AN 


OUTSTANDING RECORD OF 
SUCCESS 

For 36 years, we have charted the 
right course for jewelers through- 


out the U. S. and Canada. 


. BRILL & COLMES HAVE CON- 


DUCTED MORE SALES THAN 
ANY OTHER SALES ORGANIZA- 
TION! 

During the past 36 years, we have 
helped thousands of jewelers raise 
cash through stock liquidation, flat 
or auction sales, going-out-of-business 
sales, etc. This vast experience is 


available to you! 


. BRILL & COLMES WILL NOT 


UNDERTAKE A SALE UNLESS 
PRELIMINARY ANALYSIS INDI- 
CATES SUCCESS! 

After we study your problem (with- 
out obligation to you) we .will tell 
you what results you can expect. 
We never promise anything we can- 
not accomplish. Our records prove 
that in many cases the results were 
far better than were anticipated! 


. BRILL & COLMES GIVE ALL 


SALES PERSONAL SUPERVISION 
Whether your business is large or 
small, Robert Brill and Louis Colmes 
will give your sale the attention it 
requires to be successful. Our per- 
sonnel are well-trained and have been 
with us for years! 


lf you prefer to sell your 
store—Brill 
give you top dollar! 


Write * Wire * Phone Collect 


& Colmes will 





In Strict Confidence 


BRILL & COLMES 
and Associates, Inc. 
Auctioneers and Sales Specialists 


45 West 45th St., N. Y. 36 JU 6-2334 


Members Jewelers Board of Trade 














Obituaries 











Craig R. Sheaffer, 63, board chair- 
man of the W. A. Sheaffer Pen Co., 
died in July from a self-inflicted 
gunshot wound. He was report- 
edly despondent because of ill 
health. Sheaffer, son of the firm’s 
founder, spent his entire business 
career in that business, except for 
six months served as assistant sec- 
retary of commerce for domestic 
affairs in the Eisenhower admin- 
istration. 

Frank L. Clayton, 64, a diamond 
salesman in the northwest U. §&., 
died June 8. He made his home 
in Denver since 1925. 

Arthur S. Vogel, 81, credit man- 
ager of Wolfe’s Jewelry in Pitts- 
burgh, Pa., for 34 years, died 
June 11. 

Wilma D. Hoyal, 65, manager of 
Hoyal Jewelers in Douglas, Ariz., 
since the death of her husband in 
1936, died June 6. Mrs. Hoyal was 
active in the affairs of the Repub- 
lican Party in Arizona. 

Hazen Caulpetzer, 55, owner of 
Caulpetzer Jewelry in Berrien 


Springs, Mich, died May 4. 
Harry Kovsky, 78, co-founder of 
a jewelry manufacturing firm and 
owner of Harry’s Jewelry in St. 
Louis, Mo., died June 21. In 1917 
he helped organize Kinsley-Kov- 
sky Jewelry Manufacturing Co. in 
St. Louis, selling out in 1944. The 
firm is now Kinsley and Sons Inc. 
Joseph A. Otten, 79, founder of 
the jewelry store bearing his name 
in Kalamazoo, Mich., died May 30. 
Ernest Desjardins, 87, founder of 
Desjardins Jewelers in Beverly, 
Mass., died June 17. 

Adolph Kosches, Los Angeles dia- 
mond importer, died recently. 
Jack Edward Morris, 61, owner of 
Morris Jewelers in Los Angeles, 
died May 13. 

Joseph W. Norvell, 48, formerly 
of Village Jewelers in Millbrae, 
Nev., died May 21. 

John Ormond, 82, a former official 
of Schloss Manufacturing Co. in 
San Francisco, died June 13. 
Archie A. Symons, 73, of Symons 
Brothers Jewelry in Bend, Wash.., 
died recently. 

Henri Sanchez, 50, Glendale, Ariz., 
jeweler, died recently. 

Bernard C. Gold, 47, of Chicago, 








WE CAN SUPPLY YOU WITH A COMPLETE SALES 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 


= ate 





Promotional 
items 
Available 
On-Guaranteed 
Sale-Basis 





All Phones 
RAndolph 
6-9550 
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PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 


ALE? 

$50.00 

IS YOUR 
COST—FOR 
OUR “DO-IT 
YOURSELF” 
COMPLETE 
PROMOTION 


ISTRIBUTORS 
29 E. Madison St. (Heyworth Bidg.) Chicage 2, Ill. 











midwest sales manager for Bulova 
Watch Co., died June 20. He was 
an honorary life member of the 
Wisconsin Watchmakers Associa- 
tion. 

Berthold Heimerdinger, 70, owner 
of a jewelry business at 515 Madi- 
son Ave., New York, died June 22. 
He operated jewelry shops in 
Wiesbaden and Baden-Baden, Ger- 
many, before coming to the U. S. 
in 1934. 

Herbert T. Cranford, 63, president 
and general manager of Westclox 
Canada, Ltd., died in June. 
Edward Wackenhuth, 60, an im- 
porter of precious stones for 43 
vears, died June 19. He operated 
his own business under the name 
of Wackenhuth & Son, in Newark, 
N. J. 

Frederick W. Rausch, 83, a for- 
mer sales representative for Fred- 
erick C. Loch, New York dealer in 
precious stones, died June 11. 
Stephen P. Albrecht, 80, a co-part- 
ner of C. I. Josephson Jewelers in 
Moline, Ill., for 50 years, died 
June 27. 

Edward U. Tschabold, 48, Wichita 
Falls, Tex., jeweler, died June 20 
from burns suffered when clean- 
ing fluid ignited in his shop. 
Percy E. Stringer, 81, a former 
vice-president of Elgin National 
Watch Co., died in June. Stringer 
was with Elgin for 54 years prior 
to his retirement. 

William A. Cannon, 38, a watch- 
maker and jeweler in Bainbridge, 
Ga., died June 13. 

James M. Potts, a watchmaker at 
Sears, Roebuck in Houston, Tex., 
died recently. He was a 1958 grad- 
uate of Houston Technical Col- 
lege. 

Charles Simon, 56, a partner in 
Simon Bros., wholesale jewelers 
and repairers for the trade in 
Chicago, died June 22. 

Ralph Wischmeier, assistant sec- 
retary-treasurer and manager of 
Paule Jewelry Co., a retail jewelry 
store in Burlington, Iowa, died 
July 6. 

Robert Edward Blumenauer, an 
engraver and jewelry maker in 
Baltimore, died July 5. 

Samuel Howard Kirby, Jr., 59, a 
partner with his brother, William 
R. Kirby, in the Baltimore station- 
ery engraving firm, Samuel H. 
Kirby & Sons, died July 12. 
Irving A. Tunis, an Englewood, 
N. J., jeweler, died June 29. 
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COMING EVENTS 


3-8—Fall Gift and Jewelry Show, | 


AUGUST 


5-6—Oklahoma Retail Jewelers As- 
sociation annual convention and trade 
show, Mayo Hotel, Tulsa. 

6-9—Memphis “Cotton States” Gitt, 
Jewelry, China, Glass, Stationery, 
Toys & Housewares Show, Memphis 
Ellis Auditorium, Memphis. 

6-9—San Francisco China, Glass, 
Gift, Jewelry, Toy, Stationery and 
Housewares Show, Rrooks Hall, Sher- 
aton-Palace, St. Francis and Sir 
Francis Drake Hotels, Western Mer- 
chandise Mart, San Francisco. 

6-10—Retail Jewelers of Amenica, 
Inc., annual convention and trade 
show, Waldorf-Astoria Hotel, New 
York. 

13-15—Mid-Continent Jewelry and 
Silverware Show, Muehlebach Hotel, 
Kansas City, Mo. 

13-15—Portland Gift Show, Memo- 
rial Coliseum, Plaza Hotel, Portland. 

19-20—Indiana Jewelers Associa- 
tion, Inc., and Indiana Watchmakers 
Association trade show, Marott Hotel, 
Indianapolis. 

20-23—-Seattle Gift Show, New Na- 
tional Guard Armory, Olympic and 
New Washington Hotels, Terminal 
Sales Bldg., Seattle. 

26-27—Retail Jewelers of Montana 
annual convention, Billings. 

26-28—Connecticut Retail Jewelers 
Association annual convention, Gris- 
wold Hotel & Country Club, Groton. 

27-29—Retail Jewelers of America, 
Inc., and California Retail Jewelers 
Association, Pacific Jewelry Show, 
Biltmore Hotel, Los Angeles. 

27-29—Spokane Gift Show, Daven- 
port Hotel, Spokane. 

27-30—Ohio State Gift Show, Hotel 
Deshler Hilton, Columbus. 

27-30—34th Denver Gift & Jewelry 
Show, Albany Hotel, Denver. 

27-30—Minneapolis China, Glass, 
Gift, Stationery & Housewares Show, 
Radisson Hotel, Minneapolis. 


SEPTEMBER 


8-5—Ohio and West Virginia Retail 
Jewelers Associations annual conven- 
tions, Netherland Hilton Hotel, Cin- 
cinnati. 

3-6—F lorida Retail Jewelers Asso- 
ciation annual convention, Deauville 
Hotel, Miami Beach. 

3-6—Miami, China, Glass, Gift, 
Jewelry, Stationery and Housewares 
Show, Miami Bayfront Auditorium. 

3-7—Detroit Gift Show, Hotels 
Statler Hilton and Sheraton Cadillac, 
Detroit. 

3-7—Fall Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 

3-7—Parker House Fall Gift Show, 
Parker House, Boston, Mass. 
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Dallas Market Center, Dallas, Tex. 


9-11—North Dakota Jewelers and | 
Watchmakers Association annual con- | 


vention, Bismarck. 





‘The 
Pinnacle 
3) Perfection 


16-17—New York State Watchmak- | 


ers Association annual 
Statler Hilton Hotel, Buffalo. 

17-19—Indianapolis Gift Show, Ho- 
tel Claypool, Indianapolis. 

23-24—-Retail Jewelers Association 
of Missouri annual convention, Gov- 
ernor Hotel, Jefferson City. 

24-26—Detroit Jewelry Show, Stat- 
ler Hilton Hotel, Detroit. 

24-26—7th Phoenix Gift & Jewelry 
Show, Hotel Westward Ho, Phoenix, 
Ariz. 

30-Oct. 1—Iowa Retail 
Association annual convention. 
vory Hotel, Des Moines. 

30-Oct. 1—Michigan Jewelers As- 
sociation annual convention, Jack Tar 
Hotel, Lansing. 


Jewelers 
Sa- 


OCTOBER 

7-8—Florida State Watchmakers 
Association annual convention, Hills- 
borough Hotel, Tampa. 

18-20—Packaging Institute, Inc., 
23rd annual forum, Biltmore Hotel, 
New York. 

19—Mfg. Jewelers & Silversmiths 
of America, Inc., annual meeting, 


Sheraton-Biltmore Hotel, Providence. | 
23-27—American Society for Met- | 
als, Detroit Metal Show, Cobo Hall, | 


Detroit. 


27-Nov. 3—United Jewelry Show, | 
Sheraton-Biltmore Hotel, Providence, | 


R. I. 


Jewelry designers may 
get federal protection 


Jewelry artisans and designers | 


convention, | 


as lUVIMA 


S b \ R S 
L 7 S 
} 
Try the light 
test, just as 
arelaelaclmciecl ace 
GEMMA STARS 
are translucent 
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are hopeful Congress will act this | 


year to tighten up design protec- 
tion, patent and copyright laws. 
Similar measures were introduced 


in past years, but Congress failed 


to move the bills very far. 
This year, however, bills 


have | 


come from both sides of the aisle, | 
indicating bipartisan support for | 
the idea. The bills, H.R. 6776 and | 


6777, introduced by 


H.R. were 


Representatives John J. Flint, Jr., | 


Tr rn ‘ } ra a 
Slalielam Or-1ae]lel-mOlelaelela-. 


D., Ga., and Gerald R. Ford, R., | 


Mich. 

Under both measures, creators of 
original designs could get federal 
protection for a five-year period. 


SOLD EXCLUSIVELY THROUGH LEADING STONE DEALERS 
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“May | engrave it for you, now?” sells 
rings and keeps them sold. You can give 
immediate engraving service right in your 
own store with a New Hermes Ring 
Engraver — engrave stock numbers too. 
It’s tracer-guided, simple to operate. 
Fully equipped, $179.00. Write now 
for a demonstration. 


new hermes 
ENGRAVING MACHINE CORP. 
154 W. 14th ST... NEW YORK 11, N. Y. 


In Canada: 359 St, James Street West, Montreal, P. Q. 
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News of Personnel 








A father-son team is now covering 
the Northwest states for Croton and 
Eterna Watch Companies: 

Wally Wigen has been joined by 
his son, Jerry. After working for a 
short time with his father, the young- 
er Wigen will be assigned to service 
a group of accounts on his own. 


ri 
Wally Wigen Jerry Wigen 

Oneida Silversmiths has announced 
several personnel appointments and 
changes: 

John J. Heuer, former sales mana- 
ger of the Community division, is 
now manager of the entire division. 
He succeeds Harold T. Schubert, who 
retired. 

Arthur W. Kidd has been named 
assistant sales manager of the Com- 


John J. Heuer Arthur W. Kidd 


W. Kenneth Baker Forrest D. Goodman 
munity division. He is former assist- 
ant hollowware manager. 

W. Kenneth Baker, with the firm 
for more than 45 years, has retired 
as a Community salesman in the 
Northwest. He will be succeeded by 
Forrest D. Goodman, since 1956 a 
Community representative in Califor- 
nia. G. Thomas Dayton, formerly 
with Mayer Bros. of Seattle, will re- 
place Mr. Goodman in the California 
territory. 

Richard F. Allin has taken over the 


G. Thomas Dayton Richard F. Allin 


Cleveland territory for the stainless 
and dinnerware divisions of Oneida. 
He succeeds Charles French, who re- 
signed. 


William F. Johnson has been named 
to cover the Florida territory for 
Pendergraph Jackson Associates, ex- 
clusive factory representatives for 
the Iona Manufacturing Co., Inc. 


George C. Dutton has been named 
New England divisional sales mana- 
ger for Rust Craft Publishers. He 
joined the firm’s sales force in 1936. 


John L. Paige has been appointed 
national sales manager of the Water- 
man-Bic Pen Corp. He joined the 
firm two years ago as New York dis- 
trict sales manager, was Eastern di- 
visional manager before his present 
assignment. 


Burt Connors has been appointed 
merchandise manager of Gibson 
Greeting Cards, Inc. He is the former 
assistant manager. 


Alan Magary, active in the watch 
and clock business for many years, 
has been named general manager 
for all divisions of Semca Clock Co. 
Prior to this appointment, he was 
manager of marketing for Seth 
Thomas. 


Westclox division of General Time 
Corp. has made three personnel 
changes: 

Jay H. Finnell has been named 
product manager, watches. He joined 
Westclox in 1959. 

E. J. Almstedt, with Westclox since 
1957, has been named product mana- 
ger, key-wound clocks. 

J. E. Dana has been appointed as- 
sistant to the manager of marketing. 
He came to Westclox in 1957. 

Gerald A. Smith has joined Sel- 
Rex Corp. as sales engineer in New 
England. He was formerly president 
of his own company, Smith Plating 
Equipment Co. 


Stan Abrahamson and Sol Schecter, 
of A & S Industries, Los Angeles, 
have been appointed Southern Cali- 
fornia distributors for Ultrasonic In- 
dustries, New York. 
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Manufacturers’ 


N CW § of products... Promotions 





Return of the three-piece suit 
opens new market, Eterna says 


There was a time when a vest was 
essential to every man’s wardrobe. 
But the vest was a casualty in the 
World War II austerity program, 
and for a time vanished from the 
American fashion scene. 

But, according to reports from 
major men’s fashion magazines, the 
vest is staging a comeback. 

Eterna Watch Co., noting that a 
vest is traditionally accompanied by 
a pocket watch and chain, advises 
jewelers that new frontiers are open- 
ing up in the watch field. 

The 17-jewel Eterna-Matic “Golf- 
er,” self-winding and fitted with a 
transparent back, is said to be ideal 
for the vest pocket market. Eterna 
also claims that “Golfer” is the per- 
fect watch for any active man who, 
because of his profession is hampered 
by a wrist watch. 

In all steel, “Golfer” is $87.50 
FTI; in 18K gold, $300. 

For further information, contact 
Eterna Watch Co. of America, 404 
Park Ave. So., New York. 


Miniature catalog from ADvisers 
available to promote discounts 


A 32-page miniature catalog, illus- 
trating more than 250 jewelry items, 
is now available to the retailer as a 
direct-mail promotion piece. 

ADvisers, Inc., creator of the pro- 
motion, claims that it will be of great 
help to the jeweler faced with com- 
petition from discount houses. 

Weighing slightly less than an 
ounce, the catalog is entitled “‘Con- 
fidential Discount Book,” and contains 
$100 worth of detachable discount 
certificates applicable to purchases of 
all types of merchandise. Certificates 
come in denominations ranging from 
$1 to $20. 

For a sample catalog, write on your 
letterhead to ADvisers, Inc., 1200 
Avenue of the Americas, New York. 
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New Christmas catalog stresses 
historical aspects of jewelry 


“Give a jewel and start a legend.” 
That’s the theme of the new Christ- 
mas catalog from Tobias, Meyer & 
Nebenzahl. 

The catalog, according to the firm, 
is designed to “bring Christmas busi- 
ness back to the jewelry store.” 

In addition to coverage of impor- 
tant jewelry store merchandise, the 
book features stories and _ illustra- 
tions of historical legends about types 
of jewelry. 

Eight color and eight black and 
white pages are included. Black and 
white pages can be changed, and a 
selection of alternates is available. 
Merchandise shown, says the firm, is 
from the most widely distributed 
jewelry lines in the country, and re- 
flects the suggestions of leading re- 
tailers. It is sold on an exclusive ba- 
sis in each locality. 

Contact Tobias, Meyer & Neben- 
zahl, 240 Madison Ave., New York. 


Dozen pieces featured in new 
display unit from Art Jewelers 


The Deb Products division of Art 
Jewelers Supply Co. is now offering 
jewelers a 12-piece display unit. Made 
up in velvet, moire and bengaline, the 
unit is available in black, blue, gray, 
red, white and champagne. 

Display pieces are designed to show 
a variety of jewelry items—pins and 
earrings, necklaces, bangles, brace- 
lets, pendants and rings. 

Price for the 12-piece unit is $10, 
plus 50¢ postage. 

Contact Art Jewelers Supply Co., 
43 W. 47th St., New York. 


Oneida's ‘Portrait for Profit’ 
backed with display, advertising 


Pe apse Sie 


The stainless division of Oneida 
Silversmiths has announced that the 
theme of its fall promotion campaign 
will be “Portrait for Profit.” Accord- 
ing to Oneida, the campaign will be 
backed by the strongest national ad- 
vertising in the stainless market. 

With a $50 net order for any pat- 
tern or patterns in Oneidacraft Pre- 
mier and/or Deluxe stainless, dealers 
receive a free “Portrait” display— 
including six forks. The display’s 
molded plastic frame is antique gold 
and white, and the forks are shown 
against a blue background. 

Oneida stainless will be advertised 
this fall in McCall’s, Ladies’ Home 
Journal, Good Housekeeping, Red- 
book and The New Yorker. 


New line of hand-carved cameo 
jewelry introduced by Admark 


Admark, Philadelphia manufac- 
turer of scarab jewelry, introduces 
this month a new line of shell cameo 
jewelry. 

According to Admark, the new line 
is designed “to meet the popular de- 
mand for unusual and artistic jewelry 
in the moderate price range.” Pieces 
in the line will include only the finest 
grades of hand-carved shell cameos 
from Italy, the firm says. 

A complete selection of bracelets, 
brooches, earrings and related arti- 
cles, in both 14K gold and 12K gold 
filled, will be available. 

For catalogs, contact Admark, 714 
Sansom St., Philadelphia. 


Bridal introduces new ring line, 
ad mats for wedding ring sets 
As a part of its expansion program, 
Bridal Ring Co. is introducing a new 
line of ladies’ and men’s rings. 
Crafted in 14K white or yellow 
gold, the rings come in a wide variety 
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of styles with Swedish and Florentine 
finishes. Ladies’ rings come set with 
diamonds, cultured pearls, Linde 
Stars or other precious gems. Men’s 
rings feature diamonds, black star 
sapphires or Linde Stars. 

The firm has also announced that 
it is offering a free series of ad mats 
and reprints of one- and two-column 
ads. They are specifically prepared, 
says Bridal Ring, to presell the public 
on the superiority of Barel matched 
wedding ring sets. 

For further information about 
either the new ring line or the mats 
and reprints, contact Bridal Ring Co., 
Inc., 88-06 Van Wyck Expressway, 
Jamaica, L. I., N. Y. 


Dispiay, Christmas brochure 
promote Gorham silver articles 


A new, three-tiered display unit 
for showing sterling pieces is now 
available from Gorham Co. 

Designed in a stylized step motif, 
the display costs the jeweler $1.50 
with the purchase of one each of the 
following items: whiskey cup, por- 
ringer ash tray, saccharine bowl, pic- 


ture frame, dumbbell rattle, miniature 
“alendar, desk pad, lighter and jam 
jar. The display is free with pur- 
chase of two each of the items, or 
with $70 net or more. Without mer- 
chandise, unit costs $3. 

The company is also offering a 24- 
page, two-color brochure designed to 
promote Christmas sales of sterling 
flatware, and sterling and _ silver- 
plated hollowware. 

Contact Gorham Co., 333 Adelaide 
Ave., Providence, R. I. 


"Sea Queen’ group and ‘Heiress 
Collection’ promoted by Deltah 


Deltah has mailed out brochures 
showing jewelers its new fali line 
of simulated pearls, consisting of 
12 necklaces (including three neck- 
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lace-earring ensembles). The ‘Sea 
Queen” group of cultured pear! neck- 
laces is also shown. 

Called the “Heiress Collection,” the 
simulated line, along with “Sea 
Queen,” will be backed with advertis- 
ing in six leading magazines and 
commercials on three nation - wide 
television shows. 

For further information, contact 
your wholesaler or Pearls by Deltah, 
Inc., 560 Mineral Spring Ave., Paw- 
tucket, R. I. 


Ronson's new ‘Fashion Set’ is 
three ladies’ lighters in one 





A new idea in ladies’ cigarette 
lighters that enables women to match 
their lighter to wardrobe accessories 
has been introduced by Ronson Corp. 

Called the “Fashion Set,” the new 
item consists of Ronson’s “Pioneer” 
purse lighter with three interchange- 
able cases in ebony, red and gold tone. 
The outer cases can be changed with 
a simple slide-apart action. 

The “Pioneer” is Ronson’s newest 
automatic lighter. Suggested retail 
for the “Fashion Set” is $7.50; for 
the lighter alone, $4.95. 


Color brochure by Norwegian 
Silver has variety of jewelry 


Jewelry from Norway —in many 
styles and colors—is shown actual 
size in a new full-color brochure from 


Norwegian Silver Corp. Included in 
the selection are pins, earrings, 
bracelets, necklaces and charms. 

Style numbers and prices are listed 
on the back of each sheet in the bro- 
chure. 

Contact Norwegian Silver Corp., 
Norway House, 290 Madison Ave., 
New York. 


New ‘Juan Finish’ from M & M 
used on tie tacks, cuff links 


“Juan Finish,” a new metal finish 
for jewelry, has been introduced by 
M & M Jewelry Creations, New York 
charm manufacturer. 

The finish is now being used in a 
new line of men’s jewelry, including 
cuff links and tie tacks. According 
to M & M, the finish has a “soft” ap- 
pearance, does not stain or scratch, 
and is ideal for engraving. 

The firm has also introduced a new 
line of sterling charms and bracelets. 

To expedite orders, M & M has re- 
cently installed six IBM units that 
are said to process orders from re- 
ceipt to shipment in three days. 

For information, contact M & M 
Jewelry Creations, Inc., 50 Eldridge 
St., New York. 


Three-D effect featured in new 
‘Christmas Stereo’ from Gibson 


A new series of “Christmas Stereo” 
cards has been introduced by Gibson 
Greeting Cards, Inc., 2100 Section 
Rd., Cincinnati. 

Featuring Christmas colors and 
subjects, the cards are the result of 
special photography and printing 
which Gibson claims give the images 
a “look real enough to feel.” 

Two sizes, six designs and 12 cap- 
tions are available in the _ series. 
Cards retail at 50¢ each. 
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Reed & Barton has special sale 
on ‘Georgian Rose’ tea sets 


Reed & Barton’s “Georgian Rose” 
sterling tea set is being offered this 
fall at a special one-third off sale. 

The price reduction will apply to 
the four-piece set including coffee pot, 


tea pot, sugar bowl and creamer. 
Three- and five-piece sets will also 
be offered at a reduction. 

The four-piece set is regularly $605. 
It will be sold through Christmas at 
$399. The three-piece set, regularly 
$405, will be $275; the five-piece set 
will be reduced from $675 to $450. 

With each order of a three-, four- 
or five-piece set, dealers may order 
a 27-inch harmonizing silverplate tray 
to retail at $79.50, reduced from $100. 

Included with the tea set sale are 
free merchandising aids, consisting 
of newspaper mats, display cards 
and statement enclosures. Offer runs 
from Sept. 15 to Dee. 30. 


Bulova's ‘Accutron’ booklet 
gets award from writing society 


Bulova’s 40-page technical manual 
on the “Accutron” electronic watch 
recently won an honorable mention 
in the commercial handbook classi- 
fication in competition sponsored by 
the Society of Technical Writers and 
Publishers. 

Prepared by Miles-Samuelson, Inc., 
in cooperation with Bulova’s engi- 
neering, merchandising and _ public 
relations departments, the _ booklet 
was earlier awarded a certificate of 
special merit by the New York Em- 
ploying Printers Association. 

The manual is now in its fourth 
printing, and Bulova claims that 
scores of requests for it are received 
daily from jewelers, watchmakers, 
teachers, electronic engineers and 
physicists. 


Arlen has service for making 
custom-designed trophy items 


’ 


“There is magic money,” says Ar- 
len Trophy Co., in custom designed 
items for sales promotion programs, 
service and incentive awards, adver- 
tising, display and premiums. 

To help the jeweler reap some of 
the profits in this field, Arlen of- 
fers a special service that enables 
the retailer to accept all requests for 
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promotional items. “Just send us the 
basic information,” Arlen says, “‘and 
we will do the rest—including prep- 
aration of color sketches and com- 
plete price schedules, at no extra 
expense.” 

The bust of Phil Silvers pictured 
above is an example of a promotional 
award created and manufactured by 
Arlen in cooperation with one of its 
dealers. 

For details, contact Arlen Trophy 
Co., Inc., 68 Brook Ave., North Plain- 
field, N. J. 


J-B offers three displays with 
purchase of 72-band assortment 


With the purchase of 72 Jacoby- 
Bender watchbands, dealers receive 
at no charge three display units, each 
with a different purpose. 

Display unit consists of a walnut 
counter cabinet (see picture), a flash- 
er unit for the window, and a black 
and gold trio merchandiser suitable 
for the repair or service department. 

Counter cabinet holds 20 packaged 
bands on display, with 45 more in 
special grooved partitions at the rear. 
Window flasher shows four bands 
against a background of blue and 
champagne. 

All the new J-B bands for fall are 
included in the special three-display 
assortment. 

Contact your wholesaler. 


"Magic Six’ from K & B said to 
increase diamond remount sales 


A plastic display with velvet lining, 
designed to show six diamond ring 
mountings, has been introduced by 
Karlan & Bleicher. 

Called “Magic Six,” the unit folds 
flat (see inset) for stacking or stor- 
age in the jeweler’s safe. 

The unit was designed to “enable 
retailers to increase remount busi- 


ness,” a company spokesman says. 
“There have been many remount 
programs presented to jewelers,” 
K & B says, “but this is the first 
time that one so simple and compre- 
hensive has been developed.” 

Display is free with orders of six 
mountings. 

Contact your wholesaler. 


Benrus has ‘limited edition’ of 


watches for jeweler sales only 


In what it calls a move to bring 
watch sales back to the jeweler, Ben- 
rus has introduced a new line of 
watches for distribution solely 
through the retail jewelry trade. 


According to Benrus, “the new 
‘Jewelers Limited Edition’ is a broad 
line of quality watches, all newly 
styled and distinctively packaged.” 


Fairy princess, new payment 
plan offered by S. H. Clausin 


A performing “princess” is fea- 
tured on the stage of the new Prin- 
cess diamond ring window display 
from S. H. Clausin & Co. 

Unit has space for two boxed ring 
sets. Additional sets may be ar- 
ranged in front of the display. 

Another innovation in the Princess 
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line is a finance plan permitting deal- 
ers to offer extended payments on big 
ticket sales. This, says Clausin, is a 
boon to small jewelers who have lost 
sales to well-financed competitors be- 
cause they could not afford an inven- 
tory and account investment beyond 
their means. 

For further information, contact 8. 
H. Clausin & Co., 41 N. 12th St., Min- 
neapolis, Minn. 


Keystone Camera offers seven 
movie sets for jeweler sales 





In a marketing strategy said to be 
designed specifically to increase jew- 
elers’ sales of home movie equipment, 
Keystone Camera Co. is now offering 
seven new home movie outfits. Sug- 
gested list prices for the sets range 
from a low of $99.95 to a high of 
$349.50. 

To help jewelers’ sales staffs famil- 
iarize themselves with the items fea- 
tured in each new outfit, Keystone 
is offering a series of detailed prod- 
uct sheets, written in a “what does 
it have, what does it do”? format. 
These are available at no extra cost. 


Crucifix from Barrasso & Blasi 
comes with chain, gift box 


A new crucifix, available in 10K 
and 14K yellow and white gold, is 
now available from Barrasso & Blasi. 
A chain is included with each item, 
and individual gift packages are pro- 
vided. 

Suggested retail price is $13.50. 

Contact your wholesaler. 
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College Seal features National 
Guard rings for summer sales 


Summer is the season when thou- 
sands of National Guardsmen head 
for the training camps for two weeks 
of active duty. It is also the season, 


says College Seal & Crest Co., when 
National Guard and other military 
rings sell best. 

College Seal is now offering a 
complete selection of rings for all 
branches of the military service, with 
emphasis on the National Guard. The 
rings are heavily wrought and fea- 
ture a faceted top stone. 

Jewelers who handle the rings make 
no investment, and can take orders 
from full-color illustrations. 

Contact College Seal & Crest Co., 
236 Broadway, Cambridge, Mass. 


Seth Thomas color catalog shows 
clocks for a variety of uses 


A new catalog showing a wide se- 
lection of clocks has been released 
by Seth Thomas. 

Catalog features color illustrations 
of clocks in nearly every popular 
style—modern, early American, Eng- 
lish traditional, French provincial 
and contemporary. Included ure man- 
tel clocks, desk clocks, wall clocks, 
alarms, travel clocks, Westminster 
chimes and commercial clocks. A 
full description accompanies each il- 
lustration. 


New gift box, display available 
for Eversharp pens and pencils 


A new gift package and “jeweler- 
type” counter dispenser for the “Big 
E” cartridge fountain pen has been 
introduced by Eversharp Pen Co., 
a division of Parker Pen Co. 

The blue and black box has a 
vacuum-formed transparent bubble 
liner that locks in the pen and two 
ink cartridges. A similar pack with 
matching pencil is also available. 

The counter display is made of 
vacuum-formed Styrene, has a glass 


top and pull-out pen drawer with 
velvet-like grooves. 

Display is offered free of charge 
with purchase of an assortment in- 
cluding 18 boxed pens, four pen-and- 
pencil sets and free “rainbow” ink 
packs for each pen. 


Felco has displays for cultured 
pearl tie tacks, shorteners 


Pee MAGA OH ome 


A display unit that shows six cul- 
tured pearl tie tacks on triangular 
black pads against a white back- 
ground is now available from Felco. 

Each black triangle is equipped 
with a lift-tab for easy removal. 
Space is also provided for the price 
tag. 

A similar display is available for 
showing an assortment of cultured 
pearl necklace shorteners. 

Contact Felco Cultured Pearls, 665 
Fifth Ave., New York. 


Webster Wilcox ‘Rochelle’ has 
special price, addition to line 


For the very first time, says In- 
ternational Silver Co., special sale 
prices will apply to “Rochelle” hol- 
lowware items in Webster Wilcox 
silverplate. According to Internation- 


al, “substantial consumer savings will 
be available on all 22 items in the 
line.” 

In addition to the price cut, In- 
ternational has announced the intro- 
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duction of a “Rochelle” tea and coffee 
service to sell at $99.95 FTI. An 
oblong or oval tray with matching 
border is extra. 

The selling program will last 
through the fall and holiday buying 
seasons, and merchandising aids are 
available to dealers. 

For details, contact International 
Silver Co., Meriden, Conn. 


Bands for women with skin 


problems shown in Gemex display 


and window display, 
accent the introduction 
of watchbands for 


A counter 
designed to 
of a new series 


women with sensitive skin, has been 
introduced by Gemex Precision Met- 
als. 

Developed 
search program, the bands are de- 
signed for women who have been 
unable to wear regular gold and gold 
filled expansion models. Current series 
has four styles, priced from $3.95 
to $9.95. 

Contact your Gemex wholesaler. 


after an extensive re- 


Berg offers rotating showcases 
with an assortment of finishes 


bal 
¥ 


“‘Tomorrow’s merchandising today” 
is what the Berg Co. claims for its 
line of “Selectors’”—mechanized re- 
tail showcases—which display mer- 
chandise on rotating trays. Match- 
ing, non-mechanized showcases for 
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larger items have been added to the 
line. 

Berg motion merchandisers are 
built around an aluminum frame, but 
interchangeable exterior panels in a 
variety of wood and Formica finishes 
may be used to harmonize with any 
store decor. 

Contact Berg Co., Inc., 1300 E. 
Beltline Highway, Madison, Wis. 


New display from Anson shows 
assortment of six tie tacks 

cardboard 
now 


A new, space - saving 
easel display for tie tacks is 
being offered by Anson. 

The unit, which comes in_ two 
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colors, shows six individually boxed 

tie tacks, is free with purchase of 

12 tie tacks in the “60-1” series. 
Contact your Anson _ distributor. 
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| Everybody wins in this “sweepstakes,” — everybody who ships their old 
| jewelry, optical scrap, sweeps, polishings, sink settlings and filings to 


Goldsmith in any form and any quantity. 


|Our refinery is equipped, staffed and qualified (over 90 years) to re- 
cover every grain of gold, silver and platinum from your shipment. 





111 N. Wabash Ave., Chicago 2, Illinois 


| ' 
Our service assures prompt, dependable returns and checks that satisfy. 


Soldamith Bre. 


DIVISION OF NATIONAL LEAD CO. 


74 W. 46th St., New York 36, N. Y. 





@ A CURRENT of electricity can 

be likened to water flowing 

through a pipe. But electricity 
(Part Ill in a series) flows through solid wires. It has 
pressure, rate of flow and, just 
as there is friction in water- 
pipes, there is resistance to the 
flow of electricity. At times, this 
resistance is deliberately 
planned. 

Electrical current can be made 
to flow from an electric cell (an- 
other term for dry cell, energy 
cell or battery). The electric cell 
was the invention of Allesandro 
Volta (1745-1825), a contempo- 
rary of Breguet. Volta made a 
cell by immersing a strip of cop- 
per and a strip of zinc in acid. 
He then attached a wire to each 
of these metal strips, and by 
touching one wire to the other, 
created an electrical spark. Volta 
also introduced the idea of con- 
necting cells together to form a 
battery. Actually, if we take two 
strips of unlike metals and im- 
merse them in a dish of water, 


A WATCHMAKER’S GUIDE we create a potential source of 
electrical energy. 


To illustrate this, connect an 


electrical wire clip to a copper 
penny and another such clip to 
a white penny. Immerse them in 


water and add a bit of table salt. 
Touching the ends of these leads 
to the proper parts of a tiny 


By Henry B. Fried 


There are many sources 
of electricity, but 
they all operate on the 


same basic principles 


Figure 22. Simple electric cell. 


discovered by Volta 


light bulb will cause it to glow 
faintly, as shown in Figure 22. 


“Dry” Cells 


However, since it would be 
awkward to use an electrical cell 
requiring a liquid caustic agent 
or acid as an “electrolyte,” a 
more convenient form of “dry” 
cell is employed. But even this 
is not really dry. It contains a 
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moist paste of ammonium chlo- 
ride (sal ammoniac) and man- 
ganese dioxide. The container is 
made of zinc, and forms one 
electrode, while a carbon rod in 
the center serves as the other 
electrode. There are many other 
compositions vhich can be used 
to create a source of electrical 
energy (see Figure 16, July in- 


likened to a water pistol that 
squirts a stream, although a 
very thin one. In this case, while 
the stream has some power, the 
actual volume of water is negli- 
gible. 

Some types of electric cells 
can be renewed by recharging— 
e.g., the storage battery in an 
automobile. These operate by a 
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Figure 23. When a storage battery (like one used in an automobile) is charged, 
lead oxide and oxygen form on the positive electrode. Hydrogen, when freed 
from the negative electrode, changes the surface to a spongy form of lead. 





? DILUTE 
he SULPHURIC ACID 





, 
- 


U 

















| _— LEAD DIOXIDE 
| 
| 
} 


| 


per 


Figure 24. When connected for a time 
to a bell or small light bulb, a cell 
will ‘‘run down,’’ or become discharged. 
The electrodes will then appear as 
they did before the charging process. 


stallment). Wrist watches and 
other small devices requiring a 
compact source of energy use 
different materials to make up 
an energy cell or battery of cells, 
among which are the mercury 
type of energy cells. The com- 
pact, button “dry” cells are de- 
signed to supply a flow of elec- 
trical pressure (volts) in small 
quantities over a long period of 
time. This type of cell can be 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1961 


combination of two rods of lead 
immersed in a solution of dilute 
sulphuric acid. If the rods are 
connected to a source of direct 
current for some minutes, bub- 
bles form around each rod (elec- 
trode). A brown coating forms 
on one of the rods (the positive 
pole). Oxygen forms at the posi- 
tive plate, changing the lead to 
lead dioxide. Hydrogen is freed 
from the negative plate, which is 
reduced to a spongy form of 
lead. When this occurs, the cell 
is charged. This is shown in Fig- 
ure 23. 

In Figure 24, wires are con- 
nected to the rods and also to the 
terminals of a bell or a small 
light bulb. The bell will ring or 
the bulb will become incandes- 
cent for awhile; then the bell 
stops ringing or the light goes 
out. The cell has now become 
discharged. The rod electrodes 
will look just as they did before 
being charged. The cell can be 
recharged by repeating the orig- 
inal charging process. 

In a watch, such a cell can be 
shaped to fit in the back of the 
ease. It can be recharged by 


connecting the terminals to an- 
other form of dry cell which will 
recharge it. Such a cell, shown 
in Figure 16-E (July install- 
ment), is in the watch being re- 
charged by another, larger cell 
shown in Figure 25. 


More About Volts 


Generally, most cells supply 
114 volts of current. But what 
is a volt? 

The volt is to electricity as 
pounds (pressure) per square 
inch is to a water supply. Each 
electric cell, regardless of size, 
is analogous to a shallow tank of 
water with a spigot at its base. 
A larger cell is like a larger tank 
with the same water level as the 
small one. It will hold more 
water, and thus last longer, but 
the stream of water that will 
emerge from the spigot will be 
the same. (See Figure 26.) 

If we connect two or more 
cells to form a battery, but with 
the leads in parallel (Figure 
27), the battery will last longer 
than the cells would have sepa- 
rately, but the electrical pres- 
sure or voltage will remain the 
same as that produced by a sin- 
gle cell. Here, all of the negative 
(—) leads are connected to one 
another while the positive (+) 
leads are joined to one another. 


Such a hook-up is called “in 


Figure 25. Charging a watch cell. 
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parallel.’”’ This can be compared 
to a number of water tanks con- 
nected on the same level, or 
parallel to each other, as shown 
in this same figure. The effect is 
the same as the larger water 
tank but with the same level of 
water. 

Should we arrange the same 
tanks so that each tank’s pres- 
sure is added to the other, the 
water pressure coming out of 
only one spigot will be equal to 
the swum of the pressure of each 
individual tank (the weight of 








allel. (Note: most cells, regard- 
less of size are rated at 114 
volts. ) 

The Lip electric watch uses 
two 114-volt cells (Figure 29), 
in parallel instead of in series. 
This does not increase voltage, 
but permits the watch to run 
longer between power cell 
changes. 

Our comparison of an electric 
circuit to a water supply system 
does not end with pressure or 
voltage. In a water supply sys- 
tem, a pipe jwith a large inside 

¢ 

















Figure 26. A large electric cell (left) will last longer than a smaller one because 
it has more “‘stored up energy.”’ But it won’t put out any more volts. 


each column of water is added 
to the one below it). This is 
shown in Figure 28. 

We can do the same thing 
with electric cells. If we connect 
the positive lead from one cell 
to the negative lead of an ad- 
jacent cell, and so on, we get the 
voltage (pressure) of all the 
cells thus connected (1144+-114+ 
114), or 414 volts. This proce- 
dure is called “connected in 
series.”” When we continue this 
process, we will obtain the com- 
bined pressure of all the cells. 
Thus, it is possible to get a de- 
sired voltage by hooking up elec- 
tric cells in series, as shown in 
Figure 28. The cells pictured in 
Figure 27 are connected in par- 
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diameter will permit more wa- 
ter to flow from the reservoir in 
a given time than if the pipe 
were smaller. In electricity, the 
same holds true. If we use a 
thicker wire, more electricity 
will flow from the source and, 
like the water tank, the supply 
will be exhausted sooner. If we 
increase the pressure on the wa- 
ter, more gallons will flow in one 
minute. Likewise, if we increase 
the thickness of our wires, we 
get more electricity; if we have 
a battery of cells, more electrical 
pressure (voltage) will deliver 
more electricity “per second.”’ 
This electrical current flow is 
called “amperage.” 

A flow of water is measured 
in gallons per second. This unit 
defines quantity in a standard 
interval. In electricity, we also 
measure the quantity of elec- 
tricity that passes in one second. 
A unit of electricity is called a 
coulomb (6.28 billion billion elec- 
trons). If this passes through 
the wires in one second, the cur- 
rent is one ampere. This is 
measured with an ammeter. 

Resistance to a current of wa- 
ter can be caused by friction in 
the pipes, the length of the pipes 
from the supply to the outlet, 
the smoothness of the bore and 


























Figure 27. A battery of cells wired ‘‘in parallel’ will last longer 
than a single cell, but the voltage will not increase. 
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other factors. Thin piping offers 
greater resistance to the passage 
of water than thicker tubing, as 
shown in A of Figure 30. Here, 
the thicker opening of the short 
tubing at the right allows more 
volume to pass than the longer, 
thinner tubing at the left. Like- 
wise, as shown in B and C of the 
same figure, in an electrical cir- 
cuit, a very long, thin wire offers 
greater resistance to the passage 
of electricity than a_ shorter, 
thicker one. Thinner wire resists 
electrical flow more than does 
thicker wire. This is shown by 
the ammeter readings of the 
long thin wire, B, as compared 
to the short, thicker wire, C, in 
Figure 30. 

Not only do the thickness 
and the length of the wire affect 
the flow of current, but so does 
the composition of the metal. 
Some metals conduct electricity 
better than others. Silver is the 
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Figure 28. If connected 
‘in series,’ electric cells 
form a battery that will 
produce the combined 
voltage of all the cells. 





best conductor of electricity; 
that is why some contacts have 
silver tips. Next in order of 
superiority of electrical conduc- 
tion are copper, gold, aluminum, 
zine, tungsten, brass, tin, iron, 
nickel, platinum, soft steel, mer- 
cury and cast iron. Because sil- 
ver is expensive, copper, being 
next best, is used most often. 
Carbon is also a conductor of 
electricity. 

Conversely, some materials 
the flow of electricity. 
These materials are called non- 
Because they resist 


resist 


conductors. 
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the flow of current, they are 
used as insulators. Some of these 
are: dry air, shellac, paraffin, 
ebonite, porcelain, rubber, glass, 
mica, silk, paper, wood, slate, 
celluloid, distilled water (not tap 
water) and alcohol. Because 
they conduct practically no elec- 
tricity, these are used to sepa- 


Figure 29. Two parallel cells are used 
to power the Lip electric watch. 


rate adjacent electrical conduc- 
tors, such as one turn of wire 
from another in a wire coil, or 
for the cover of electrical wires, 
condensor plates, etc. ee 


The next installment will dea! 
with Ohm’s Law, and get into 
some practical applications of 
electrical principles to the repair 
of watches. 

















Figure 30. Just as the long, thin tube on the tank, “A,” allows less water to pass than the short, thick tube, the long, 
thin wire, ‘‘B,”’ allows less electrical voltage to pass from the cell than does the short, thick wire in ‘‘C.”’ 


265 





WORKSHOP 
QUESTIONS 
and ANSWERS 


ULTRASONICS—I have purchased 
an ultrasonic unit, and am very 
satisfied with its performance. 
In a conversation with some of 
my fellow watchmakers who also 
use ultrasonics, the subject of 
rinses arose, and perchlorethy- 
lene was highly recommended. 
So, I bought some—but I have 
a few questions. It is quite 
heavy, and I wonder about drag 
on the motor. Does this solution 
dry well? How long does drying 
take? I ask this because once 
when cleaning a watch the 
crown and ratchet wheel dis- 
colored and picked up the im- 
print of the wire mesh basket. 
The plating on the pillar plate 
also came off. Does this chemical 
loosen the shellac on the roller 
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jewel, pallet fork and jewels? 1 
have not been removing cap 
jewels since using ultrasonics, 
as they seem to come out very 
clean, especially with perchlor- 
ethylene. Can this rinse be used 
with a water-based solution such 
as “Blast?” Does it do as good 
a job as the regular commercial 
ultrasonic cleaning solutions ?— 
Broadway Jewelers, Long 
Beach, Calif. 

Answer: Although perchlor- 
ethylene is a _ heavy liquid, 
“drag” is not a factor to worry 
about. Your plating came off 
not because of the rinse, but 
probably because your cleaning 
solution was a bit strong. Also, 
the plating might have been 
poor in the first place. As for 
etching the wire mesh on parts 
of the watch, this could not be 
caused by a deposit on the 
plates. Rather, the marks show 
where the plating did not come 
off because the plates were rest- 
ing against the mesh. Although 
this chemical will dissolve some 
forms of plastics, shellac is not 
one of them. Perchlorethylene is 
not soluble in water, so do not 
use it with water-based cleans- 
ers. Actually, companies that 
market commercial chemicals 
for use with ultrasonic cleansers 
spend much money and research 
to find a good product. These 
are far better than what you 
could come up with on your own. 
If you mix your own solutions, 
you just can’t get uniform con- 
trol, and different batches will 
yield entirely different results. 


* * * 


BOOKS AND PENDULUMS — Can 
you recommend a good book on 
clock repairing? I am interested 
in one that covers rebushing and 
re-pivoting. I would also like to 
know the procedure for length- 
ening pendulums. For example, 
how would I lengthen a 5- or 
6-inch pendulum to make it 18 
inches or longer?—C. Morgan 
McDonald, Oberlin, Ohio. 
Answer: Two good books on 
clock repair are Practical Clock 
Repairing, by DeCarle, and Mod- 


ern Watch and Clock Making 
and Repairing, by Gazeley. Both 
are available from the JC-K 
Book Department. Converting 
a clock from a pendulum length 
of 5 inches to 18 or 24 inches 
requires at the least a change 
in the escape wheel. A clock 
with a 514-inch pendulum beats 
160 times per minute. The train 
probably would be 84 teeth in 
the great wheel, with a pinion of 
7 leaves, and a 36-tooth escape- 
ment wheel. A 514-inch pendu- 
lum, when converted to 181/5 
inches, beats only 88 times per 
minute—and the train arrange- 
ment is quite different. You 
would have to change the train 
to have wheels of 88 and 64 
teeth, pinions of 8 leaves and 
a 30-tooth escape wheel. Some- 
times, a long pendulum can be 
faked. An extension of the 5- 
inch pendulum is made of very 
thin, light aluminum, and the 
bob of the pendulum is shifted 
upward to compensate for the 
increased length. The bob can 
then be concealed by some de- 
sign on the clock door glass, or 
any other feasible device. 
*K * * 


LONG TIME—Where can we ob- 
tain a 24-hour clock that would 
be suitable for an office desk? 
We prefer one of recent manu- 
facture. — Michaels Jewelry, 
New Haven, Conn. 

Answer: Twenty - four - hour 
dial clocks are available from 
Chelsea Clock Co., 284 Everett 
Ave., Chelsea, Mass. Wakmann 
Watch Co., 15 W. 47th St., New 
York, also has these clocks in 
various designs. 

* * * 

HORSEY WATCH—A customer of 
mine has a watch about which 
he would like some information. 
It is 16s and has lever escape- 
ment, split balance and overcoil 
hairspring. It is marked “Dan 
Patch,” “Phila. Watch Case 
Co.,” and “Pat. Dec. 22 ’08.” 
Can you help?—Gene Carter, 
Jasper, Ind. 

Answer: Dan Patch was a 
pacing horse who is now listed 
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ULTRASONIC 
JEWELRY CLEANER 


BENCH SPACE 81” x 13” 
TANK, 5” x 52" x 4” DEEP 


AUTOMATIC TIMING 
from 0 to 15 minutes 


$185 
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on time payments 


Here is a new, proven money-maker for every man at the bench. 
Not only does it clean jewelry more thoroughly but it eliminates 
hand-scrubbing or other time wasting methods. 


Ultrasonic action penetrates the smallest crevices, scouring away 
all dirt, grease, rouge, etc., from gems and stones as well as gold, 
silver, platinum and other metals. The result—a more sparkling finish 
without polishing. 


Ask for a demonstration. It incurs no obligation. 
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in the records only as the rec- 
ord-holder for running a half 
mile hitched to a wagon with 
windshield in 1.5734 seconds. 
He is still considered by race 
fans to be the fastest horse in 
his class. The record was set in 
1903, but the name of Dan Patch 
has lived on. The Philadelphia 
Watch Case Co. was founded 
in 1927. It was actually located 
In Riverside, N. J. The move- 
ment of this watch is no doubt 
elther a Waltham chronograph 
or a New York Standard. If you 
send a photograph, I can iden- 
tify the movement. 

K ok *K 
POLISH—Do you have a good 
formula for silver polish? Under 
a good light, even new silver will 
show scratches and blemishes, 
and I would like to remove these. 
I’d also like something that will 
take off the tarnish that always 
seems to turn up so quickly.—J. 
E. Cleary, Greenfield, Mass. 

Answer: A good sylvet cloth 
will eradicate fine scratches. For 
a polish that will quickly remove 
tarnish, try this: 10 parts citric 
acid and 20 parts Thiourea dis- 
solved in 70 parts water contain- 
ing one-half part of a wetting 
agent such as “Joy.” To all 
this add enough Diatomaceous 
earth to make a cream. This 
polish is non-poisonous. 

x ok 2K 
PAINTING ON GLASS—Can you 
give us the name of a firm that 
can refinish dials and paint fig- 
ures on the lower glass of old 
clocks? The clock in question is 
weight driven, and our customer 
wants it restored to its original 
condition. We also need a verge 
for the movement. — Fleming 
3ros., Laurens, S. C. 

Answer: Send your glass to 
Edwin Burt, 21 Loring Rd., 
Auburndale, Mass. He makes a 
specialty of this kind of work, 
and does excellent restorations. 
Your local jobber can supply you 
with the verge. Just tell him the 
name and model of the clock, or 
the number of teeth and diam- 
eter of the escape wheel. 
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Hallmarks can supply a great 
deal of information about the 
age of a silver or gold cased 
watch. This is especially true of 
items made in England, where 
hallmarking of gold and silver is 
governed by law—and goes back 
to the year 1509. 

A hallmark is a small design 
stamped inconspicuously on the 
case—often on the rear of the 
pendant or inside the back cover. 
Primarily, hallmarks consist of 
a small letter signifying the year 
in which the case was made. 
Since the number of years that 
can be covered by the alphabet 
is limited, the design of each 
alphabet is changed when an 
alphabet series runs out. There- 
fore, by observing the style of 
the letter and comparing it with 
a reference, the year can be as- 
certained. 

Now, old English alphabets 
look pretty much the same when 
compared with one another. ‘To 
make them more readily identifi- 
able, letters in an alphabet simi- 
lar to one used in the past are 
placed in a box or shield of dis- 
tinctive design. This gives the 
letter more recognizable fea- 
tures. The maker would usually 
put his own initials in a design 
on the case. Using reference 
books that list these initials, the 
collector can find out the name 
of the goldsmith or silversmith 
who made a particular case. 

There are a number of assay 
offices in England. These are 
most important in revealing the 
age of an item. Each assay of- 
fice has its own set of letters. To 
identify the assay _ office— 
whether it be London, Chester, 
Edinburgh, Exeter, Dublin, 
Glasglow, Sheffield, York or 
what have you—one examines 
the additional symbol found on 
a watch case. For example: 
cases assayed in London up until 
1823 are identified by a leopard’s 


head with crown. After 1823, 
the head is uncrowned. Also, a 
figure of a lion passant (on all 
fours) is usually included in the 
London hallmarks found on 
cases. The Birmingham hall- 
mark shows an anchor and a 
lion passant. The Chester hall- 
mark, found often in cases hous- 
ing English watches, shows 
sheafs of wheat with sword, lion 
passant and a leopard’s head. 
(For an example of how hall- 
marks can be used to identify 
a watch case, see the July 1961 
“Collectors Corner.’’) 


* * * 


VERGE LANTERN—I would like 
some information about a verge 
escapement lantern clock made 
by Isaac Rogers, London.—A. 
B. Deutch, New York. 

Answer: Isaac Rogers was the 
son of a well known clockmaker. 
He was born in 1754 and ad- 
mitted to the clockmakers com- 
pany in 1776. He became a mas- 
ter in 1813 and died in 1839. He 
became as famous as his father, 
and is credited with making 
many fine bracket clocks, some 
with automata. I can’t tell much 
more about your clock without 
good photographs. 


* * * 


WOODEN PLANS — Where can I 
get blueprints for making a 
wooden clock? — Upchurch 
Watch Repair, Albuquerque, 
N. M. 

Answer: You can get these 
plans from the Roberts Publish- 
ing Co., P. O. Box 6026, Capitol 
Hill Station, Denver, Col. 


*k * * 


TWO OLD CLOCKS—I have two old 
clocks about which I would like 
some information. One, with a 
brass movement, has an eagle on 
the case, holding in his beak a 
ribbon marked “E Pluribus 
Unum.” The inscription is “Im- 
proved 8-day brass clocks made 
and sold by Forestville Manu- 
facturing Co., Bristol, Conn. 
Waranteed if well used. E. N. 
Welch, J. C. Brown, C. Pome- 
roy.” The case is 3114 inches 
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high, 1714 inches wide and 4% 
inches thick. It is made of either 
walnut or mahogany, and has a 
scroll type front. On the bottom 
of the glass door is painted a 
picture of a house, lawn and 
trees. The other clock is an Eli 
Terry with wooden plates and 
wheels. Are these collector’s 
items? — Morgan Jewelry and 
Watch Repair, Oberlin, Ohio. 

Answer: Of your two clocks, 
the Terry is probably of more 
interest to collectors, although 
vou don’t describe it. As for the 
Forestville clock, this firm made 
thousands and thousands of 
clocks under numerous names, 
three of which are on your label. 
The Forestville clock was prob- 
ably made in about 1850, the 
Terry in about 1830. 

2K * aK 

FIRST CLOCKMAKER—Who was 
the first American clockmaker? 
That is, who was the first listed 
clockmaker who regularly built 
clocks in this country before the 
Revolutionay War? — Jason 
Watchmakers, Los Angeles. 

Answer: There might have 
been earlier American clockmak- 
ers, but no one can authenticate 
a maker earlier than Abel Cottey 
of Philadelphia. He lived from 
1682 to 1711. 


* * * 
COLONEL’S GRANT—I have an old 
watch that belonged to my great- 
great-grandfather, Colonel Du- 
Vernet, who was in the British 
toyal Artillery and connected 
with the court in England. My 
jeweler (Hale’s) said that you 
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would be able to tell me some- 
thing about the history of this 
watch. It is marked “Grant, 


Fleet St., London.” The figure | 
1805 also appears on the watch. | 
I don’t know whether this is a | 


date or a serial number. Colonel 
DuVernet died 


low the hour face. It has been 


appraised at $1800, and I won- | 
der if it is really worth that | 
much. My main concern for it | 
is as a family treasure rather | 


than as a value item.—A. Du- 

Vernet, Greenville, S. C. 
Answer: There were two John 

Grants of Fleet Street in Lon- 


don. The senior Grant finished 


his apprenticeship in 1781 and | 
died in 1810. He was well known | 
and reputable. His son carried | 
on the business at the same ad- | 
dress. The younger Grant was | 
born in 1796 and admitted to | 


the clockmakers company in 


1817. He became a master of | 


that company of craftsmen in 
1837, and died in 1867. One of 


his watches is in the London | 
Museum. I cannot tell you how | 


much the watch is worth, as I 
don’t make a practice of ap- 
praising by long distance. 


* * * 


A FEW OLDIES—I have a few old 


watches, and I wonder if you | 


could help me establish their 
age. One is an 18s Tremont, an- 
other is an 18s Peoria Watch Co. 


model. I also have an Aurora | 
and a McIntyre.—Carl! Hendrix, | 


McAllen, Tex. 
Answer: The Peoria watch 


was made in 1885, the only year | 
operation. | 
Tremont watches were made in | 


the firm was in 


1864. The Aurora Watch Co. 
was in business from 1885 till 
1888. Their machinery was later 
sold to the Hamilton Watch Co. 
McIntyre Watch Co. of Kanka- 


kee, Ill., made watches in 1905. | 


All of your watches are rare, 
but at the present time, few peo- 
ple collect early American 
watches. I predict, however, that 
collectors will soon become in- 


tensely interested in these items. | 





in 1806. The | 
watch has the minute hand be- | 
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CROWNS 


Over half of all watches sold in the 
U. S. today are Pin Lever Watches! 
Here is the most complete PIN LEVER 
Crown assortment. 

No. C 143/2 contains 1 white and 1] 
vellow each of 24 numbers including 
7 waterproof crowns with “O” ring 
washers. Total 48 crowns $10.25 
No. C 142/2 Starter System contains | 
white and 1 vellow of each of first 12 
numbers only. Total 24 crowns. The 


other 12 numbers can be added 
later $4.65 
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Walch Case 


We repalr all types of cases, chrono- 
graphs and stainless, and meoke coil 
springs for cases. We also sell used 
replacement movements. 

Write for Information 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


“SITUATIONS WANTED’’—Regular type $3.00 first 25 words; 
additional words, 10 cents per word. Heavy type $8.00; addi- 


tional words 25 cents per word. 


“HELP WANTED’’—“LINES WANTED’’—and “‘SIDE LINES’ — 
Regular type $5.00 first 25 words; additional words 15 cents 
per word. Heavy type $8.00 first 25 words; additional words 


25 cents per word. 


ALL OTHER HEADINGS—Regular type $9.00 first 25 words; 
additional words 25 cents per word. Heavy type $13.25 first 
25 words; additional words 30 cents per word. 


@ Name, Address, Initials and Abbre- 
viations count as words. 


@ If answers are to be forwarded, 20 
cents extra to cover postage must 
be enclosed. 


@ No Agency Commission. 


In answering Box Numbers address 


envelope "Box —,’’ 


@ Advertising matter addressed to 
classified advertisers will not be de- 
livered. 

@ Classified ad form closes 10th of 
the month preceding date of issue. 

@ A box number when used in ad 
counts as five words, that is, Ad- 
dress #13, care of J C-K.”’ 


care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not 


enclose letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, Chestnut & 56th Sts., Phila. 39, Pa. 


Ox. Gee ree 


SITUATIONS WANTED _ 


WATCHMAKER & JEWELER, European, 
A-1 mechanic, with tools; any location, 
prefer Florida; address, “658,” care of 
JC-K. 





MFG. JEWELER AND SETTER: top all 
around man; prefer Texas and good 
working conditions; over 30 vears’ ex- 
perience; address, ‘“T., 6861," care of 
JC-K. 


POWERFUL DIAMOND COUNTER- 
MAN: specialist creating 4 & 5 figure 
sales; seeks rewarding position 
York, Newark or Phila.: bond- 

able: address, “S, 6805.”"’ care of JC-K. 





WOMAN, MATURE: order and repair 
clerk ; efficient, fast and thoroughly ex- 
perienced with routine of wholesale 
diamond rings; knowledge colored 
stones; address, “F, 6811,’ care of 
JC-K. 











YOUNG LADY; many years experience 
in wholesale and jobbing jewelry line: 
desires position in order and repair de- 
partment: A-l references: address, 
“656,” care of JC-K. 





WATCHMAKER, first class; 13 years’ 
experience; Indiana licensed; present- 
able, reliable; $2.50 per hour: answer 
all replies; J. C. MOORE, 520 Waverly 
Dr., Benton Harbor, Mich. 





CREDIT STORE MANAGER, watch- 
maker, diamond setter, jewelry repair, 
engraver; experienced all phases jew- 
elry business; available in 2 months: 


address, “K, 6862,” care of JC-K 

















WATCHMAKER, good mechanic; 15 
years fine store; importer, experience; 
take charge repairs, estimating, sales: 
New York City, Long Island, Suburbs; 
address, “‘S, 6889," care of JC-K. 

TOP SALESMAN, 35; personable and ag- 
gressive, desires change to good whole- 
sale line after 13 years retail experi- 
ence; $10,000 minimum; Jersey resi- 
dent: address, “G, 6888,’ care of JC-K. 

BOOKKEEPER, female; full charge; 
complete knowledge of diamond and 
jewelry line; also selling experience; 
excellent references; New York City; 
address, “C, 6873." care of JC-K. 


JEWELER-SETTER, for fine quality 
jewelry ; must be in well equipped shop 
and steady work; 40 hour week in 
warm climate preferred; Florida or 
Gulf Coast area; top salary required; 
address, “D, 6794,” care of JC-K. 

DIAMOND SALES COUNSELLOR: end- 
lessly talented middle age executive ; 
employed now in one of New Jersey's 
finest stores: highest reference; con- 
fidential: address, “‘S, 6824," care of 
JC-K. 

DISCOUNT DIAMOND SALESMAN: 
available better Jersey showroom; ex- 
pert handling loose goods, mountings, 
etc.: $7,800 plus commensurate bonus 
first class reference ; address, ‘‘S, 6866," 
care of JC-K. 

NEW JERSEY POSITION WANTED: 
aggressive credit jewelry salesman, 
buver: window expert: adman; execu- 
tive administrative caliber; minimum 
salary $9,000: performance guaran- 

teed: address, “S, 6886," care of JC-K 

SALES EXECUTIVE with 15 years of 
promotion and merchandising experi- 
ence, would like to help a quality line 
manufacturer increase his sales; with 
option to finance a possible growth or- 
ganization; address, “A, 6800,” care ol 
JC-K. 

DIAMOND SPECIALIST, early 30s; mem- 
ber Diamond Dealers Club and experi- 
enced in all facets of diamond trade: 
seeks position with firm able to use 
person who thoroughly understands dia- 
monds: highest references; address, 


“DPD, 6875,” care of JC-K. 

HIGH CALIBER manager-jeweler; 35 
vears old; presently managing exclu- 
sive operation; 15 years successful ex- 
perience in all phases of jewelry store 
operation; desire position in Kentucky 
or Tenn., require good salary, future: 
address, “T, 6878," care of JC-K. 
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PRODUCTION COORDINATOR: sound 
background production control, sched- 
uling, purchasing, inventory; diamond 
ring manufacturing ; enterprising young 
man, supervisory ability; seeks chal- 
lenging position; address, “B, 6874,” 
care of JC-K 


MANAGER, BUYER, SALESMAN: top 
experience in all phases of jewelry op- 
erations; gemologist and watchmaker 
worked in better stores and department 
store; at present with nationally known 
organization; address, “‘M, 6871,” care 
of JC-K 


MANUFACTURERS 
with top retail 


> REPRESENTATIVE 
and jobber contacts in 
the East desires 14K gold line. have 
had 12 years of selling and merchan- 
dising nationally known jewelry items; 
will consider carrying quality jewelry 
as a side line; address, “G, 6801," care 
of JC-K. 


ACCOMPLISHED SALESMAN; experi- 
enced retail management and whole- 
Sale (traveled), university graduate, 
GIA diamond training, capable ap- 
praiser; creative, adaptable, intelligent, 
versatile; married, children, 38, seeks 
7 al address, “L, 6891," care of 
Cc. 


DIAMOND MERCHANT with 25 years’ 
experience in buying and selling wishes 
to give up traveling would be inter- 
ested in becoming a buyer for some 
large retail chain or wholesaler desir- 
ing a New York office; have excellent 
connections in the European and New 
York markets: would consider’ sub- 
stantial investment with reputable con- 
cern; address, “K, 6882,’ care of JC-K. 


MANUFACTURING JEWELER, diamond 
Setter: oS years’ experience, age 56: 
reliable non-drinker, seeks connec tion 
with old line store in smaller city as 
front man; able to estimate all repairs; 
watch, clock and jewelry: fill in as 
salesman or whatever needs to be done: 
recent illness ti gree bench work but 
able and willing to teach someone with 
some experience ‘+ rsoni ape, ple asant, 
hardworking; address, “ 6877," care 
of JC-Kk 


LINES WANTED 


SALIESMAN, Florida resident, wants one 
strong line or good sideline, direct to 
retailer for Florida and nearby states: 
address, “L, 6859." care of JC-K 


New York State, 
Db. C.; open for 
address, “R 


SALIESMAN, covering 
Penna., Md. & Wash., 
l additional top line 
GSS7,”"" care of JC-K 


SALIESMAN, 65, desires to establish a 
sales agency or representative of manu- 
facturer, on West Coast; many years 
jewelry experience; address, “L, 6863,” 
eare of JC-K. 
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excellent established follow- 

ing to the finest stores; Los Angeles 

east to and including Chicago, seeks 

quality companion line to exceptionally 

fine gold jewelry line; address, “R, 
” eare of JC-K 


SALESMAN ; 


YOUNG, AGGRESSIVE, AMBITIOUS, 
Diamond ring salesman; covering 
Middle Atlantic States for nation- 
ally known ring firm last 10 years; 
highest references; will deal with 
principals only; _ will relocate; 


“6843,” care of JC-K 


WELL QUALIFIED AND EXPERI- 

ENCED traveling salesman, high cali- 

ber, well educated, good personality 

and possessing all the attributes neces- 

sary to successfully represent a number 

one firm; address, “S, 6740,” care of 
\ 


OKLA, LA. & ARK. repre- 
sentatives; write TOLA TUMBLE- 
WEED’S Southwestern Gift Jewelry 
Traveling Men’s Association, c/o Execu- 
tive Director, Suite 2004, Dallas Trade 
Mart, 2100 Stemmons Freeway, Dallas 
7, Texas. 


TEXAS, 


SALESMAN; diamond, stone, wedding 
rings, charms, watch lines, cata- 
logue lines, ete.; wants one good 
major or several lines; covers Mid- 
dle Atlantic States for many years; 
all worth while propositions will be 
considered; address, “6842,” care 


of JC-K. 


SIDE LINES 


SIDELINE SALESMEN; for well estab- 
lished manufacturer of top quality 
plastic boxes for jewelry ; no objection 
to other non- competitive lines ; address, 
“S. 6885," care of JC-K. 


largest and most exclusive 
sterling ring house has opening for 
Virginia, Wash., D. C., Md., Del., Caro- 
linas, Miss., Ala., Ga., compact line, 
established ace ounts : address, "G, 
6892." care of JC 


NATIONS 


stores to 
line of § sterling 
and novel- 
territory ; 
INC.., 


SALESMAN calling on better 
present outstanding 
silver personalized jewelry 
ties: established firm; state 
address, LEONORE DOSKOW, 
Montrose, New York. 


established following among 
chain stores; carry a 

gold stone ring line; 
state experience, territory, references; 
drawing against commission; address, 
“Cc 6829,” care of JC-K. 


SALESMEN ; 
jobbers and 


popular priced 


MANUFACTURER of higher priced cus- 
tom watch bands, wants men now ¢all- 
ing on better jewelers; small line; high 
commission: excellent as second line; 
JACK LAUFER, 206 Seventh, 
lyn 15, N. ¥ 








Brook- 


| 
| 
| 
| 
} 
| 
| 


MIDWEST SALESMAN with estab- 
lished following among wholesalers 
and chains to carry manufacturers 
line of promotional and _ better 
watch cases, bracelets and attach- 
ments; address, “F, 6835,” care of 


JC-K. 


SALES established manufacturer of 

a top line of ladies’ 14K ring mount- 
ings, earrings and pendants that are 
well diversified to sell wholesale and 
retail; most territories open; good op- 
portunity for the right man; address, 
“R, 6802,” care of JC-K. 


SMEN ; 





with established territory 
retail stores; manufacturer 
line ladies’ 14K stone rings, pear] rings, 
14K crosses, gents 10K _ stone rings; 
drawing against commission: excep- 
tional opportunity : references; address, 
: 6299,” care of JC-K 


SALESMAN 
calling on 


LINE SALESMEN WANTED; 
salesmen: one of nation’s better known 
manufacturers of fine platinum and 
gold mounted and semi-mounted jewel- 
ry has openings for South & South- 
west, to call on better retailers; com- 
mission only; give full details; address, 
“L, 6884," care of JC-K. 


SIDE 


HELP WANTED 


OUTSTANDING Jewelry salesman for 
West Coast to represent manufac- 
turer of first class 14K gold dinner, 
wedding and engagement rings; ad- 


dress, “K, 6857,” care of JC-K. 





WATCHMAKER for front store posi- 
tion; able to take full charge; full 
details in first letter, age, single, ex- 
perience, etc.; HENRY E. WOODS, 
50 Warburton Ave., Yonkers, N. Y. 


RETAIL JEWELRY BUYER; for com- 
plete details SEE OUR AD ON 
PAGE 211, MR. EMIL ROSE PRES- 
IDENT, ROSE JEWELRY CO., 3721 
Woodward Ave., Detroit, Mich. 


Plat. & gold dia- 
pendants; desires 
& Vicin- 

REctor 


MANUFACTURER of 
mond ring sets and 
salesman to cover New York 
ity commission: call N.Y.C. 
29-7168. 


DIAMOND SETTER, must be experi- 
enced in fine work; modern shop, 
paid vacation, insurance benefits, 
steady work; opportunity for right 
man; location, Dayton, Ohio; ad- 


dress, “J, 6864,” care of JC-K. 
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TOP FLITE RETAIL JEWELRY SALES- 
MAN: old established firm located in 
Southwest; pleasant working condi- 
tions, chance for advancement; send 
photograph if possible; address, “R., 
6841,"’ care of JC-K. 


EXPANDING old line quality jewelry 


store in New York area has a perma- 
nent position for an experienced all 
around steady salesman; we are not 
seeking the explosive world beater; 
address, “W, 6856,”’ care of JC-K. 


SIDE LINE SALESMAN wanted to 


carry a very fine and complete line of 
cultured pearl and tailored jewelry in 
gold filled: East coast territories avail- 
able except New England: commission 
basis: address, “J, 6858," care of JC-K. 


MANAGER, for expanding retail credit 


chain, New York Metropolitan Area; 
incentive plan with minimum guaran- 
tee; all benefits; good opportunity for 
an aggressive, sales minded man: ad- 
dress, “T. 6844.” care of ‘kK 


JEWELER, special order work; must 
be able to work from designs; 
modern shop, paid vacation, in- 
surance benefits, steady work, op- 
portunity for right man; location, 
Dayton, Ohio; address “F, 6865,’ 
‘are of JC-K. 


SALESMAN, experienced with good 
following to sell cultured pearls to 
manufacturers, wholesalers, for es- 
tablished importer; salary and com- 
mission; address, A. DIAGONALE 
& SONS, INC., 576 Fifth Ave., New 
York, N. Y. 


SALES-MANAGEMENT: a splendid open- 


ing for an aggressive, hard working, 
personable gentleman who desires re- 
sponsibility and resultant reward; phone 
MR. BUSCH, Orange, N. J.. REdwood 
'-1131; BUSCH & SONS, established 
LIS80, Newark & Summit, N. J 


SALESMEN with established territory 
for the Midwest and West Coast, to 
carry a popular priced gold ring 
line and diamond line; commission 
and drawing; state experience, ter- 
ritory and references; SCHWARTZ 
JEWELRY CO., INC., 850 Elk St., 
Buffalo 10, N. Y. 


MANAGER, SALESMAN for aggres- 
sive credit jewelry store; North 
Central West Virginia; must be 
capable of promoting, window dis- 
playing, advertising and credit; give 
background and age; include pho- 
tograph with letters: address, “L, 
6890.” care of JC-K. 


DIAMOND & RING LINE SALESMAN ; 


high quality line sold only to the bet- 
ter retail stores; if you have ambition 
and want to get ahead we will train 
you; established territory; prefer a 
registered jeweler title or Certified 
Gemologist; address, “M, 6883,” care 
of JC-K. 


EXCELLENT OPPORTUNITY FOR 


SALESMEN; America’s leading line 
of scarab and cameo jewelry fully 
promoted with merchandise aids, 
seeks sales representation in New 
York City; drawing; one additional 
compatible line permitted; write 
ADMARK, 714 Sansom St., Phila. 
6, Pa. SEE OUR AD ON PAGE 177. 


SALESMAN, familiar with watch repair- 


ing and retailing, to travel East Cen- 
tral states for leading equipment manu- 
facturer with multi-product line; no 
sidelines: must be bondable; incentive 
commission plan should bring 5-figure 
income to right man; territory pro- 
tected; write Air Mail to “B, 6855,” 
care of JC-K 


"KE ARE SEEKING the services of an 


experienced credit manager for a chain 
store located in a Southern military 
town; the man we select must be thor- 
oughly experienced and willing to re- 
locate, for which he will be paid a 
high salary; first letter to contain com- 
plete experience, age and ae recent 
photo; address, “L, 6860," care of 
JC-K. 


WATCH SALESMEN; we are looking 


for aggressive salesmen with good 
following among retail jewelers to 
earry CROTON - SUSSEX - ARPEG- 
GIO & NIVADA GRENCHEN lines; 
opportunity to make good money; 
draw against commission; all re- 
plies will be held in strictest con- 
fidence; write, CROTON WATCH 
CO., INC., 404 Park Ave. S., New 
York 16, N. Y. 


"ATCHMAKERS and department man- 


agers: openings in leased watch &«& 
jewelry repair departments in leading 
department stores throughout country: 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; group 
health plans; profit sharing and pen- 
sion plan; state age, experienced; ad- 
dress, PEOPLE’S WATCH REPAIR 
CO., 245-23rd St., Toledo 2, Ohio 


SALESMAN for large, expanding and 


progressive store selling only dia- 
mond and precious jewelry, fine 
china and silver; Southeast Florida; 
age to 35, college background; ex- 
perience secondary; character, ap- 
pearance, personality and ability 
to learn important; outstanding op- 
portunity for advancement, position 
and salary; send complete resume 
and photo first letter; address, “B. 
6880,” care of JC-K. 


WATCHMAKERS and estimators, for re- 


pair departments in retail department 
stores; national organization connected 
with one of the largest retail depart- 
ment chains in the country; employee 
discount, group hospitalization plan; 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility ; positions open in _ the 
Kast, South, Midwest and Southwest ; 
address, “Circular Box 356," 3560 ; 
Michigan Ave., Chicago, Illinois. 


a id 





SALESMAN; West Coast representa- 


tive with following among chain 
and retail stores wanted for nation- 
ally known manufacturers line of 
ladies and mens completely mount- 
ed diamond rings, bridal sets, pen- 
dants, pins and pearl rings; all 
sales and promotion aids; non-con- 
flicting line O. K.; address, S. REI- 
MAN & SONS, 64 W. 48th St., New 
York 36, N. Y., or P. SILVER- 
STEIN, 2201 Sacramento St., San 
Francisco, Calif. 


DIAMOND SALESLADY ; exceptional op- 


portunity for experienced, mature dia- 
mond saleslady to sell medium and 
better quality diamond merchandise, as 
well as gold jewelry, pearls’ and 
watches: women have occupied positions 
in our organization usually held by 
men in better jewelry stores; if you 
are a persuasive with a_ successful 
record in diamond sales, but not prop- 
erly paid or recognized, call SAMUEL 
GORDON & CO., Cravens Bldg., Okla- 
homa City, Oklahoma, or write 


FIFTH AVE. JEWELER requires gentle- 


man with proven sales experience to 
deal with high class clientele in up- 
stairs salon; European training prefer- 
able; thorough Knowledge of diamonds 
and manufacturing procedures essen- 
tial: perfect opportunity for right per- 
son; in permanent position which might 
develop into partnership; interview 
granted only on receipt of complete 
resume: details of reply held in strict- 
est confidence ; address, “O, 6893," care 
of JC-K. 


BUYER, TOP CALIBER, to operate 


resident buying office in New York 
City, representing 11 chains oper- 
ating approximately 150 credit 
jewelry stores; must be thoroughly 
acquainted with all phases of mer- 
chandising consistent with that 
used by credit type jewelry stores; 
salary open; if in New York dur- 
ing jewelry show, contact Jerry 
Shaw at Sheraton East Hotel, other- 
wise, contact Frank Goodman, c/o 
TAPPIN’S, Newark, New Jersey; 
MArket 3-1100. 


JEWELRY STORE MGR.; unusual 


opportunity for one with a success- 
ful record in jewelry merchandising 
to become a key man in Southern 
Ohio’s largest and expanding jew- 
elry chain; must have a _ proven 
salesmanship record, know credit 
and collections; salary and bonus 
completely open; enclose snapshot 
and brief resume; all applications 
will be treated in strictest confi- 
dence; write JACK A. GETZ, 
PRES., GETZ JEWELERS, 7th & 


Vine Sts., Cincinnati 2, Ohio. 


272 JEWELERS' CIRCULAR-KEYSTONE, AUGUST 1961 





GORDON’S 


SMALL, 


SOUTHERN CALIF. ; 


FINE, OLD established store; 


CREDIT JEWELRY STORE MANA- 
GERS AND SALESMEN; large 
growing Eastern credit jewelry store 
chain with stores in Northeast and 
Florida, has openings for experi- 
enced jewelry store managers and 
salesmen; excellent training pro- 
gram for salesmen who aspire to 
managerial positions; good salary; 
pension plan and other benefits; if 
you are ambitious and desire to get 
ahead write S. W. RUDOLPH, RU- 
DOLPH’S DEPENDABLE JEWEL- 
ERS, 541 S. Clinton St., Syracuse. 
New York. 


MANAGERS AND SUPERVISORS; 


Friedman’s Jewelers needs 3 super- 
visors and 4 managers for our ex- 
pansion program; we operate 70 
stores from N. Carolina to Florida 
with more to open; we have profit 
sharing plan, major medical bene- 
fits and life insurance, etc.; if you 
are presently a store manager or a 
supervisor and want to relocate for 
good five figure salary, write, stat- 
ing age, experience, salary now 
making and desired starting salary 
and enclose a recent snapshot; send 
to H. K. FRIEDMAN, P. O. Box 


135, Savannah, Ga. 


JEWELERS NEEDS 
STORE MANAGERS, WITH JEW- 
ELRY EXPERIENCE; Gordon’s has 
90 stores in Florida, Texas, Louisi- 
ana, Arkansas, Alabama, Arizona, 
Mississippi, Tennessee, New Mexico 
and Puerto Rico; 15 new stores are 
already under construction for 1961 
openings; many more planned; w: 
need good, hard working men with 
retail experience for future super- 
visors and zone managers; all com- 
pany benefits including Gordon’s 
famous Profit-Sharing Plan; write 
or call for personal interview in 
strict confidence; MR. JAY COHEN, 
GORDON JEWELRY CORP., 600 
Stewart Bldg., Houston, Texas; 
phone CA 2-2345. 


| FOR SALE 
Stores, Stocks and Businesses 


By eR ci Se 

FINE JEWELRY STORE : 
Colorado town 8,000, trade area 30,000: 
very clean stock well equipped: estab- 
lished Main Street 20 years: address, 
“L, 6867," care of JC-K. 


new store; next to 
Penneys; 100% location: rear parking: 
buy with little cash for responsible 
party; ill health; address, “M, 6872,” 
care of JC-K. 


many im- 
portant franchises, several exclusive: 
inventory $40,000; Ohio Valley: owner 
— address, “W, 6881,” care of 
JC-K. 
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MODERN CREDIT STORE, Southern 


California; population 75,000; avi- 
ation center, key location; establish- 
ed 14 years; clean stock, will sacri- 
fice; MARKER JEWELERS, 224 S. 
Market, Inglewood, Calif. 





JEWELRY STORE; 


SOUTHERN 


COMPLETE 


Central Jersey; es- 
tablished 30 years; excellent repair 
and retail business; reasonable rent, 
good lease; available now, owner re- 
tiring: address, “H, 6879,” care of 
JC-ls. 





JEWELRY STORE, oldest and most re- 


liable; located growing north Florida 
City, 10,000 population; good business, 
schools and churches; owners want to 
retire; cash sale only; for particulars 
write, “S, 6870,’ care of JC-K 


CALIF.: well established, 
high grade, small jewelry store; ideally 
located in pleasant San Fernando Val- 
ley ; excellent repair department; owner 
retiring; $5,000 plus inventory; write 
A. SHEEHY, 5411 Troost, i. Holly- 
wood, Calif. 


FINE SMALL JEWELRY STORE; es- 


tablished 6 years; 1960 gross $75.,- 
000, net $18,642; good lines & 
clean merchandise; $13,000 of 
gross was watch and jewelry repair; 
can do more; for sale outright or 
will entertain proposition for in- 
vesting part owner to operate and 
gradually purchase business; books 
open to inspection to interested 
party; one in a lifetime opportu- 
nity: address, “L, 6876,” care of 
JC-K. 


FOR SALE 
Tools, Equipment 


PRESS: ZEH & HANNEMANN 25 ton 


percussion press, in excellent condition ; 
Ss ESSE & SONS, 112 S. 9th St., 
Phila. 7, Pa. 


WATCHMAKERS TOOLS, 
bench, watchmaster, lathe, cleaning 
machine, assorted watch materials: re- 
tired; write, LATEINER, 650 Main St., 
New Rochelle, New York or phone NE 


6-3629. 


BUSINESS OPPORTUNITIES 


STORE, WALL STREET, heart financial 


district; real opportunity; OWNER, 
main floor, 80 Wall St., New York 
City; telephone, HAnover 2-3563. 


CONSULT M. Y. 








AUCTIONEER); honest, capable, reliable, 


experienced; write or call for 

and references; W. C. HALES, 158 N. 
Adams, Lebanon, Mo. Phones, office, KE 
2-2741; Res. KE 2-3993. 


FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect DEar- 
born 2-3407; reference, your bank. 


BRILL AND COLMES, auctioneers- 


sales specialists; 45 West 45th St., 
N. Y. C., over 35 years’ successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 93. 


WILSON SALES SYSTEM; 106 Thornton 


St., Albany, N. Y.; promotional liquida- 
tion estate sale; specialists since 1919; 
over 2000 jewelers have used our serv- 
ices; buy stores for cash; write, wire 
or telephone, Albany, HObart 5-110o5. 


"NUSUAL OPPORTUNITY; combination 


jewelry and stationery store in central 
Conn. in fast growing city of 40,000; 
established and successful for 55 years; 
authorized agents for leading silver 
lines, standard brand watches, etc..: 
price $50,000 cash, complete; principals 
only ; address, “B, 6853," care of JC-K. 


DO YOU WANT TO SELL YOUR 


BUSINESS for cash and receive 
the best price anywhere; before 
you do anything contact me at no 
obligation on your part; all busi- 
ness held in strict confidence; | 
can prove to your satisfaction that 
you will benefit more contacting 
me; you owe it to yourself to con- 
sult with me now; address, “C, 


6854,”’ care of JC-K. 





DEALERS LIQUIDATION SERVICE; 


The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL — CLOSEOUT—RETIRE- 
MENT SALES; cash buyers of en- 
tire inventories and estates; for 
information at absolutely no ob- 
ligation. PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SERV- 
ICE, 742 N. Highland, Los An- 
geles 38, Calif.; OLdfield 6-2839. 








JEWELERS SALES SERVICE, BUS- 


INESS CONSULTANTS, RETAIL 
SALES PROMOTIONS, AUCTION 
—FLAT OR ACTION; 25 years 
sales experience; your reputation 
protected; large results—small fee; 
we pay cash for stores; PHONE, 
WIRE, WRITE, JEWELERS SALES 
SERVICE, 521% S. Main St., Los 
Angeles, Calif.; Phone MAdison 
6-0828. 
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MARTY MILES SALES INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
you can afford the best; write, wire, 
phone, MARTY MILES SALES. 
INC., 7740 S.W. 29th, Miami, Fla. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED CASH? 
We will pay cash or conduct a flat 
or supervised auction sale; we have 
conducted over 1000 sales in the 
past ten years alone; do not accept 
less than 100c on the dollar for 
your inventory, accounts, or fix- 
tures; WRITE... WIRE... CALL 
COLLECT ... we will come to see 
you in your store at our expense; 
you are under no obligation; SIL- 
VERMAN SALES ENTERPRISES. 
980 Fifth Ave., New York, N. Y. 
Tel. PLaza 74693. 


POST OR SIDEWALK CLOCK 
WANTED; write to I N. POLLOCK 
CO., 322 loth St., Ashland, Kentucky. 


WE WILL BUY established fine qual- 
ity jewelry stores in selected cities 
coast to coast; FINLAY DEPART- 
MENTS INE€., 64 W. 48th St.. New 
York 36; ClIrele 5-7707. 


PRIVATE PARTY WANTS TO BUY 
better grade jewelry store in Midwest: 
give full particulars in first letter; 
will pay cash must be priced right; 
address, JAMES SCHULTZ, 304 ; 


Walnut St., Muncie, Indiana. 


OLD GOLD AND JEWELRY WANTED: 
cash immediately for surplus stock, odd 
lot items: we also pay highest prices 
for gold, silver and platinum scrap, 
go.d coins, diamonds, gold filled. ete. : 
for full particulars, write, WILMOT'S, 
1067 AD, Bridge, Grand Rapids 4, Mich 


PLATINUM SCRAP WANTED: $3.00 
per dwt; ISK gold, $1.22 per dwt; 
14K, 95c; 10K, 68c:; silver 65c¢ per oz: 
bonus prices for gold filled; ship as is, 
we'll segregate; L. E. SIMMONS RE- 
FINING CO., 440 N. Orleans St., Chi- 
cago 10, Ill 


WANT TO BUY established quality 
jewelry store, realistically priced; 
prefer Southeastern states; please 
state approximate inventory and 
lowest price for spot cash; address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive. Miami Beach 
34, Florida. 
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SELL 'EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade-in watches, 
jewelry, old gold; money by return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval; ref. Dun & Bradstreet and Na- 
tional sank of Commerce; Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 





Cash in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K.., 
108 Beale Ave., Memphis, Tenn. 


ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores = and 
stocks; write for our free booklet, 
“Dollars and Sense Facts About 
Selling a Jewelry Store.” (See our 
page advertisement) GORDON 
BROTHERS, 38 Bromfield  St., 
Boston, Mass., HAncock 6-3233. 


WE BUY DIAMONDS, OLD GOLD, 
ANTIQUES; send us one article or 
a complete store; we will pay up 
to 25% more than anyone else; 
be sure to get my offer; check 
mailed same day; your mdse. held 
intact for 10 days subject to ap- 
proval; REFERENCES; Fla. Nat'l 
Bank of St. Petersburg, Jewelers 
Board of Trade; HENRY JEWEL- 
ERS INC., 462 First Ave., N., St. 
Petersburg, Florida. 


NEED CASH? READ THIS: Reason 
why I pay up to 25% more than 
others for diamonds, watches, or 
anything around store—I have a 
retail store and manufacturing 
shop; will give much more th: 
scrap gold price for old mountin’ 
etc., check mailed same day; if not 
satisfactory, will return § insured 
prepaid; get my offer first; one of 
the oldest established stores of its 
kind; references; Jewelers Board 
Trade, or your bank; BROMLEY, 
35 Fifth St., North, (Bromley 
Bldg.) St. Petersburg, Florida. 


- WATCH WORK, etc., 
for the TRADE 


LOWEST PRICES consistent’ with 
quality; Phila. suburbs finest watch 
repair; KESWICK REPAIR SERV- 
ICE, est. 1928, 253 Keswick Ave.., 
Glenside, Pa. Phone TU 4-6692. 





QUALITY WATCH REPAIR; want 
limited accounts; ultrasonic cleaning, 
electronic timing; JOHN F. BROWN, 
Certified Master, R 10. Box 482, In- 
dianapolis 19, Indiana. 








BOSTON, MASS.: expert and guaranteed 
watch repairing; Watchmaster tested ; 
prompt service; prices on request; mail 
orders invited; DAVID MIGDAL & CO., 
109-B Summer St., Tel. HU 2-9547. 


SUPERIOR WATCH REPAIR SERVICE ; 
guaranteed, prompt, accurate, Watch- 
master timed; cases polished; insured, 
reasonable ; complicated watches a spe- 
cialty; MULLINS & MARTIN, 257 
Central Bldg., Bristol, Tenn. 


WATCH REPAIRING for the trade; all 
work guaranteed; 5 day service; low- 
est prices for high grade work; send 
trial shipment; price list on request, 
WATCH SERVICE, Box 93, York, Pa. 


FINE WATCH REPAIRING for the 
trade: work guaranteed, 5 day service; 
Watchmaster tested; prices on request, 
send sample work; MARTIN SOLI- 
TRIN, Room 201, Washington Square 
Bldg... 7th & Chestnut Sts., Phila., Pa 


RELIABLE TRADE watch repairing: ex- 
cellent service; electronically timed, 
cases polished; work guaranteed; rea- 
sonable prices; all watches insured: J. 
CAPARO, 1018 Belvoir Road, Norris- 


town, Pa. 


MID-WEST’S FINEST TRADE SHOP; 
watch repairs to the trade; 5 days serv- 
ice; low prices; one full year guaran- 
tee: STUDIO WATCH REPAIR SERV- 
ICE. 20 E. Delaware Place, Chicago 
ba, Bee 


JEWELRY repairing; new mountings 
furnished: diamond setting: HAROLD 
JACOBSON, 29 >». Madison St., Chi- 


cago 2, Ill. 


BEAD RESTRINGING ; fast service; fin- 
est materials; 25 years’ experience; 
work fully guaranteed and _ insured; 
mail to MARTHA HILL STUDIO, 2325- 


Sth St., S.E., Canton, Ohio. 


ENCRUSTERS: stone and gold seal en- 
gravers: drilling; precious, semi-pre- 
cious stones; HARRY BRAUNFELD, 
encrusting over a quarter century, 71 
Nassau St., New York 38, N. Y. 


SOUTHWEST’S FINEST, complete 
service on all regular and compli- 
cated watches, antique watches and 
clocks restored, parts made and fit- 
ted, staffs, cylinders, verges, etc.: 
write about your special needs; 
RALPH TOMER, CMW, 103 W. 4th 
St., Clovis, New Mexico; P.O. 
Box 2, 
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CHRISTMAS PROSPECTS . . .! 

To get an advance idea of what Christmas ’61 
is likely to be for America’s retail jewelers, JC-K 
asked a number of them what they, themselves, 
thought about the prospects. 

Some of the results of this glimpse into jewel- 
ers’ thinking are tabulated in this issue, starting 
on page 126. One of the most thoughtful answers 
came, too late to be included in the article, from 
Paul M. Kurata. His business is in Honolulu. He 
is president of the Hawaii Jewelers’ Association. 

For jewelers in our newest state, Mr. Kurata 
expects a Christmas season that will top last 
year’s by 18 per cent. These are the reasons for 
his optimism: 

“1. The economic upturn. 2. Labor peace. 3. No 
election year ‘scare.’ 4. Tourism, in Hawaii. 5. 
The beginning of marriage age for babies born 
during World War II. 6. Increase in Christmas 
savings, which will naturally spread to the jew- 
elry stores during the fall.” 

Men’s jewelry will be in strong demand, the 
Hawaiian believes, “because the ladies control 
most of the dollars in this country and Christmas 
is Daddy’s treat. We should upgrade, stress qual- 
ity and values.”’ 

One of the questions the jewelers were asked 
was this: Do you feel that there will be any spe- 
clal opportunity this Fall for jewelers to improve 
their competitive position against other types of 
retail outlets? 

Charles J. Cumicek, head of the Wisconsin Re- 
tail Jewelers Association, responded: 

“During this—and all other periods—the re- 
tail jeweler must watch his operation and be 
competitive with other outlets in his community 
selling comparable merchandise. He must give 
service to his customers which is second to none, 
and prove it with quality workmanship. 

“He must glamorize and bring out the romance 
in the products he sells, create a desire to buy 
the merchandise he has, and never for a moment 
assume that the public has an automatic desire 
to own what he has to offer.” 

The great majority of the jewelers who took 
part in the spot-check agreed that the coming 
Christmas selling season will top last year’s dol- 
lar volume by 5 to 10 per cent. 

With all this confidence, it is apparent that 
most retail jewelers expect to be busier than usu- 
al during November and December. 

But, JC-K wondered, when do retail jewelers 
buy their Christmas merchandise? Do they com- 
plete most of their inventory in August, or when? 

To get an answer to this question, we sent pro- 
fessional interviewers for personal face-to-face 
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interviews with 124 retail jewelers throughout 
the country, asking: “Thinking about the buying 
your store does for the Christmas selling season, 
roughly what per cent of your orders are placed 
during each month of the year?” 
And here is their composite reply: 
% of Christmas 
merchandise bought 
Month by jewelers 
January-June 
July 
August 
September 
October 
November 
December 


Total 100% 

According to these indications, jewelers space 
their Christmas buying remarkably evenly dur- 
ing the second half of the year, purchasing almost 
equal amounts in September (28 per cent), in 
October (21 per cent) and in November-Decem- 
ber (21 per cent) 

August, with 12 per cent of retail jewelers’ 
Christmas purchasing, starts the cycle of inven- 
tory-buildup. And, most assuredly, August starts 
the cycle of heavy planning, with jewelers inspect- 
ing suppliers’ offerings of new merchandise, sell- 
ing aids and promotional support. 

Thus, RJA’s National Jewelry Show is perfect- 
ly timed. Between August 6 and 10 at the Wal- 
dorf-Astoria hotel in New York, retail jewelers 
will have opportunity to see some 300 exhibits of 
jewelry, watches, silverware and allied lines, in 
what is by far the largest exposition of jewelry 
store merchandise offered at one time and place 
in the nation. 

Also well worth inspecting are the announce- 
ments of holiday merchandise in the magazine 
you are now reading. With 276 pages plus covers, 
this is the largest regular issue of JC-K in two 
years. 

The size and scope of both the National Jewelry 
Show and this issue of JC-K would seem to sup- 
port the retail jewelers’ expectations that the 
coming Christmas selling season will be good. 

But to sell well in October, November and De- 
cember we must plan well, and start buying well, 
in August. 

Let’s get going. 
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SBENRUS 


WATCHWORD FOR 
QUALITY...VALUE...INTEGRITY 


Abo AUCSTYLE. - PROFITS) 


Benrus gives you everything you need to sell in today's highly competitive market 











PLUS 


THE BIGGEST SALES CLINCHER OF ALL... 
BENRUS 
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Because BENRUS believes in Quality at every price range... 


NOW you can offer Jewelers’ Quality with 


BELFORTE 


Companion watch to the world-famous BENRUS 


THE ONLY QUALITY PRODUCT IN THE LOW-PRICE FIELD 








COMMUNITY ....THE FINEST SILVERPLATE 








TWO FREE 
PLACE 
SETTINGS 


$59.95 
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A New and Way te eesnanaaine ace 
To More Sales | 
COMMUNITY PLACE SETTING PLAN 


A wonderful new way to sell and buy Community* Silverplate ....by place settings! Each unit 
of 8 five-piece place settings comes in a special gift box at the price of 6. Each place setting is 
packed in an individual compartment and consists of a place knife, place fork, place spoon, 
teaspoon and salad fork. $80 worth of the finest silverplate for only $59.95. Available in new 


Affection, Song of Autumn, South Seas, Ballad and Silver Flower patterns. 


You Can Sell Any Number of Place Settings With This FREE Place Setting Plan 
ONE FREE WITH EVERY THREE! 


4 for the price of 3 — $29.95 12 for the price of 9 — $89.95 
For the complete Community Fall Program see pages 193, 194, 195, and 196 


ONEIDA SILVERSMITHS 


Makers of Fine Sterling, Silverplate, Stainless and Melamine Dinnerware 
*Trademark of Oncida Ltd., Oneida, Nn. Y. 
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